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WHAT PUTS THE SELL IN 


“To me VAN DELL spells VALUE,” 
says a Midwesterner who has fea- 
tured VAN DELL jewelry for many 
years. “Il know when I stock VAN DELL pieces they 
will always look attractive to my customers .. . not 
only today or tomorrow, but every day until they are 
sold. Their beauty does not diminish, and they stay 


consistent best sellers.” 


Everybody agrees that in the final 


analysis it is VALUE that makes 
VAN DELL jewelry “America’s Finest Gold Filled Jew- 


elry.” Jewelers everywhere know they can depend on 
VAN DELL for original design, for skill in finish and 
consummate artistry in manufacture ... all of which 
spells VALUE, the true mark of a best seller. 


A—Set No. 2561-4837. Fan and Sphere Motif. 


B—Set No. 2539-4844. Simulated Assorted Col- 
ored Stones and Rhinestones. 


C—Set No. 2519-4510. Simulated Opals and 
Rhinestones. 


HERE’S THE STORY 
DESIGN 
IN A NUTSHELL FINISH 


CRAFTSMANSHIP 


Cc 


VAN DELL CORPORATION 
PROVIDENCE 3 * R * i * 


AMERICA’S FINEST GOLD FILLED JEWELRY” 


.-- thru wholesalers 
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BROKEN EXPANSION BANDS ? 





All makes — all models 
EXPERTLY REPAIRED 


48 HOUR SERVICE 


Average charge 75 cents 





A. SAUER & COMPANY ‘nicest 
KON-ITE BUILDING, CINCINNATI 2, OHIO 
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The Cover 


Ann Crowley, star of the current 
Broadway musical hit "Seventeen," 
modeled diamond jewelry from 
Wright, Kay & Co., Detroit, at fourth 
annual "Diamond U. S. A." fashion 
show held last month. Details of 
this show are told in this issue 
on page 92. 
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by Mance. 


Diamond-Studded Watch 
Case executed by 








1, is inevitable that 


the superlative combination 
of Marce s inspired designing 
and WBO craftsmanship 


should result in fine 


‘ diamond-studded cases of 
marked distinction and 


breathtaking beauty. 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET wae YORK 23, N. Y. 
BY / 
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THE NEW SESSIONS “SHADOBOX” CLOCK 
SET at only $6.95* is going to be a downright 


lady-killer for. sales. They'll be scouring the - a eg — 


town for it when these ads appear in November. 
7 : When ordering be sure to 
It’s the clock that will make every clock dealer ask for this colorful sales- 
pulling counter display, free 


a Sessions Clock Dealer. with your order for 
“Shadobox” Clock Sets 


Flag your share of these sales-minded ladies suitable for either counter | 
. or window. 4 y ‘ _& 
by displaying this advertisement in your win- Se 
dow—by sending for the attractive counter Th fh EY 


display now, and by featuring it prominently! 


e 
(P.S.—Every time a new Sessions model 
catches public fancy, the sales of all Sessions eC S & Z O 7 


models boom! Better check your inventory!) 
' SELF-STARTING ¢ ELECTRIC 


*Approximate retail price subject to Federal Excise Tax. 


IA TIAN iit THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
F ecmseieet by "a In Chicago: The Merchandise Mart Plaza; In San Francisco: Western 
Good mune “p= Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q, 


ae 
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Karlan & Bleicher’s rigid standards of per- 
fection, combined with their designs that are — 
sales-tested, and their craftsmanship that is 
faultless, bring you an endless variety of — 
Rings and Ring Findings that mean better — 
sales at better profits “all-ways’. = = 





SPECIFY K&B DIE STRUCK RIN 


Oe 
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“Just any watch band” wontt go for the round, military- 
type watches that so many @f your style-conscious cus- 
tomers are wearing. Thesgy watch bands were created 
especially to complemeny fhe found-type watch. 

ha ust look at thech&ndsomp. curved designs...see how 
right they Took on every type of round watch. Yes, the 
J-B Golden Circle and Golgen Champion are the perfect 
watch bands for round watches 





Golden Circle is gbailable in yellow, pink, white. 
Golden Champiofi in yellow only. 1/I5—I2 Kt. gold 
filled top shells, non-corrosive stainless 


stoll backs. Retail (F.T.1.) $9.50. 


GOLDEN CHAMPION 


No. 6007 rs 
est 


? 


JACOBY-BENDER, INC. - 161 AVENUE OF THE AMERICAS - NEW YORK 33, N. Y. 
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Cash in on this National Advertising 
bonanza to appear in the December 
issue of ESQUIRE... the Annual 
Christmas Gift reading habit of 
your BIGGEST MARKET! 

Order ladies’ set by name “Silver 
Dawn” or by Catalog No. LS-1346. 
Order men’s set by name “Khan” 
or by Catalog No. MSSS-2554 

in Sterling or Catalog No. 
MS-2554 in Simmons Quality 
Gold Filled. And order TODAY! 





R. F. Simmons Co. 
Attleboro, Massachusetts 


Canadian Distributor: JACK W. LEES 
44 King Street West, Toronto, Ontario 
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| ‘S a Si. 
The old adage “Variety is the Spice of Life” aptly — PENS eS 


describes the extensive Bristol Line of quality Dia- Te te Ey, 

mond Wedding and Engagement Rings and 14K ype 

Seamless Gold Wedding Rings. Our assortments 

assure you the proper ring to fill any 

requirement... and of course, 
“economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


TO SHOW DETAIL Ute eee A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 





BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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These new Catamore creations in 10 karat gold and 
genuine rock crystal are superb examples of quality 
and craftsmanship. They will add prestige to your 


store; will give your customers a truly fine and 
expressive gift item. Your wholesaler will show 
you the complete Catamore line. 





231 PINE STREET s PROVIDENCE 3*®R°e1° 


2 OS 


% 


East 
WILLIAM PEACH 
231 Pine Street 
Providence 3. R. 


Mid West 
DICK SHOWERMAN 
29 E. Madison St. 
Chicago, Tl. 


West Coast 
FRED W. MARKS DON CARLBERG 


373 Fifth Ave. 657 Mission St. 
New York. N. Y. San Francisco 5. (Cal. 


New York 
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Seamless Wedding Rings at 
Lowest Pennyweight (dwt) Prices 














Rings will be ste 
with GOLDEN CI 
our registered trade 
mark, on request. 
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: WORKMANSHIP 
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fl PROMPT DELIVERY 

i FROM STOCK 

' Series H 


f iia a Pot. No. 156712 


Series FM 








ll Vincent St., Newark 5, N. J. 
| Phone: MArket 2-4287 
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QUALITY JEWELERS SELL UP 


The Watchmakers of Switzerland 








Quality Advertising—To make 
friends for you among thousands of 
families in your own community! Note 
how this Christmas advertisement 
builds prestige for you, the Quality 
Jeweler — urges customers to consult 
you for the finest gifts. 








» 
Why only a fine Swiss watch 


ie ” ie a es oe Se . sas . 
oat ae % eee ee te “an giv evou It's a matter of pride that every fine jeweled 
Bs eat Ree SES lever Swiss watch 1s designed and ass. mbled 
such beauty, precision as though the reputation of Switzerland depended 
e 


on it alone. It's a matter of tools and talent 


and value ° that makes it pussible for Swiss craftsmen 


to perfec: each precision. part 


It's a matter of fact that any fine Swiss watch 
can be serviced economically and promptly 





And it’s a matter of record that 7 out of 10 
jewelers wear fine Swiss watches themselves 


The Watchmakers of Switzerland 





When you shop for a g 
you “The !nside Story of the Fine Swiss Watch.” 


; TIME IS THE ART OF THE SWISS 





e193: 




















eons 
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‘The Inside Story of “Exploded Watch” 
the Fine Swiss Watch’ demonstration chart 


Quality Repair Program 
— The Official Swiss Watch 
Repair Parts Program brings 
you both profits and prestige 
— makes guaranteed factory- 
perfect parts easy to get for 
any fine Swiss watch. 


Quality Merchandising—Last year 

you received the colorful “Inside Story”’ 
brochure (left) to help even your new- 

est clerk do a top-notch selling job. 
This year’s “exploded watch” demon-  * 
stration chart (right) is not only a prac- 

tical repair department aid—it’s a must 

for selling fine Swiss watches, too! 

















AND HERE’S ‘‘YOUR”’ FAMOUS SLOGAN—FEATURED IN EVERY ADVERTISEMENT: 
“For the gifts you'll give with pride—let your jeweler be your guide” 
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10 UP GARISTMAS PROFITS 


Make Quality Sales EASIER for you! 








eS: eT ett ae 
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Display for Sales!Store and window displays 
from [The Watchmakers of Switzerland attract 
attention, excite interest. Use them again and 
again to start customers thinking about the qual- 
ity selling points of a fine Swiss watch! 


Sell UP! Our purpose is to point you out as a 
skilled merchant of quality to increase your pres- 
tige. Use this prestige to help you sell up—to sell 
more quality Swiss watches for more profits this 
Christmas and all year ‘round! 








American National Retail Jewelers 
Association endorsement 
voted for ‘Quality Jeweler”’ 


: ne : is Your ANRJA convention has formally re- 
4 ie Se solved to support the concept of The Qual- 
~ ma 4, . ee ity Jeweler and his responsible position in 

é the community, a concept developed and 
promoted by The Watchmakers of Switzer- 
land. Join the thousands of Quality Jew- 
elers from coast to coast who every day are 








Repair for Profit! Quality Jewelers from coast 
to coast count on Repair Department business 
for as much as 25% of their income. Let the 
profit-building Swiss Repair Parts Program help 
put your repair operation on a big-paying basis. 
Tell every customer about this program—more 
of them will buy quality Swiss watches when they 
know how quickly and easily you can service them! 


The WATCHMAKERS 
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increasing their prestige and profits with 
the help of The Watchmakers of Switzer- 
land national advertising campaign, mer- 
chandising material and promotion. 











OF SWITZERLAND 
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Deal With Us 


FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


WE SUPPLY PALLADIUM and GOLD 
EXACTLY TO YOUR SPECIFICATION 


AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 


HONESTY (@) ACCURACY 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
FOR NOVEMBER, 1951 15 
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JEWELRY, CLOCKS 
& WATCHES 


Artcarved Diamond & Wedding Rings 
Croton Watches 

Cyma Watches 

De Beers Diamonds 

Elgin Watches 

Feature Rings 

Forstner Jewelry 

Flex-Let Watch Bands 
G-E Clocks 
Girard-Perregaux Watches 
Gruen Watches 

Hamilton Watches 
Helbros Watches 
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Largosy ewe ~ a 
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SAS Ci REer 


August 29 — 











Feature these products advertised in LIFE 


Hickok Men’s Jewelry 

Keepsake Diamond Rings 
Krementz Jewelry 

Le Coultre Clocks & Watches 
Marvella Pearls 

Movado Watches 

Seth Thomas Watches 

Swank Men’s Jewelry & Accessories 
Telechron Clocks 

Trifari Jewelry 

Uncas Mfg. Company—Kiddiegem Jewelry 
Wadsworth Compacts 

Wadsworth Watches 

Watchmakers of Switzerland 
Westclox 

Wyler Watches 
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SILVER AND GLASSWARE 


Community Silverplate 
Holmes & Edwards Silverplate 
King Edward Silverplate 
Libbey Glassware 

1847 Rogers Bros. Silverplate 
1881 (R) Rogers (R) Silverplate 


PENS, PENCILS 
& STATIONERY 
B-B Pens 
Esterbrook Pens 
Eversharp Pens 
Parker Pens 
Royal Typewriter 
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during November & December 





Scripto Pencils Eastman Kodak 
Sheaffer Pens Revere Camera 
Sparkes “*66”’ Pencil LEATHER GOODS 
Stuart Hall Writing Paper 
Waterman Pens American Tourister Luggage 
Buxton Billfolds 
SMOKING ACCESSORIES Meeker Billfolds 
Dunhill Holder Prince Gardner Billfolds 
9 Rockefeller Plaza, N. Y. 20, N. Y. 
Parker Flaminaire Rumpp Leatherware 
Pres-A-Lite Samsonite Luggage . F , : 
Ritepoint Liters omemne First in circulation 
Ronson Lighters : ° 2 
Zippo Lighters Remington Shaver First in readership 
Rolls Razor First in advertising revenue 
CAMERA SUPPLIES Schick Shaver . ‘eh ‘l 
Ansco Sunbeam Shavemaster First with retailers 
17 
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Watthes, watches everywhere. 


a ™ 
é S BE 
q *. 


a . {verywhere you look, there are watches, watches, watches, 





Partly because anticipated shortages failed to materialize and partly 


because people are getting more particular in these uncertain times, 


~ ets = 
eee 


That is why Hamiltons sell while stocks of less wanted brands 
linger on the shelves. Don’t penalize yourself with low inventories of the 


watch America wants, in a costly effort to push watches America doesn’t want. 









FREDA—17 jewels. 
Natural gold-filled case. 
18K gold numerals, markers 
and dots on silver dial. 
With bracelet. . $64.00 
With silk cord. . $57.75 





HAMILTO 





for a FULL profit you can KEEP... 


fale . 


THE FINE AMERICAN WATCH 


EMERY—17 jewels. Natural 
gold-filled case. 18K gold 
numerals and markers on 
silver dial. With bracelet 
$71.50 
With leather strap. . . $64.00 
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MANUFACTURING COMPANY, INC. 
BUFFALO 3, NEW YORK 
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Ladies’ and Mens 40K and 14K Quality Rings 


887-889 MAIN ST. 





STAR RING 





in a 10K yellow gold mount 


the ultimate in fashion. 


For over 30 years Star Ring has 


consistently created or 
stone rings of distinc 





1¥96—-A STAR RING ORIGINAL 
This concave, facet-edged onyx cocktail ring 


set with .025 diamond...accented with delicate 





green buds... 








AAR 008008066 + ene ae meee: Sateen 
- wore 


Ke Diamonds 


One Carat bo Sofly Carats, those who 
tnow diamonds, choose from the House 
of Diamonds...one of VE LAL: larges 
collections. 

Merchandise thifified on Memaandum 
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U. S. Patents 
2,015,308 

2,184,319 

see 
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JEWELRY'S NAME FOR QUALITY 








. oe ees Milanese Me ash tend Genuine 


Snake Chain—designed the modern Forstner 


way for elegance of style and superior wear. 





GENUINE SNAKE CHAIN FORSTNER CHAIN CORPORATION 
| IRVINGTON 11, NEW JERSEY 


























Will you please take a bow 
for the 50 millionth Elgin? 


On SEPTEMBER 7, Elgin built its 50 mil- 
lionth watch. It became the first watch- 
maker ever to build 50 million fine watches. 


Credit for this success belongs as much 
to you as it does to us. Without the help 
and support of you jewelers, Elgin would 
never have been able to record this signifi- 


cant milestone in watchmaking history. 


By way of saying “thank you’, Elgin 
has created a special limited edition of 
1,000 matchless Lord Elgins. These 
watches, designed to commemorate the 50 
millionth Elgin, are the finest timepieces 
ever made anywhere. Each retails for $500. 





For what’s new in the watch business, watch I (j N 
Elgin National Watch Company « Elgin, Illinois 


22 THE JEWELERS’ CIRCULAR-KEYSTONE 











Ring 


0 


te 


dd. istinction 














ee — 
———S = nn n_haeneectoe 


> we ane of 














THE traditionally pop- 
ular Tiffany setting with 
the luxuriously new 


K&P “illusion” top—is 


ae 


sllustrated above. Notice 


K h if . the superlative construc- 
USTED & TICS, Inc. |) egal 


“small’”’ diamond . . . to 


SEL RE 


PMO. 


CPTI” LORIN IROL ONG NII 





MAKERS OF DISTINCTIVE MOUNTINGS 
give it the illusion of 





15 WEST 47th STREET+ NEW YORK 19 4 ctiiitiant Seetemeneties size,valueand brilliance. 
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Youll discover amazing, fidelity 
to genuine sental when you 
these ex4" pearls, | 
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THE MERIT 
STYLE NO. 160 


For volume Christmas sales — a 
custom-styled man’s expansion 
band with famous Flex-Let 
“luxury look.” Expansion links 
1/20-10K/g.f. top over stainless 
steel back. Retails at 7.98 T.I. 


THE INSCRIPTION 
STYLE NO. 266 


A natural for Christmas gift- 
giving. Personalized message on 
plaque makes it the perfect 
individualized gift for all the 

girls. Expansion links 1/20-12K/¢.f. 
top over stainless steel back; 
1/15-12K/g.f. solid plaque, curved 
to fit wrist. Retails at 9.985 T.I. 


THE CORONADO 
STYLE NO. 122 


Ancient Mayan design inspiration. 
Rugged strength assured by 
Flex-Let Tru-Rivet Construction. 
Expansion links 1/20-12K/g.f. 

top over stainless steel back. 
Retails at 10.95 ye a 


BIGGEST 1951 WATCH BAND ADVERTISING 
CAMPAIGN IN |LIFE| MAGAZINE 


plus continuing TV in Major Markets Across the Country MARKETS 
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14K GOLD 


RARELY A REPAIR— 
NEVER, BUT NEVER 


NEW! Size-Adjusting 14K Gold Originals A REPAIR CHARGE! 


Revolutionary_clasp for instant adjustment of band to all 

wrist sizes—eliminates all fitting problems. Saves-you time and trouble, 
minimizes inventory needs, simplifies selling. Magnificently 

crafted, masterpieces of elegance, beautifully gift-packaged. 

MEN’S, NO. 14K1 — Distinctive weave, positive-locking buckle. 136.00 Keystone cost 


LADIES’, NO. 14K2 — Handmade. In yellow or white gold. 70.00 Keystone cost 


Flex-Let Watch Bands 


FLEX-LET CORPOR ATION — wancrscrunens or | Identification Bracelets 


Beau Brummel Men’s Jewelry 


EXECUTIVE SALES OFFICES: 580 FIFTH AVE., NEW YORK 19. FACTORY: 373 TAUNTON AVE., EAST PROVIDENCE, R. I. 
CANADA: ARENNES, INC., MONTREAL. MEXICO: F LEX-LET DE MEXICO, MEXICO CITY 











Feature these 
Tested, Terrific, Top-Traffic Building 


Promotion Specials by 











AMERICA’S GREATEST 
‘DIAMOND RING VALUE 





@ Full Cut Center Stones 


Cut and set the exclusive BERLAND way to 
look far larger than their actual size. 














@ Carefully Selected Side Diamonds 


@ Smart, High-Styie Mountings 


@ Certificate of Insurance and Guarantee 


FOR SPECIAL 
@ AMAZINGLY LOW PRICES PROMOTION 
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Faceted Top Setting ° “15 the set 


A miracie value to bring customers 
our store! Full cut center rettenireiare 
ey ; | in rate 

aleaming, faceted-top setting 

" wes! 
cately chased aesign. Your grec 


promotion special by BERLAND seen 
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Setting 
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TO KEEP THE 
CUSTOMERS COMING... 
SALES-TESTED MATS 
WITH PLENTY 
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ork 19. N. i Write for your set of these 


result-getting ads. 
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Arvin Electric Heaters lead the world ! 
From the year-round Arvin Hot-R-Cool 
heater-fan with its tremendous capacity, 
complete adjustability, and Safeguard 
Switch—to the compact Arvin Model 91A 
Fan-Forced Heater, there’s an Arvin for 
every customer who comes into your 
store! All have silent induction motors— 
no TV or radio interference. All operate 
on AC only. Priced from $11.95 to $21.95. 


Arvin 5-year Guaranteed Irons 

All three beautiful, dependable Arvin 
Irons are lightweight (3 lbs.) to save effort. 
Fast-heating oversize aluminum sole plate 
with 1000-watt element cast in; automatic 
heat control for all fabrics; flare and taper 
for easy tuck-and-button work. Safety- 
locked jerk-proof cord. Model 2100 (shown) 
$12.95. Others, $11.95 and $14.95. All are 
guaranteed 5 full years! 


Arvin Toast-Tested Automatic Toaster 
Top-choice of all pop-up toasters! Exclu- 
sive Arvin butter-melting Sta-Warm Shelf; 
hinged crumb tray for easy cleaning with- 
out getting crunchy crumbs on the floor. 
Every Arvin Toaster is triple-tested at 
factory—it must make two slices light, 
two medium, and two dark before it’s 
right for your customers. Loaded with 
fast-selling features! $22.95. 


\ Arvin 
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I4K Gold. 17 Jewels 
18K Gold Applied Figures 
Gold-Filled Expansion Bracelet 


KEYSTONE 
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Fine Watches Since 1868 


A FABULOUS Zea SERIES 


of highly styled 


FASHION DESIGNED WATCHES 





14K Gold Wafer-Thin Case 
17 Jewels. 18K Gold Numerals 
Gold - Filled Expansion Bracelet 





NATIONALLY ADVERTISED: SATURDAY EVENING POST - RADIO - TELEVISION 


Gotham Watches 


Product of 


M"lendortlf Watch Co INC., 20 W 47th STREET, 


TIME 


mon. 


A 


Gin wes.e- NEW YORK, N_Y. 


L210N/210E 


Sterling 
Silver 


More and more people know and appre- 
ciate the beautiful styling and value of 
Phyllis Jewelry. And that’s why Phyllis 
will be more in demand for Christmas 
giving than ever before. 


So be prepared . . . more people will 
be asking for and buying Phyllis Gift 
Jewelry this Christmas. Order your stock 
now of Phyllis Necklace and ear ring 
sets in both Sterling and 1/20 12K Gold 
Filled. 


Write for names of nearest 


Phyllis Wholesalers. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





(8) cyt 


ax 
tom a 


UinY moments 


Flashing, fine quality diamonds set in 
watches of unusual beauty . . . created 
by master craftsmen for those who know 
and appreciate the finest. 


600G—Artistically styled, 10% Iridium Platinum, set 
with 22 large size genuine diamond.................$560.00 


601G—Elegantly designed, 10% Iridium Platinum, 
handsomely set with 24 large size genuine diamonds. 
$453.40 


602G—Distinctive Model, 10% Iridium Platinum, set 
with 32 large genuine diamond.........................2786.60 


603G—Brilliantly glorified with 12 glittering genuine 
diamonds, mounted in 14K White Gold Case....$261.40 


604G—Precious Creation, enlivened by 10 gleaming 
genuine diamonds in 14K White Gold Case........$306.60 


605G—Aristocratic! 12 gleaming genuine diamonds in 
14K White Gold Case......................cccccccsssscsccccsereePpeOeO0 


606G—Elegant 14K White Gold Case, handsomely set 
with 24 large size genuine diamonds................$280.00 


607G—Debonair in appearance, with 14K White Gold 
Case set with 10 good size genuine diamonds..$184.00 


608G—Two Fiery Genuine Diamonds enhance this 14K 
I 


609G—Same as the above in 14K Yellow gold case. 
$186.60 


610G—Two brilliant cut genuine diamonds set in 14K 
OE 


611G—Same as the above in 14K Yellow Gold Case. 
$173.40 


612G—Sophisticated Modern Model, 14K White Gold 
Case, set with 4 large size genuine diamonds..$158.60 


613G—Fabulously Beautiful. Two large size genuine 
diamonds set in 14K White Gold Case..............$132.00 


614G—Subtle Elegance. Two good size genuine dia- 
monds set in 14K White Gold Case....................$105.40 


615G—Exquisite! 30 gleaming genuine diamonds set 
in rare 10% Iridium Platinum Case................$786.60 


All prices Keystone 


Prices subject to change without notice. 
Watches shown actual size. 


Corie | 
| ee 
Guarantee 





nearest distributor write to 


















TCH OF PERFECTION 








; és 
Each Glycine watch reflects exciting | 

new fashion elegance and meticulous 
craftsmanship .. . in a sparkling 


array of precision timepieces. 








All watches 17 jewel and equipped 
with patented dustproof winding stom. 


Each watch delivered in beautiful 
Glycine gift box. 


Prices subject to change without notice. 
Watches shown actual size. 





For name of nearest distributor write 

















AA 


DD 
DD 
EE 


FF 


GG 
GG 
HH 
J 


KK 
LL 
LL 
MM 
MM 
NN 


_ Fine Quality Yellow Goldfilled, with Goldfilled 
OEE expansion Bracelet. Raised gold dot _ = 


617G—Sport Model, 10K Yellow Goldfilled with matching 
Goldfilled Expansion Bracelet. Gold numeral figure dial. 
18G—14K Yellow Gold, with matching Goldfilled Ex- 
pansion Bracelet ...... $62.60 
619G—14K Yellow Gold with a Goldfilled matching 


elet. Gold numeral figure dial. Alluring Creation. 
_ $85.40 


620G—14K Yellow Gold Case with matching Goldfilled 
Expansion Bracelet. Gold numeral figure dial......$79.40 
621G—14K Yellow Gold case, 14K Matching Bracelet. 
Gold numeral figure dial $13 
622G—Saine as the above with 14K White Gold Case and 
Bracelet $13 
623G—14K White Gold Tailored Style, Gold numeral 
figure dial . $82.60 
624G—Same as the above with 14K Yellow we 
8 














625G—14K Yellow Gold, flexible ends, gold neg0 GC 

















figure dial $0.60 
626G—Same as the above with 14K White Gold Case. 
$90.60 
627G—14K Yellow Gold, flexible ends. Gold numeral 
figure dial $90.60 
628G—14K White Gold, flexible ends. Gold numeral 
figure dial $90.60 
629G—10K Fine Quality Yellow Goldfilled. Raised figure 
dial $50.00 
630G—10K Fine Quality White Goldfilled. Raised ee 
Dial $50.00 


631G—Same as the above in 10K Yellow ee 
50.00 


632G—14K Yellow Gold. Modern Gold Dot Dial....$62.00 
633G—14K White Gold. Gold Stick Dial $77.40 
634G—Same as the above in 14K Yellow Gold........$77.40 


635G—Smart Sport Model, 14K Yellow Gold with genuine 
Black Suede Strap $93.40 


636G—14K White Gotd. Gold Figure numeral dial......$82.60 
637G—Same as the above 14K Yellow Gold.......... .+..9 82.60 























NN MM LL 


638G—14K Yellow Gold. Gold numeral figure dial....$77.40 
639G—Same ag the above in 14K White Gold..........$77.40 
6406—14K Yellow Gold. Gold numeral figure dial...$70.60 


641G—Petite Sport Watch, 14K Yellow Gold. Gold nu- 
meral figure dial. Genuine Black Suede Strap...... ....6 88.00 


642G—14K Yellow Gold. Gold numeral figure dial..$68.00 
643G—14K Yellow Gold. Gold numeral figure dial....$82.60 
644G—Same as the above in 14K White Gold........$82.60 
645G—14K White Gold. Gold numeral figure dial....$82.60 
646G—Same as the above in 14K Yellow Gold......$82.60 


647G—14K Yellow Gold, curved front and back. one 
numeral figure dial ....§82.60 


648G—Same as the above in White Gold................ $82.60 





All prices Keystone 








of nearest distributor 



























































write to 








® 
Hive OF PERFECTION 


Manufacturing integrity, 
production ingenuity and 
matchless design are 

combined to place your 
Glycine watch in that 
restricted category reserved 
for products which are beyond 
all serious competition. 


fon watch delivered in beautiful 
Glycine gift box. 


All watches 17 jewel and equipped 
with patented dustproof winding stem. 


ccc 


649G—14K White Gold. Gold numeral Stick Dial. 
$105.40 


650G—Same as the above in 14K Yellow Gold. 
$105.40 


651G—14K Yellow Gold. Gold numeral figure dial. 
Genuine Alligator Strap $100.00 





652G—14K White Gold. Gold numeral figure dial. 
$110.60 


653G—Same as the above in 14K Yellow Gold. 
$110.60 


654G—14K Yellow Gold. Gold numeral figure dial. 
Genuine Alligator Strap...... $105.46 


655G—14K Yellow Gold. Gold numeral figure dial. 
$102.60 





656G—14K Yellow Gold. Gold numeral figure dial. 
$110.60 


657G—Same as the above in White Gold......$110.60 
658G—14K White Gold. Gold numeral figure 02. 


659G—Same as the above in 14K Yellow Gold. 
$102.60 


660G—14K Yellow Gold. Gold numeral figure dial. 
Genuine Alligator Strap $110.60 


661G—Same as the above in 14K White a+? 





0.60 


662G—Automatic, winds by motion of wrist. All 
Steel Case. Water and shock resistant. Luminous 
dial and hands. Fine quality Watch $55.60 


663G—All Steel Case. Water and shock resistant. 
Luminous dial and hands $44.6 








G64G—10K Yellow fine quality Goldfilled with 
matching Goldfilled Expansion Bracelet $58.00 


665G—10K Yellow Goldfilled, fine quality. Gold Dct 
Dial $58.00 


666G—10K Fine Quality Goldfilled with matching 
Goldfilled Expansion Bracelet. Raised figure dial. 





667G—10K Yellow fine ranted Goldfilled, Raised 
Figure Dial .. $52.60 





All prices Keystone 
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For name of nearest distributor write to 


YY 


Watches shown % actual size. Prices 
subject to change without notice. — 








Are you planning to go out of busi- 
ness in the near future? Were you 
waiting until after Christmas, figur- 
ing you’d enjoy the seasonal ““rush’’ 
and liquidate gradually? Dangerous 
figuring from some points of view. — 
First of all, it is a definite fact that 
we can offer far more for your stock 
today than we can the day. after 
Christmas. Secondly, in order to do 
Christmas business you will be in- 
creasing your stock. Thirdly, your 
stock by New Year’s day will be less — 
desirable from anyone’s point of 
view. And lastly, gradual liquida- 
tion while attempting “business as 
usual” is a painfully slow process 
at best. Why not think it over from — 
these angles? Why not talk it over 
with Gordon Brothers now? 


—the oldest and largest firm 
of its kind in the United States 


FOR NOVEMBER, 1951 


























hree times this year Foster has 
demonstrated style leadership with 
new and profitable expansion band 
items. There’s profit for you in Foster 


styles. Be first with Foster. 


FOSTER METAL PRODUCTS, INC. ATTLEBORO, MASSACHUSETTS 
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OR OVER THREE DECADES, Arrow-has maintained its reputation for creating custom-built packages 
that command attention and spark sales. From visual design to final package every step in Arrow 
production is supervised by experts with long experience and keen knowledge, supported by the 
most varied facilities in the field for metal, plastic, pressed. fibre... reasons why more and more 
leading manufacturers are turning to Arrow for important packages. Why not consult an Arrow mer- 
chandising representative on your next packaging project—without obligation, of course. 
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ARROW MANUFACTURING COMPANY, INC. |IBEEESI 
567 Fifty-Second Street, West New York, New Jersey IMM 
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Want to 
ring bells 


Feature these smart SWANK sets 


as bell ringers—and as bellwethers, 
too, that will lead herds of customers 


toward your more expensive items. Here you 
see the jewelry, just as millions will 


—* <4) o> 


see it in The Saturday Evening Post, 
December 8. Get the details now 
from your SWANK salesman. 


Sy 
y 


WANK on jewelry, belts and 
wallets means QUALITY 





eer 


SWANK —®) Swank, Inc., Attleboro, Mass. 
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Gold Filled 
Plain Design Set: $13.50 








this Christmas? 
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Gold Filled Cross-Hatched Set 
with Diamond Patterns: $20.00 





- Sterling Silver 
Diagonal Groove Set: $10.00 





LORS 




















Gold Filled 
Molded Set: $17.50 
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Sure-Fire Sales Stimulant for Your Store! 


Retailers who feature character watches to youngsters also sell 
the needs of the entire family in other lines .. . And here is 
The Lone Ranger, the most popular watch in the character field, 
presented in a NEW SMALL MODEL... The round dial measures 
¥,” in diameter but is amazingly legible. Dependable time- 
keeper. Sturdy leather band . . . Cash in on the tremendous 
popularity of Young America's Hero by featuring this new Lone 
Ranger Watch immediately! 


NO. 2-F3R Retails for $6.95 97 
YOUR COST |)... 5.2: 





A. COHEN & SONS CORP. 


yy fe 9 ee 1: ee ee 0 0) oe, ee 


ATLANTA OFFICE: FANCY GOODS DIVISION 


23 BROAD ST., S.W., ATLANTA, GA. © 647: W. 23rd ST., N. Y. C. 
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COMBINING THE “SUCCESS 
FEATURES” OF 


dually 


The varied and trend-expressing Creations of Seidman have 


that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 
to the reputation and profit of many of America’s most 
successful jewelers ... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N.Y. 


2413WB 
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PORTABLE LUX MINUTE MINDER -— lighter, smaller, 
handier! Times every household chore: cooking, baking, 
home permanents, sun-heat lamp treatments, etc. Fits 
coat or apron pocket —“remembers when you forget” — 
“dings” when time is up. White plastic, red numerals. 
No. 2428 Suggested retail price 


DRESDEN-TYPE CHINA CLOCKS — with 40 hour Lux a 
alarm movements. Finest American-made clocks of their Fah 


kind. Both are authentic reproductions. Hand-painted, 
gilded fine glazed china. Two models: D-1 (left) stands 
7” high; D-2 (right) stands 612” high. Specify model. 
D-1 or D-2 Suggested retail price ............ ial $9.95* 


LUX CLOCK 
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MANUFACTURING 


FAMOUS LUX PETITE ALARM-stands only 36” high! 
Single key wind Lux 40 hour movement, with clear, gentle- 
toned alarm bell, in compact handsome case with lustrous 
ivory baked enamel finish. Quiet, compact—a favorite! 
No. 510 Regular dial, suggested retail price $4.95* 
No. 520 Luminous dial, suggested retail price $5.95* 


Y ae ni fa a) 














TOWN AND COUNTRY CLOCKS — with Lux 40 hour 
alarm movements. Beautifully finished solid mahogany 
cases; polished brass trim. 334” high. 134” thick. 

(left) Town and Country No. 513 Plain dial ........ $6.95* 
No. 523 Luminous dial .. $7.95* (right) Town and Country 
No. 512 Plain dial .. $7.75* No 522 Luminous dial .. $8.75* 


* Add. Fed. Excise Tax 


CO.. INC. 
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| —GEMERK Finest Quelity Leathers - | 
$ 





ASSORTMENT G-326 

Style-ette Suedes, assorted colors: 

Black, blue, green, red, tan, brown. 
Retailer's cost ........ $8.10 
Oe FOF icici... $19.50) 


Sold only through authorized wholesale distributors 
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>. Here’s the newest inspiration in ladies’ straps... presented 





by Gemex, famous for quality. The ends are either plated 
or simulated pear]. Gemex Style-ette assortments come in a 
wide variety of colors and leathers. You and 


your customers can change these Style-ette Straps in a Jiffy. 


Now you can sell three straps as easily as one. 

















[GEMEX: 
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[Re ak J 7” ATCMH STRAPS 











so aaa 


ASSORTMENT L-328 
Style-ette assortment: light alligator, 























ihe Sige ce %; ; fist 
aie ae ees ; “4 ; 
oe ‘ Poe a * , > a ve te 
; ; ; c 
; : $ ; 
; ; ; ; : 
, ; 
; ; : ; 
2 ; 4 
> 3 : 
$ 
‘ ‘ 
: ] 
; 
; ; ; 
3 ; 
: ; 
3 ; ‘ 



































dark alligator, tan lizard. SEE YOUR 

Retailer’s cost ........ $5.40 WHOLESALER 

(Sells for. .........<:.. $11.85) OR RUSH 

THIS COUPON | 
TODAY. | 

‘ .  GEMEX Finest Quality Leathers oe i: a ee ae ae eae aaa eae ee ~ 
ASSORTMENT 6-327 ; |Gemex Company: Union, New Jersey 
Style-ette assortment: 2 each, black 7 Please rush the following ° | 
and grey suedes, Blonde Cordovan. | | 
Retailer's cost ........ $9.00 
(Sells for ......:....... $21.00) | QUANTITY ASSORTMENT NO. | YOUR COST EACH | 
7 6-326 $8.10 : 
G-327 9.00 ° 
| " I 
| L-328 5.40 
| | 
7 REDS SEE PT ON Ie Es NEED T ' eNE : 
SB = =—-_UE ll. nates 4. aan ed ae ia w ei chee erred aee ine ee eee | 
| Charge through 
I oe) a Se dana beseeuinecaaeen | 
| Gemex distributors | 
| ‘(|  ) PP rTrerrrrrerrr rrr reer re yr etre ere ee pneeewenare. | 
7 | | 
| Tiocieieneienanatieniataniaeetaiettataiiniamnceiactatilanineitieeastiteiianisisiaeititei ede a 
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pe biagest: CUSTOMER VALUE 
with longest’ DEALER PROFIT / 


HAMILTON BEACH costs the gift giver LESS! HAMILTON BEACH pays you MORE! 


Hamilton Beach, at $37.50 retail, less juice Right! A substantial 38.18%! Check your price 
extractor, is the one best buy for your cus- sheets and convince yourself. With Hamilton 
tomers. The gift giver isn’t forced to buy what Beach, your gift-buying customers get the best 
he may consider to be an attachment that is value—you make the most money. That’s a 
rarely used. And Hamilton Beach is top value, combination that’s hard to beat for top Christ- 
too, in ease of use. It’s easiest to use so it stays mas sales! 


sold—protecting you against excessive post- * 
Christmas exchanges. $ 37 30 RETAIL 

















BOWLS 
NOW 
PYREX 


78 a! e a 
ea \ -. Natl 
*Prices subject to ayes * LT] 1 N : 4 A i 17 


change without notice. 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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Any Jeweler 
who is confused 


about “lost” sales... 








.should try 





FEATURE LOCK RINGS ARE 
Nationally Advertised - Nationally Known - 


Nationally Accepted 





Feature Ring Company, Inc. 
126 West 46th Street 
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Feature Lock Rings! 


You'll be astonished how Feature Locx 
Diamond Rings sell ...on the spot: And 
£o) axe [oleto Mp ate 6X0) 68 


@ Known for their breathtaking beauty, 
parable quality and styling, FEATURE LOC: 
Rings CANNOT SHIFT or SEPARATE thanks 


= cf ‘ ‘Fr Py ~ om gel 
tO a tiny, imvisiDle secret lOcK. 


@ FEATURE LOCK DIAMOND RINGS CAN 
PURCHASED AND WORN INDIVIDUALLY 
TOGETHER, WITHOUT ANY TRACE OF THE 
LOCK a flick of a pin or fingernail Dri: 
the patented lock into positi®On for inte: 

+ ; 


ing. (See illustra 


ry 
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e urge YOu 4s) (ry (nem j ) > 2 
5 es } oats i - : 
ligation. Simply write, wire or ph 
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aquthorized FEATURE LOCK eLeatels 


1 rr. f oe 7 
samples TODAY 





New York 19 N.Y: 
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$2 
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is your answer 





d 
to every gift problem —at every price! 


For brides... for the home... for children 
Community and Tudor Plate will be profitable for you. 





OREIBA ive StLYV ERtoatres 
$2,754 99° 





BEAUTIFUL, NEW CHRISTMAS DISPLAY ° DISPLAY OF SALT AND PEPPER SHAKERS 

Write for this free dramatic, Christmas wreath Handsome blond wood cabinet lined in dark 

showing Community’s patterns. Colorful and x green fabric. Contains 6 different salt and pepper 

equipped with hanger and easel, 1714” x 20”. SS shakers, lacquered for display. 147g” x 1114”. 
Cabinet included with assortment of 25 pairs of 


salt and pepper shakers. Net Dealer Cost $48.35. 
Retail prices per pair $2.75 to $9.00. 








BLOND MODERN IMPERIAL CHEST IN COMMUNITY DE LUXE DRAWER CABINET IN COMMUNITY 
Extremely popular with young homemakers, this. An impressive gift for any home! Beautifully 
handsome chest is solid oak—not just veneer! constructed chest in antique mahogany finish. 
Lined in marine green duvetyn, Kenized* to SN Lined in ruby red duvetyn, Kenized* to help 
help prevent tarnish. prevent tarnish. 
6l-pe. service for 8.............+.-8 92.50 52 Ki 72-pe. service for 8........000++-$8110.75 
76-pe. service for 12.............. 112.50 104-pe. service for 12............. 158.50 
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TUDOR PLATE TROUSSEAU CHEST 


Simple, modern lines and a soft maple finish 
make this chest look much more than its price! 
Lined in robin’s egg blue duvetyn, Kenized* 
to help prevent tarnish. 


50-pe. service for 8......cceee202- $39.95 





Cmmenly 


yan $resee secunnriare smart CRAFT 


$3 aK 


: 
$3 


CHILDREN’S WARE SAILBOAT DISPLAY 


Bright red plastic boats against a colorful back- 
ground 15” high. Silverware protected by clear 
acetate covers. Available in Evening Star,* Coro- 
nation,* Lady Hamilton.* Retail prices (below) 
include boat. 


Peet GGhs « 6 0:40 60000560000006000ee 
2-pe. Food-Master Set 

(Spoon and Fork).........cccccscesHaedO 
3-pe. Child’s Set 

(Knife, Spoon and Fork)...........$5.00 





tr RADEMARKS OF ONEIDA LTD. Ps 
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TUDOR PLATE DOWER DRAWER CHEST 


Sturdily constructed, and finished in rich brown 
mahogany color. Lined in marine green duvetyn, 
Kenized* to help prevent tarnish. 


68-pe. service for 8............++.- $53.95 








GROWING-UP SET GARDEN DISPLAY 


A very popular gift item in Tudor* Plate Bridal 
Wreath* pattern. Silverware appears to spring 
from bright plastic flower pots which are held 
in plastic rack. 


Retail price complete.................$5.00 
Set includes: 1 Baby Spoon (Bent Handle) 
2-pe. Baby Set (Spoon and Fork) 

3-pe. Child’s Set (Knife, Fork and Spoon) 





ORDER FROM YOUR 


WHOLESALER TODAY! 











This distinguished Omega advertisement — one of a 
series of pre-holiday announcements — will appear 
in full page size in The Saturday Evening Post, The 
New Yorker, Esquire, Holiday, Harper’s Bazaar 


and other magazines. 


NORMAN M. MORRIS CORPORATION e¢ 655 MADISON AVENUE, NEW YORK 21 

















WORLD RENOWNED 


SYMBOL OF ACCURACY 


PROUDEST GIFT OF ALL - 


The peerless Omega—held in supreme trust throughout the world. 
Each year, it receives new and coveted awards for accuracy at world- 
famous observatories. Again in 1952, for the fourth successive time, 
Omega has been chosen official timer of the Olympic Games. Omega 
beauty and Omega accuracy are enduring; no gift offers more 
intense pride of ownership. For Omega is first among the finest—a 
gift apart from all others this Christmas and throughout the years. 


FOR A MAN: the famous Omega Automatic, thinnest and sturdiest self- 
winding watch in the world ... the slightest movement of your wrist 
keeps it super-accurate. 14K gold with 18K gold applied figures. $175.00 


FOR HER: a tiny square with beveled edges, flexible end links. 14K gold, $120. 
... Other Omega watches, for men and women, from $60 to $6500.00. 
Prices include Federal Tax. 


OMEGA 








Subtle Gaui 


LESTAGE LOCKETS 


Mizsce- and, Lodioa 


The subtle beauty of LeStage lockets is 
not a matter of chance. It's craftsmanship. 
Handmade from complete assembly to engrav- 
ing — not run-of-the-mill findings lockets. 
Wide choice of sizes, shapes and designs 


in handsome new gift boxes. 


Through your wholesaler. 







1/20th 12Kt. G.F. 





MANUFACTURING COMPANY 
NORTH ATTLEBORO, MASS. 













New York Chicago San Francisco 

9 Maiden Lane 29 E. Madison St. 657 Mission St. 

A. H. Betz A. B. Pinero G. A. Harrah 

CHAINS © “SRACEtLEES Bolte, €4 6 Wwe GC eee ee: Fh Bee Se tee | ° IDENTIFICATION BRACELETS 
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€€ 5 new SPOLTELNE’ convertibt strap 


gives regular cord watches 
a high-styled continental look! 









ii imese) de sere CHANGES ITS APPEARANCE... 


GETS NEW DISTINCTION WITH 





iN NEET’S Spe rlelle’ convertipie STRAP 


ge 


: mm 
Ss = 





oe % ‘ > 


Here’s “Town and Country” styling for 





the watches you want to sell fast! 


In a minute or two, you magically change the appearance 
of cord watches with NEET’S spectacular new SPORTETTE 
“convertible” straps, to give these watches a fresh 

new look — PLUS a touch of brilliant styling. And 

what a difference this makes when you show these 
converted watches fo your customers! You'll see how 

they put speed into closing more profitable 
sales! Created in velvet finish SUEDE, 
polished LIZARD and ALLIGATOR, all 
with gleaming white or gold-color 
metal screw ends so easy to attach 
securely. These SPORTETTES 

fit almost any cord watch. 


SUEDE 
LIZARD 
ALLIGATOR 













SEK, 
SAD 


Supplied on handsome, 
colored display cards, 

one dozen, assorted shapes, 
colors and leathers. | 


ARISTOCRAT OF 
WATCH STRAPS 





LASKO STRAP COMPANY °«+ 200 Hudson Street, New York 13 
CHICAGO: 29 East Madison * LOS ANGELES: 220 West 5th Street 
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PRESENTS 
this NEW 


Sterling Silver 
Identification Bracelet 


EVERYBODY WANTS AN 2éo ‘IDENT’ 


866K1350—STERLING SILVER 
IDENTIFICATION BRACELET 

Better plan to push sterling “Idents” now and 
throughout the year. This newest creation is 
sure to be a favorite with customers every- 
where. For Servicemen . . . Civilians . . . 

Young Folks . . . Old Folks. 
Extra Heavy Sterling Silver Name Plate 
Extra Heavy Rhodium Finish 
Double Safety Lock Clasp 
Easily Shortened or Lengthened 
Individually Gift Boxed 
Suggested Retail Price .......$17.95 
867K1320—As above but with slightly smaller 
name plate. Suggested Retail Price . . . $17.50 


MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE © NEW YORK 1, N. Y. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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3% ily of the Valley has an enchantingly 
delicate, romantic beauty that goes straight to 

the heart of a bride. In addition, these 

exquisite ensembles have the powerful Wed-Lok * 





advantages of enhanced loveliness and 
longer life. The rings lock together securely 
to keep the diamonds perfectly aligned, ——e oe sa 
always in full view, and to prevent friction — 
between the two rings—yet unlock 

instantly. The carefully matched, fine 

quality diamonds are set in Granat 

Tempered White Gold* Mountings (not cast), 
specially processed for superior 
strength, resistance to wear, and maximum 
diamond security. Announce enchanting 

new Lily of the Valley to your customers... 


send now for specially prepared 


Illustrations 
enlarged 


to show details 


advertising mats, yours without charge ! 


Retail prices range from $150 to $350 the set, including 
Federal tax. 


A WA Lo, 
, A | 4 TF, A Mf, r = 
\ | Ty a wanes” a ay és 


114 GEARY STREET - SAN FRANCISCO 8, CALIFORNIA 





*TRADEMARK REG. U. S. PAT. OFF. WEO-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 
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Wows itin 


THAN ANY OTHER 
MEN’S BILLFOLD 















1. Seamless construction 

tb 2. Removable passcase 

—_ 3. 8-way see-through 
windows 

4. Hid-N-Fold Secret Pocket 

5. Special pocket for stamps, 
cards 

6. Spare key pocket 

7. ‘Floating Action’, exclu- | 
sive ‘‘stay-flat’’ feature ss loci 

8. Wide range of leathers, colors 


She Mark of Choice of pigskin, saddle 
cowhide, English morocco, 


goatskin, Iceland seal, 
fa sm an . calfskin, pinseal, etc. et od 
Moana Fine Ll eather bilfolds Starting at $5 retail about this 
NEW 


CRAFTSMAN DISPLAY DEAL 































































Va 


Sold Exclusively Through Craftsman Distributors 


1. SMALLMAN & SONS CO. MFRS. © SHOWROOMS: 47 W. 34th ST., N.Y. 1 
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Here | is a yee ag for the Installment Jeweler 





: Composition 
| Hardness 
Cause of star effect 

Type of star 
Specific gravity 
Refractive index 





T radition 


INFORMATION CHART 


Linde 


(Synthetic) 
Same: 


Same 
Same 


Same 


Same 
Same 





al Goodman 


Natural 
Same 


Same 


Same 
Same 
Same 


Same 


More and more people are asking 
for... and buying Linde Synthetic 


Stars . . . Distinctively mounted 


by Goodman & Co. Order today! 




















Their magic beauty has captured the imagination of the nation! 
Linde stars duplicate natural stones in arresting beauty, 
in every quality . ... ata fraction of the cost. Constant 


in yalue . — a real stopper for on-their-toes salesmen ... priced to 
' promote additional volume at installment store levels... 


plus a generous profit to the jeweler. Enjoy plus business by: 





‘featuring Goodman's Linde Stars this Christmas season. 


GOODMAN & COMPANY 
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HERE'S A LIST 
OF GIFT ITEMS 
WE NEED IN A 
HURRY— 
WHERE CAN WE 
GET DELIVERY FAST? 
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AUTHORIZED DISTRIBUTORS OF 
THESE FAMOUS BRANDS 


FLATW ARE 


1847 Rogers Bros. 
Community Plate 
Wm. Rogers & Son 
Tudor Plate Flatware 
Silco Stainless 
Diamondware 
Oneida Craft 
Stainless 
Alvin Sterling 
Rogers Sterling 
Manchester Sterling 
Oneida Sterling 
Carvel Hall Cutlery 


HOLLOW W ARE 


1847 Rogers Bros. 

Community Plate 

Anchor Rogers 
Sterling 

Tudor Plate 

Poole 

Webster Tiny Tot 


Amston 


JEWELRY 
American Beauty 
Deltah 

Anson 

Leo Glass 
Marcasite Jewelry 


LUGGAGE 


Maximillian 


LIGHTERS 


Ronson 
A.S.R. 
Zippo 


WATCH 
ATTACHMENTS 


Jacoby Bender 
Gemex 
Bretton 


APPLIANCES 


Knapp Monarch 
Manning Bowman 
Crown Broilers 


Remington Rand 
Razors 


Norelco Razors 


CLOCKS 
Seth Thomas 


Telechron 

Westclox 

New Haven 

Semca—Phinney 
Walker Clocks 

Semca Watches 

Revere 


Herschede 


IT'S SO EASY TO REMEMBER ... 












JUST 
WIRE 
JOHNSON 
THEY LL 
SEND ‘EM 
RIGHT AWAY 





Since 1869, America's leading 
jewelry retailers have come to 
count on Johnson as a dependable 
source of supply for the foremost 


in gift and jewelry merchandise. 


"Just Wire Johnson" has become 
their way of expressing confidence 
in our ability to deliver the 

goods they need... where they need 
them... 


them most. 


. and when they need 


NEW YORK 38 
WOrth 4-1780 


15 MAIDEN LANE ~s 





i OHNSON Inc. Established 1869 
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Lil! of you retailing Ge! 


Nowhere in the electrical appliance field is there a ana with 
greater consumer preference. Yes, not mere acceptance... but 
preference! And that’s true of the ““Toastmaster’’ Toaster not t only 
during lush gift-buying seasons but around the calendar. 


Here, turnover isn’t something to ta/k about .. . it’s something to 
watch! It’s that all-important plus and you pay absolutely noth- 
ing extra to get it. In staying sold as it always does, the 
‘*Toastmaster’’ Toaster makes many new friends for the retailer 
who identifies himself with quality merchandise. It’s presold in 
a big way by word of mouth. It’s backed with aggressive national 
advertising as no other automatic toaster is or ever has been. And 
it’s fairly priced to give the public full value and you a full 
profit. All in all, it’s the light of your retailing life. 

If every product you handle came to you presold as the 
‘Toastmaster’ * Toaster is... Jiminy Christmas! 


**‘Toastmaster’” is a registered trademark of McGraw Electric Company, 
makers of “‘Toastmaster’’ Toasters, ‘‘Toastmaster’’ and “Scotch Knight’ 
Water Heaters, and other ‘‘Toastmaster’’ Products. 























| 
| 











CO OCOOCECCEAEEE CL ECTEROTEEE ETE: 


MIRROR OF AMERICA 


oo. TOASTMASTER 


TOASTMASTER PRODUCTS DIVISION, McGRAW ELECTRIC COMPANY, ELGIN, ILL. ©1951 


COOOMOLELOOELALOCELOE AOCDAOCOOEN AAD EEE EE 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHE 


NATIONALLY 
7X Oe OS = oe = 


LATHIN WATCH COMPANY 


5980 FIFTH AVENUE - NEW YORK 19, N.Y. 


| CATALOGUE SENT UPON REQUEST } 
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don't trust 
d eye 





ee 









Let Your Own LOUPE . 4 


prove the PERFECTION of f Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 


to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 


is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 


evasion, certifies this exceptional quality. 
Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
pt Pl through your own Loupe. You will then share the enthusiasm 











© nt wae, 
y of other thousands of jewelers who are now successfully 
iy ae and profitably selling LOUPE-TESTED LOVEBIRD 
“4mony ah” Diamond Rings. Franchises are stil] available. 


i INC. 


630 FIFTH AVENUE. NEW YORK 20. N. Y. « 
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Hed 2X 


Another famous Ledllh 


first, just in time for the 
holidays, guaranteed to: 


Markets 


Poe ee 
Lp ritrhrteininDintitd mi gigs ss F 
~ 
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YOUR GIFT DEAL No. I 


DeJUR Citation Movie Camera 





with £/2.5 color corrected, universal focus lens; 
hand-sewn, genuine leather holster case; plus 
two 50 ft. rolls of Kodachrome. In handsome 
blue velour gift box. Only $98.75 (Fed. Tax Incl.) 


Amsco Corporation e Long Island City, N.Y. © Chicago, Ill. ¢ Beverly Hills, Calif. « Manufacturers of 8mm Movie 
Cameras, Projectors, Exposure Meters and Enlargers * Canadian Distributor: Kingsway Film Equipment Ltd., Toronto, Can. 


Lledllh 
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Comes in expensive, handsome, Ma (Pam wf 
. » SST 7) puta 
Gift Box, ideal for all-around el 





! 
pally tp 








use, at no extra cost! 


: ( 
No advertising imprint or name. > > = i 
Can be used for Stationery, Ster- —_ a A 
ling Silver, Handkerchiefs, Gloves, 
Hosiery...and many, many more. 












Once again, DeJUR sets the pace in the 8mm movie in- 
dustry. Perfectly timed to hit your sales target right in 
dead center during your biggest gift season—DeJUR offers 
not one, not two, but three De Luxe Gift Sets! Each com- 
plete with two 50 ft. Kodachrome film ready to shoot. 
Each packed in a handsome utility gift box. Let these 
exciting deals show you how they can pave the way for 
bigger profits, new markets! Send in the attached cou- 
pon, today. Make your store DeJUR GIFT HEADQUARTERS! 
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YOUR GIFT DEAL No. 2 7‘ 
DeJUR Embassy Movie Camera 









with #/2.5 color corrected, universal focus lens; hand-sewn, 
genuine leather holster case; plus two 50 ft. Kodachrome 


magazines. In rich “American Beauty” velour gift box. 
Only $129.95 (Fed.Tax Incl.) 


YOUR GIFT DEAL No. 3 


DeJUR Fadematic Movie Camera 





with #/2.5 color corrected, universal focus lens; hand-sewn, 
genuine leather holster case; plus two 50 ft. Kodachrome 


magazines. In attractive red velour gift box. 
Only $152.95 (Fed.Tax incl.) 


LIFETIME GIFTS FOR BRILLIANT, 
SPARKLING COLOR MOVIES 
THROUGHOUT THE YEAR! 


® FOR WEDDINGS e FOR BIRTHDAYS 
@ FOR GRADUATIONS e FOR VACATIONS 
@ FOR ANNIVERSARIES e FOR NEW BORN INFANTS, ETC. 


LIMITED SUPPLY—ORDER NOW 























a a * « - a — <2 ot — e — a 7 . _ * + eo - 2 — = _ - 7 e e a 
« DeJUR Amsco Corporation JCK-l 
e 45th Street & Northern Boulevard ° 
e Long Island City, N. Y. . 
. Please rush units Deal No. 1 e 
: Please rush units Deal No. 2 . 
" Please rush units Deal No. 3 * 
‘ at your usual trade discount ‘ 
* a 7 
Gr + 
* Store " 
= ‘ ” 
® Address —ap © 
* * 
a City Zone. a * 
@®eee2esese8tsee#ee#s5e?eeee#eeeeeeeeeeeeee#ee® 
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Fashion decrees: “Be Feminine, 
and millions of women are all out 
to recapture that frankly alluring 
note, aided and abetted so remark- 
ably well by JMS pierced earrings. 


JMS creations in karat gold and 
gold filled are available with four 
different types of pierced ear wires 
...carded or boxed in a gleaming, 
plastic showpiece. 


JMS regular earrings nave won uni- 


versal acclaim. That’s why so many 
retailers specify ... “Only JMS for 
Earrings.” 


ys 


Distributed by 


Wholesalers Only 
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256 Liberty Street @ Bloomfield, New Jersey 


Midwest 
Representative 


C. Jj. Leavitt 
29 E. Madison St., 
Chicago 


West Coast 
Representative 
Ira W. Smith 
315 West 5th St., 
Los Angeles 


Eastern 
Representative 


Herbert Stein 


Gerald W. Gelb: Sales Manager 
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MEDANA DOES IT AGAIN! 


Watches by 


MEQANA , 


42 


: 


es The Hollywood 


q 4 PIECE 
§ WATCH ENSEMBLE 


Here’s another Medana scoop! Unique and irresist- ° 
ably appealing, this glamorous simulated Ruby and R C tl al | 5 f Or 


Rhinestone set, in yellow gold color, is packed in 
an attractive fabric case that doubles as a fashion- GS 
- : able handbag. Sure to ring the bell with your 

FAILLE CASE customers . . . helps ring the bell a lot oftener on an 


TRIMMED IN YELLOW . your cash register, too. 
GOLD COLOR BECOMES A 


FASHIONABLE LADY’S Advertising MATS FREE Teese, 
HAND BAG WHEN PAD. 0” and 4 


JAAS SA SASS 











, : Powerful selling aids in 2 col. x 1 
AS REMOVED col. x 10” mats sent upon request with order. 


FLS eis —" 
LOUIS AISENSTEIN « BROS., Inc. Ges 
( ° 
A 


16 E. 40th STREET NEW YORK 16, N. Y. 
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bracelets in the NIAGARA manner 


In the Niagara manner means 
something ‘very special’... 
inspired creations ... brilliant styling 
rast) ol-igolirelslofeicetiilire mm Roem diMiite 
Niagara Bracelets consistently 


very special. 


A QUALITY PRODUCT OF AUREL JEWELRY 


AUREL JEWELRY Manufacturing Company is located at 35 Maiden Lane, New York a N. Y. 
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Just in time for the 
BiG SELLING SEASON 








e’re proud to take on such a fine line as 


Schick Electric Shavers —used by more 
men than any other make. And we’re 
all set to serve the snowballing needs of 


retailers in these busy territories. 


The holiday season, already with us, is the 
banner selling séason for SCHICK “20”—an 
ideal gift in its handsome Caddie Case—and. 
for other Schick Shavers and Accessories. 


Be sure your stock is adequate for sales and 
display—and order early. We are geared 
to give you wonderful service—but why 
chance missing even one good sale. 

















atiention Reta ilers! 
order 


SCHICK 
“°oD QO” 


and other 
SCHICK etectrie SHAVER 


and Accessories 
FROM 


M. SICKLES 
\ SONS, INC. 














See these two famous Sickles Creations 


Sunfme Klaped, 


This pene! : DIAMOND 
tume jowsley Peon re You can’t miss ern aA 
and a proved seller, Rhapsody Prestige line - 





ings of gua 
auty, quality pte wg 














M. SICKLES & SONS, INC. 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
Wholesale Jewelers Since 1857 


For styling the Schick “20,” Carl Otto won the 
1951 Industrial Designers’ Institute Award 


(lee 


* 


See Rudolph Halley in “Crime Syndicated,” 
Schick’s Big New Weekly TV Show 
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EXCLUSIVELY 
DISTRIBUTED BY 


|. ALBERTS’ SONS, Inc. 
Boston - Syracuse 


BALDWIN-MILLER CO. 
Indianapolis 


S. H. CLAUSIN & 
CO., INC. 
Minneapolis - Spokane 
Salt Lake City 


EDWARDS & CO. 
Kansas City, Missouri 


J. ENGEL & CO., INC. 


Baltimore 


THE GERWE BROWN 
CO. 


Cincinnati - Dallas 


A. C. POSSIN CO. 
Milwaukee 


E. W. REYNOLDS CO. 
Los Angeles - Phoenix 
San Francisco 
Honolulu 





hat’s the 





HERE ARE THE REASONS WHY JEWELERS 
ACROSS THE NATION ARE PROFITABLY 





SELLING CALVERT WATCHES 


NATIONAL ADVERTISING in leading magazines reaching 50 
million readers PRE-SELLS your customer. 


THE CALVERT WATCH PLAN shows when and how to promote 


CALVERT Watches most profitably—and it supplies the materials 
too! 


THE CALVERT TIME CHEQUE keeps customers on the active buying 
list and promotes traffic. 


CALVERT QUALITY means a finer movement representing a genuine 
watch value. On any judging basis, CALVERT is BETTER! 


SELECTED DISTRIBUTION thru jewelry stores of established 


reputation. CA LVERT 





WATCHES 


’ 





| 
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Now .. JOHN GIOVANNETT! CAH0OCHCCA... 


A COMPLETE LINE OF PALLADIUM 


RING MOUNTINGS, WATCH CASES and BANDS 


A complete and diversified line of 
high quality mountings. Made of 
beautiful, blue-white palladium— 
ready for shipment within one 
week from receipt of order. Use 
coupon inside to order your free 
catalog and price list. 








84 Different Styles of 
Wedding and Engagement Ring Sets. 


150 Different Styles of 


Cocktail Rings, Engagement Rings and 
Wedding Bands. 


42 Different Styles of 
Watch Cases to please every taste. 


14 Different Styles of 
Watch Bands and Bracelets. 




















See following pages for more details. 
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A few of the 84 styles of wedding 
and engagement ring sets. 








JOHN GIOVANNETTI presents a complete line of mountings 


The complete line includes 42 watch cases. 


A few of the 14 watch bands. 





OR years, jewelers have used palladium as a set- 
ting for diamonds. 


Now John Giovannetti offers you this beautiful | 
blue-white metal in a complete line of rings, watch | 
cases and watch bands. This sister metal to plati- § 
num is available to you in a complete and diversified 











A representative selection of the 150 individual rings. 
























| io PALLADIUM... 


Our decision to produce a complete line of 





| range of styles to satisfy your most exacting palladium jewelry was a natural and logical 
: customers. step which we have been contemplating for 
some time. It was not due to any restric- 
| | And you should have plenty of calls! tions on platinum or other jewelry metals. 
, , . We present this line with pride and assure 
| Typical of jewelers comments on the new line you that it is permanent and will receive 
are: “The rings are beautiful.” — ““We are more our whole-hearted backing. 
than pleased !”’ Our reasons for endorsing palladium so 
| . . a . highly are many: we have found that its 
‘ The quality and beauty of aielagia individual item beautiful natural blue-white color provides 
' in this complete palladium line reflect the fine a perfect setting for fine diamonds. And we 
craftsmanship, so long associated with the name pei os — our ere ete mountings 
John Giovannetti. The skill of his craftsmen brings — ee ae 









_ out all the natural strength, ductility and beautiful Our palladium mountings are easily worked, 
bl hit f lladi extremely durable, and have the strength to 
ue-white color of palladium. hold gems securely. 
, Send for your copy of the complete catalog and Jewelry palladium is all-precious and in 
price list of palladium mountings. Use the handy our opinion it is the ideal white precious- 
° . . metal for use where high quality is 
coupon or write John Giovannetti, 115 W. 45th St., cuenbes a endareiaeskets 
New York 19, N. Y. Don’t put it off, write today! 
; We are confident that when you see these 
Remember, John Giovannetti promises to ship exquisite palladium creations, you will con- 
' your palladium mountings within a week of receipt cur with the jewelry retailers who are _ 
: alt a0 q already featuring them: "They are beauti- 
your order. ful." — "Our customers are delighted!" 
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JOHN GIOVANNETTI 
115 West 45th Street, New York 19, N. Y. 


Please send me your complete catalog and price 
list for palladium mountings. 
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Company 
Street Address 
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Here’s what's being done to 
HELP INCREASE 
YOUR PALLADIUM SALES 


Striking two-color consumer advertisements in all 
the leading fashion magazines constantly inform 
your customers about the beauty and preciousness 
of palladium. For many years this campaign has 
been appearing in such magazines as: 


Vogue - Harper’s Bazaar - Charm 
Glamour - Seventeen - New Yorker 


An extensive publicity campaign including items 
by leading fashion authorities in magazines and 
newspapers and timely announcements on both 
radio and television, is making the jewelry-buying 
public more palladium-conscious than ever before! 


MANY DEALER HELPS, TOO! 


Many helpful “Point of Sale” aids are available to 
make your selling job easier, including the follow- 
ing booklets and displays: 


THE EIGHT PRECIOUS METALS—a pocket-size book- 
let for sales people describing all the precious 
jewelry metals—their properties, applications and 
advantages. 


PALLADIUM, A PRECIOUS METAL FOR FINE JEWELRY 
—a booklet for your customers telling the interest- 
ing story of palladium. 


PALLADIUM —TODAY’S METAL FOR EXQUISITE JEW- 
ELRY. A booklet for the jewelry craftsman, discuss- 
ing the nature and workability of palladium. 


WINDOW and COUNTER CARDS — handsome, plasti- 
cized, easel-mounted reproductions of advertise- 
ments appearing in consumer magazines. Use 
them to capitalize on palladium’s powerful 
national advertising. 


Platinum Metals Division 


, 














PRECIOUS 
METALS 


— 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 




















For STYLE...VALUE 


Rings Enlarged to Show Detail 
All type ladies’ & men's mountings 
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37 W. 47th Street 
New York 19, N. Y. 
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Catalog 
on Request 
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Design Patent Pending 


G LYpilted Delicately wrought as a gift planned for royalty. Mock-diamonds in 


baguette and pear shapes set in platinum-toned Trifanium with true Trifari artistry. T 
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As Advertised in the November Ist Issue of Vogue. 





not authentic unless stamped on 
the back with the name Trifari 
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Now sell two watches instead of one 


Count on Seth Thomas to come up with the new- 
est and timeliest idea in gifts — Companion 
Watches. Sell one and you have an excellent 
chance to sell both. Ideal for brother and sister, 
husband and wife, about-to-be-marrieds, these 
17-jewel water and shock resistant watches are 
perfect, too, for defense plant workers, sports- 
minded couples. Anti-magnetic with sweep sec- 
ond hands, luminous hands and numerals. Feature 
this his-hers combination at the top of your gift 
suggestion list. Sister: $35.75* Brother: $34.25* 


N ow Is THE TIME to feature the watches 
that offer your customers brilliantly 
styled value plus a name known and 
respected by generations of Americans— 
Seth Thomas.+ Millions know that 
Seth Thomas has stood for the finest 

in time since 1813. And now this huge 
pre-sold market is being made still 
bigger through the force of a 28,000,000- 
message Seth Thomas advertising drive 
in LIFE and the SATURDAY EVENING POST. 
Add popular styling and pricing in 

the fastest selling field—and you've 

got a watch that’s a sure sales 
winner—Seth Thomas. 


tReg. U. S. Pat. Off. 
*Includes Fed. Tax 
(Prices subject to 
change without notice) 


the newest in fine watches 
by the oldest name in time 


Time Seth Thomas Clocks, Thomaston, Conn., Division General Time Corp. 
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Feature this uniquely styled watch for the man 
who chooses dignity with an added plus. No 
other watch has a face like this . . . it marks the 
time with golden stars. 10K gold filled case. Thick 
curved crystal. 17 jewels. $49.50* 





The watch women want—sophistication plus clean 
youthful lines. Sell it to him as the perfect gift 
for her. Sell it to her as the watch he'll admire. 
17-jewel, 6%4 x 8 ligne, 10K rolled gold plate case. 
Thick domed crystal..$37.50* 






by te OMbest name tn time / 
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Now get this beautiful permanent Seth Thomas 
display stand, at no extra cost, when you order 
any 10 Seth Thomas watches. A handsomely 
styled, eye-catching sales-builder. Contact your 
wholesaler for details. 
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This: ‘nivatie; of eters watchmaking 
— at $71.50—is one of tl the nee values 
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“NEW 
VULCAIN 
"VICTORIA" 


NEW 
VULCAIN 
“Vv 1c TO R" 





























Squarely modern, 

cs superbly smart for 
es dress or sports wear. 
ee. Raised gold 










-  ~=Combining traditional 
_- and modern lines in 
oo a distinguished 
new design concept. 
14K gold, 17 jewels. 


Retail $180.007 


numerals. 14K 
— gold, 17 jewels. 


Ketail $132.50+ 


j the 
— one —_ S . aay 
cricket for customers jo f 
it will sell itself: | ee 




















-VULCAIN WATCH ocunia 


30. eds AVENUE . NEW Yo 
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14K Gold 


HONEST-TO-GOODNESS VALUE AT MODERATE PRICES IN TODAY'S INFLATED MARKET 


illustrated below are a few more pieces from Carl-Art's 14K Gold Line. The precious 14K Gold fashioned into 
exquisite designs — accented with fine stones and cultured pearls insure everlasting beauty and value. 


Place your order with your wholesaler TODAY 


N-334 
Cultured Pearl 


. 
» & 
> 
~ : ee 
% 
#3 
( | | 
q ¢ 
% z » 
eS 
oe 


Genuine Onyx or 
Chrysophrase 


Vi Mee X 


/ £326 |) ae Cultured Pearl 
. 2 GOs 4 . e, “sill % & 
Genuine Onyx or : 
% — Chrysophrase 


P-321 


MEMBER Genuine Agates 
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+ 4 Genvine Agate 


SOLD EXCLUSIVELY THROUGH WHOLESALERS 


CARL-ART, inc. 


PROVIDENCE = & HOODE oe 


{ 
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Wyler 


la Kolo I au i -a 


AUTOMATIC 


— 


A quarter-century of pioneering... 
of experiment and experience... 
has resulted in the 

new 1951 Wyler Dynawind. 
Combining the exclusive 

Incaflex balance wheel and 
Dynawind construction to 

bring you the perfect 
self-winding watch. 

Presented in the 

industry s widest 

selection of models — 
weatherproof and 

dress, for men 

and women. 
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CAAT OOEELE 


Only self-winding watch with the flexible balance wheel 


WYLER WATCH AGENCY, INC. - 630 FIFTH AVENUE +» NEW YORK 20, N. Y. 
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Hard Compact Layer 
Karat Gold 



































Supporting 
Alloy Base 








SIGNS OF GOOD TIMES 





Counter signs, window displays and store promotions Made the Old Sheffield way... by fusing and then 
featuring Gold Filled jewelry, are healthy signs. rolling under tons of pressure a layer of Karat gold 


They’re signs of good times ... signs of good business _—on a strong supporting base . . . Gold Filled gives 
the jewelry industry a desirable, workable metal for 


... for any jewelry store. 
Why? Because Gold Filled jewelry has greatest cus- high quality, yet low-priced items. And even with e 
material controls, Gold Filled will continue to be oo 





tomer acceptance for quality in the popularly priced 
field. Yes, and Gold Filled lines give you a very _ available... to make good jewelry, to keep good times 


wide range of brilliant, long wearing beautiful styles. _ for all good retail stores. 





Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Commercial Standard CS 47-34 
as issued by the United States Department of Commerce and approved by the American Standards Association 
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| thinnest waterproof : 
watch in the world! 


T fia Guberyreat? Watch coals’ 
‘attractiveness of a dress timepiece with 
_. the durability of a utility watch! 


S 





_ *The SANDOZ waterproof is guaranteed ito remain 
waterproof as long as the crystal remains 
intact and the case unopened. 














"When if comes to Quality at a price 


”" WATCHES 





“Yes, no wonder jewelers find Eska their best 
bet. Priced right, styled right, and always accu- 
rate, with no repairs. I've had an Eska for years 


and constantly recommend it to my friends.” 


The Eska illustrated is No. 9354, 17 jewels, water 
and shock resistant, anti-magnetic, priced to sell 
profitably at $35.00. 

A full-color easel of this ad, for window and 
counter display, free with every order. 


Jimmy Powers is the famous columnist and 
nationally known sports commentator on radio 
and TV. His daily column on sports, 

THE POWERHOUSE 
appears in the New York Daily News and papers 
throughout the country. 


We have many other fine Eskas, for men and for ladies, 
available in stock to satisfy your most discriminating clientele. 


Write or wire today for prices 


WALTER KOCHER & CO. 


17 WEST 57th ST. NEW YORK 19,N. Y. 
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feature — 


PACIFIC Silver Cloth NIL, - 
for extra 
Christmas Sales! AND 


i Close hollow-ware sales by sug- 
gesting an air-tight bag of Pacific 


Silver Cloth to keep silver bright 
without polishing. 

























: For gifts both practical and love- 
ly, feature flatware chests lined 
with Pacific Silver Cloth. A Pacific 

: Silver Cloth lining positively pre- 





vents tarnish. 













For extra gift sales, feature this 
self-service display of Pacific Silver 
Cleth wraps for lining serving 
drawers. Wraps 18” x 31” 
and 36” x 31”. 











SCTE ge: 


Extensive national advertising in <a 
























leading magazines has sold Pacific With a starter set of flat- 
ware, suggest a Pacific Sil- oO 
Silver Cloth to your customers. It ver Cloth place-setting roll 
to keep it bright as new. 

keeps sterling and fine silverplate 
: bright as new, ready for use without 
| polishing. It’s the only complete and 

lasting protection against silver tar- 

nish. Its beaver-brown shade flatters 

= * ee 
| silver, doesn t show dust. PACIFIC MILLS. Dept. RR-11 
Pacific Silver Cloth is available in an eee 
Gentlemen: I am interested in wraps chests , 

chests, bags, rolls and wraps. Recom- hollow-ware bags , place-setting rolls : 

packets made with Pacific Silver Cloth. Send me 


names of sources of supply and descriptive literature. 


mended by leading silversmiths. 


it's PACIFIC Sitver Cloth 


Made by Pacific Mills 


Weavers of fine Cottons, Rayons, Worsteds and Woolens 
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Experienced 
Diamond Ring Salesman 


Wanted to Cover Our 
Mid-Western Territory 
Which Includes 


ARKANSAS - ILLINOIS - INDIANA 
IOWA - MICHIGAN - MINNESOTA 
MISSOURI - WISCONSIN 


This is an exceptional opportunity for a salesman witha strong 
background of experience and acquaintanceship in the retail trade. 
This territory has been well established for a number of years and 
represents a fine potential for the Granat diamond ring line including 
Wed-Lok. Liberal guaranteed drawing account. Please include busi- 
ness history, age and recent snapshot in applying for this position. 


GH ANAT 


C60 ht tify Congumm J 


114 Geary Street * San Francisco, California 
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LECOULTRE FUTUREMATIC. 


THE FIRST ENTIRELY NEW CONCEPTION IN WATCHES IN GENERATIONS 
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@ IT CANNOT RUN DOWN 

@ NEVER NEEDS HAND WINDING 

@ ALWAYS FULLY POWERED 

@ NEVER OVER POWERED 

@ RESERVE POWER INDICATOR 

@ SETTING STEM ON BACK OF WATCH 
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LE COULTRE FUTUREMATIC is the watch the whole 
world is talking about! It offers 100% automatic 
operation without a single compromise. The 
Futurematic is engineered to be the most accurate 
automatic watch in the world. Consistently featured 
in our powerful full-page series of advertisements 
now running in LIFE Magazine. 























(WAC $99.50 m1 


~\ 


In handsome, gold-filled case 
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WATCHMAKERS! The new book, “How to Repair the 
LeCoultre Futurematic”, gives detailed instructions for 
dissembling and assembling this completely new watch. 
Your copy awaits your request. Write for it on your 
business letterhead. 
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Why spend your time doing this... 
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You can profit more by selling Artcarved rings 





than by setting loose diamonds! 


Take a tip from top jewelers across the coun- 
try—who are expanding their diamond-ring 
business! Put your time in promoting, adver- 
tising and selling Artcarved rings—the qual- 


ity rings that customers know and prefer! 


Time spent buying, grading and mounting 
loose diamonds costs you real money. And 
it’s money lost—when you consider the sales 
and profits you could make if you put those 
same hours into selling nationally advertised 
Artcarved rings. These exceptional values are 
fully guaranteed by us—so you take no risk. 


Customers know and trust the name Art- 
carved, and the jewelers who feature rings of 
that fine name. This makes your selling job 
easier, quicker, more profitable. And to save 
you the investment of large inventories, you 
can quickly re-order Artcarved rings and be 


certain of exact duplicates in quality and value. 


Your Artcarved representative will explain 
our great Merchandising Plan—which can 
save you time, money and risk, and help you 
increase your sales and profits! Write for in- 


formation today! 
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... When it’s this that really pays off! 





kasier to sell ) Artcarved’s great 
national advertising campaign in LIFE 
and LOOK has won the confidence of 
thousands of customers. And a separate 
campaign—the only one of its kind— 
helps you sell Artcarved* wedding rings. 
Tie in with these two powerful cam- 
paigns and send your profits UP! 
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Artcarved i 
Diamond and Wedding Rings i NS Se 


Beloved by brides for more than 100 years 


*#TRADE MARK REG. 











J.R. WOOD & SONS, INC. 216 E. 45th STREET, NEW YORK 17,N. Y. 
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IPSOMATIC, 
fully automatic, 25 jewels, solid 
~ gold case. $330 retail, tax inc. 





“GUBELIN 


IS proud 
to equip its watches 
with Incabloc” 


says Mr. Werner Gubelin, president 


of the Gubelin International Corporation 


‘A reputation for quality in watches is 

not easily earned. /ncabloc not only guards 

but enhances the prestige we have 

won for the Gubelin name. It is an essential part 


of the value we give in Gubelin watches.” 


Every day more and more watchmakers are 
realizing the extra sales and prestige 

value of Incabloc shock absorber. More and more 
customers, too, are beginning to 

realize that Incabloc makes any watch a 


better watch to buy, regardless of its price. 


Why not use Incabloc to sell more watches 
and build new customer confidence in the 


products you sell. 


Send for literature, tags and other selling aids. 


The Universal Escapement Ltd. 
9 East 40th Street 
New York 17, N. Y. 
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THE BIGGEST IRONING NEWS 


IN 16 Years ! 






ws was WE 


yw THE 


NOW 


A BRAND-NEW 
HISTORY MAKER 


FOR 1951 


It’s the Easiest Iron you can Sell! 


After months of research and testing, Westinghouse 
has developed an Open Handle Iron which is the easiest 
Iron a woman can use. Every new feature, from the 
completely redesigned, contoured handle, to the dial 
that clicks, convincingly proves that here’s an Iron 
which is easier on the wrist, easter on the hand, easier 
on the user. 

The new easy-ironing principle of the Westinghouse 
Open Handle Iron is quickly summed up in a two- 
minute “cold” demonstration. Prospects fee/ the 
difference and agree that with ¢his Iron there’s never 
any strain on body, wrist or arm. 

That’s the way to easier sales ... short and simple. 
So get ready for this new best-seller. Sell the Westing- 
house Open Handle Iron because it Sells the Easy Way! 


YOU CAN BE SURE...IF ITS Westinghouse 








.-. of course, it’s electric! 





earths 


HERE IT 1S! A spectacular Introductory 


_Promotion your store can take part in... 


Here it is .. . Easy Ironing Week to arouse curiosity, 
create excitement, to build store traffic and keep it 
coming. It’s a local promotion set up to help you sell 
Westinghouse Open Handle Irons. A big newspaper 
ad introduces this great new Iron to your customers 
and friends and invites them to see it demonstrated. 
For your local tie-in, Westinghouse will furnish 
store displays, hand-out folders, mats plus a new and 
different self-seller demonstrator. 


WESTINGHOUSE ELECTRIC CORPORATION 


Electric Appliance Division ° Mansfield, Ohio 








Look to WESTINGHOUSE for TV's Top Entertainment. . . Exclusive Telecasts of 
Outstanding COLLEGE FOOTBALL GAMES ... plus WESTINGHOUSE “STUDIO ONE” every week 
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DIAMOND DIGEST 


THE STORY OF DIAMONDS 


(Part Nine) 


You may recall that in the last 
Diamond Digest, we called attention to 
a Dun & Bradstreet survey which showed 
that the business outlook is bright. 
Many jewelers to whom we have spoken 
Share this optimism, especially where 
diamond sales are concerned because of 
these factors: there was no overbuying 
of diamonds by consumers after Korea; 
the marriage rate is higher; defense 
spending is increasing. In fact, the 
defense program for the next two 
years, involving roughly 24 times the 
outlay for fiscal 1951, is bound to 
have a dynamic influence upon our 
economy. 

Of importance are several other 
factors: In June, personal income 
rose to a high annual rate of $251 
billion or $1 billion more than in 
May. The June total was up 15% over 
the June 1950 figure of $217 billion. 
It is also estimated that personal 
income will rise to a $261 billion 
annual rate during the first half of 
1952. 

It is well to bear in mind too, that 
the urge to save has seldom been 
stronger among Americans. Sales of 
life insurance policies and defense 
bonds are increasing. Equally impor- 
tant, savings bank deposits are mount— 
ing, a very clear indication that the 
public has plenty of money. This 
means that people will have more to 
spend in the future. But while the 
future is vital, the present is of 














equal importance. People will buy 
diamonds now, so many successful Arn- 
stein customers tell us, if jewelers 
promote and carry on an aggressive 


























sales campaign. This is well substan- 
tiated by reports from those whom we 
are privileged to serve. As one 
jeweler put it: "I don't wait for 
business to roll in. I go after it." 
In this unusual era, it is particu- 
larly essential fcr jewelers to have a 
dependable and strong diamond source. 
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At Arnstein Bros. & Co., they can be 
certain of obtaining their stones at 
the very lowest market prices—-—with 

the assurance that the jewelers' in- 
terests will be the prime considera-— 





tion. 
na Les. Oban i? % 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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OST news that emanates from 
Hollywood no longer shocks or 
surprises the average American, al- 
though it may interest psychologists 
and students of social behavior. The 
eccentricities of our Californian thes- 
pians are more likely to make us raise 
an eyebrow and shrug a shoulder. 

But, don’t get us wrong, we are still 
interested in news about a beautiful 
woman, say Zsa Zsa Gabor, a blond 
beauty. She is a serious, hardwork- 
ing actress who doesn’t see why 
people call her “fabulous.”” Why, she 
has asked herself, do people find it 
strange when she sports a $20,000 
diamond ring to work. 

“Diamonds,” Zsa Zsa says, “just 
happen to be a good investment. 
They're better than money in the 
bank. You can’t wear money.” 

But what about the $20,000 spark- 
ler? “Oh,” says Miss Gabor. “this is 
just my .‘working diamond.’ You 
should see the one I have at home.” 
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WY ATCHES are the most wanted 


graduation gift among high 
school seniors. according to a recent 
survey conducted by the magazine 
Senior Scholastic. 

Of 384 high school senior boys 
who filled out questionnaires, 62 per 
cent listed watches as their number 
one preference. Clothes rated a 
poor second with 37 per cent. Among 
949 girls, watches led with a 57 per- 
centage. 


FOR NOVEMBER, 1951 


A second check was made to deter- 
mine what these students actually re- 
ceived. Replies from 123 boys and 
483 girls revealed that 79 per cent 
of the boys and 60 per cent of the 
girls received gifts (not watches) that 
they had not wanted. 

Jewelers may find food for thought 
—untasty, perhaps, but food, never- 
theless—in the fact that although 
watches led the “wanted” list, they 
did not lead in the “received” de- 
partment. Approximately 11 per cent 
of the boys and 3 per cent of the girls 
who wanted watches had to go with- 
out them. 
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HAT is a “credit” jewelry store? 

What is a “cash” jewelry store? 
That's a question that apparently even 
the Census Bureau wasn’t able to 
define exactly. 

In their analysis of 20,117 of the 
21.269 jewelry stores in the U. 5.. 
the Bureau reports 8869 “cash” stores 
with total sales of $221,090,000, and 
11.258 “credit” stores with total sales 
of $1.011.056,000. 

From this it would seem that a lot 
of those jewelry firms generally con- 
sidered in the trade as “cash” stores. 
have been classified as credit opera- 
tions by the Census Bureau. Perhaps 
those 8859 “cash” stores are, for the 
most part, smaller self-operated firms 
who find it necessary to limit their 
transactions to strictly cash because 
they are not equipped to operate a 
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credit business. Certainly this group 
cant include those famous big-city 
operations of a type everyone in the 
trade considers as “cash” stores. 

The Census Bureau figures are par- 
ticularly confusing when we see them 
showing that even the “credit” stores 
reported two-thirds of their business 
in cash and charge account sales and 
enly one-third on credit. These 11,258 
“credit” stores reported that of their 
total business, $712.837,.000 was ac- 
counted for by cash and charge ac- 
count sales and $298,219,000 by in- 
stalment sales. 

So, the Census of Business didn't 
help us out much on the long-sought 
answer to the question of how many 
“credit stores” there are or how many 
“cash stores’ and what percentage of 
the total retail jewelry business each 
does. 


© © 
PEAKING of figures, another Cen- 


sus Bureau report will probably 
provoke a great many sighs and tears 
of reminiscence from U. S. retailers. 
This report, which deals with the 
periods in which retail businesses 
were established or acquired, reveals 
that of the 21,269 retail jewelry stores 
in operation at the end of 1948, 408 
were established prior to the turn of 
the century. Total 1948 sales for 
these 408 stores were $52,385,000. A 
further breakdown, giving the period 
established and number of stores 


follows: 1900-1919, 1633 _ stores: 
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& The superior accuracy of Longines watches 
has been a matter of public record for 
more than three-quarters of a century. 
Longines ts the only watch to win first 

prizes at the four great government 
observatorues—Washington, Kew-T eddington, 

Neuchatel and Geneva. In competitive 
accuracy contests, Longines has established 
many records, won thousands of prizes and 
awards. The top precision record for wrist 
watches at Neuchatel Observatory is held by 

Longines today. Longines observatory 


achievements are unsurpassed. 


LONGINES-WITTNAUER WATCH COMPANY, INC. 
NEW YORK ° MONTREAL ° GENEVA 


he Worlds Mest Flonored Wade 
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1920-1929, 2162 stores; 1930-1933, 
1240 stores; 1934-1937, 1498 stores; 
1938-1941, 1944 stores; 1942-1945, 
3120 stores; 1946-1947, 4755 stores: 
1948, 2262 stores. Total 1948 busi- 
ness amounied to approximately one 
and a quarter billion dollars. 

On the chance that some significant 
derivatives might come to the fore, we 
juggled some of the figures and dis- 
covered that the 408 jewelry stores 
350 years old or more represented less 
than 2 per cent of the stores in oper- 
ation but did more than 4 per cent 
of 1948 business. On the other hand, 
the 4755 stores which came under 
1948 ownership in the 1946-47 period 
(the largest number for any listed 
period) did only 19 per cent of 1948 
business although they represented 
more than 22 per cent of the stores 
then operating. 
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SLIGHTLY tarnished — brooch 
bought by a Prescott, Ontario. 
woman for 25 cents turned out to be 
a diamond-studded piece of jewelry 
valued at $1,800. 
The transaction came to light when 
young Gerald Skakum walked into 


Keith Johnston’s jewelry store and 
asked Johnston if he would clean the 
small, initialed brooch for his mother. 

Gerald told Johnston his mother 
had bought the “trinket” for 25 cents 
from a man who said he found it. 
Johnston examined the trinket, and 
while the lad waited, he telephoned 
the police and found that the descrip- 
tion of the brooch tallied with one lost 
recently by a Canadian woman. 

The in_urance adjusters were called 
and they confirmed that the “25 cent” 
brooch was the missing 175-diamond 
one. 
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ROM the ivy-covered walls of 

Harvard University comes news of 
a timely move. After fifty-four years 
of service as a manually wound time 
piece, the large clock in Harvard’s 
Memorial Hall tower is now booming 
the hours by electric mechanism. 

In the past, workmen had to climb 
the tower once a week to crank up the 
clock. This involved a good deal of 
time (three-quarters of an hour) and 
much money each year. Now uni- 
versity officials are quite pleased 
about this change. 




















“I call this my Hope Diamond because I've been 
hoping so long that I'd get one!" 
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But there’s still one problem to be 
met, as we see it. Harvard men, an 
unusually roguish lot, have in the 
past attempted to silence the chimes 
that unsportingly proved them late to 
class. What will happen if some young 
rogue should decide to tamper with 
the electrical power line? 
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prnoM Cheyenne, Wyoming, comes 

a report of a novel way to com- 
bine traffic discipline with good pub- 
lic relations. Merchants and police in 
that western city cooperate to issue 
a special parking ticket to first-time, 
out-of-town violators. The parking 
ticket, which also serves to build up a 
mailing list, says, “Howdy, Stranger. 
You may not know it, but you are 
breakin’ our law. You’re not sup- 
posed to hitch at this post so long. 
We forgive you this time, and say that 
were glad you stopped in our town. 
Come back again, but be sure you 
make it for our 52nd Frontier Days, 
last full week of July. Courtesv 
Cheyenne Police Department, City of 
Cheyenne, Cheyenne Chamber of 
Commerce. If you would like litera- 
ture and information, fill in your 
name and address and mail this 
card.” 

Some of the out-of-state tourists 
have even taken the time and trouble 
to visit the police station to express 
their appreciation of the courtesy. 
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BE CERTAIN 


You are buying 
JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone who 
represents himself as a JC-K_ sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ Cir- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check to 
THE JEWELERS’ CIRCULAR-KEYSTONE 
...not to the Representative. This is 
a double safeguard. 


DON?’ T BUY AN 
IMITATION 
BY MISTAKE 
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WINIFRED PARKER REPORTS ... 


Gocd Christmas market in children's jewelry 
Children's fashions copy adult models — clothes 
and jewelry 

More jewelry available for children 

Imaginative designs in: gold, sterling, pearls, 
cloisonee, colored stones, gay enamelled colors. 
Accessories highlighted with gold and glitter 
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= and spice, and a great big wish to . 
look grown-up as mother—that’s what little 
cirls are made of! From tots to teens, girls 
are little copycats, and fashion is fostering 
their youthful yearning with clothes that are | 
tiny duplicates of adult models, and sweet new 
jewelry styles that can be worn exactly as 
mother wears hers. 

Many of the season’s newest fashion trends 
are being copied for the children’s market. 
and we can make good use of them for Christ- 
mas merchandising. They include: Widely 
puffed-out skirts; stiff crinoline petticoats; 
slender princess dresses; tiny jackets; and 
highly placed sashes. And, of course, the most : 
important trend of all, from our point of 
view—the increased use of jewelry through the 
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From tots to teens, girls wear tiny 
copies of adult fashions. Puffed- 
out skirts, slender princess frocks, 
brief jackets, bouffant formals— 
and sparkling new jewelry designs. 














by WINIFRED PARKER 


rown-Up. frends 


entire realm of femininity. Why, even tiny glamour girls 
in the stork-set are using golden safety pins in their 
diapers this season! 

With Christmas shopping uppermost in mind, we’ve 
also gathered style news of new designs in compacts and 
similar accessories, important as gift items, and you'll 
find them listed toward the end of this article. 

Although we’re primarily concerned with fashion, there 
is another aspect in merchandising children’s jewelry we 
should never forget, and which busy men and women, in- 
volved with all the pressures of retail selling, sometimes 
do forget. That is the important place jewelry holds in a 
child’s life. Jewelry, to a child, is far more than a posses- 
sion or decoration. It’s often a milestone, a marker, a 
transport into the adult world—and cherished beyond 
imagination. I once knew a little girl who was catapulted 
into maturity at the age of ten by the gift of a gold watch, 
and who, for a whole afternoon, didn’t play with her 
friends because of her suddenly exalted status. The watch 
held a magic, and every time she put it on she became a 
grandly important lady. It was the first step into the 
grown-up world. 


Gold and glitter highlight Christmas accessories. 


Tiny glamour girls of stork-set strongly endorse jewelry! 





Of course, a fairish amount of jewelry is always sold 
for children during the Christmas season, but we'll sell 
lots more of it by mixing emotional pull with the appeal 
of fashion. Naturally we do not use fashion to sell chil- 
dren’s jewelry in the same way we use dress detail in 
the woman’s world, but we should stress the copycat 
tendency. Stress the mimicry in dress styles, and the fact 
that since women are wearing armloads of tbragelets, little 
girls will want more bracelets too—also rings, pins, and 
so on, through the complete jewelry fashion story. 

More and more jewelry manufacturers are becoming 
interested in the children’s market, and leading houses 
have introduced beautiful and imaginative new designs in 
greater variety than there has ever been before. Instead 
of trying i tell you about the complete lines of each 
house I visited in gathering fashion facts for this story, 
I’m going to talk about a few outstanding pieces from 
each one. The children’s market is coming into its own, 
and some very nice things are being made for it. 

(Please turn to page 134) 

























AND STARTING RIGHT NOW... 


Tie-in Display 


Folks who see it in their favorite 
holiday-season magazines will come 
in to BUY it when they see it in 
your holiday WINDOWS. 


Tie-in Newspaper Ads 


Special Christmas-chest mats are 
yours for the asking. Write 1847 
Rogers Bros., Meriden, Conn. Order 
by number: 1 col. E474.2 col. E478. 
3 col. E475. 


Point-of-sale Promotion 


Probably the most effective selling 

device at your command is the 

spoken suggestion. So be sure that 

every sales person calls attention to 

your 1847 Rogers Bros. gift-chest 

feature. And watch those profitable 
“silver dollars” roll in! 


7 R¢ JGERS BROS 
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How Much Volume Per Employee? 





Analysis of 1948 Census of Business figures reveals that jewelry store sales 


per employee (counting the store owner as an employee) average roughly $12,000 


per person. This for stores with up to five employees. The average rises 


among stores with more than five employees to around $14,000 per person. 


How does your sales volume compare with 
that of other stores having the same number of em- 
ployees? Let’s take a look at some additional facts 
brought out by the 1948 Census of Business and just 
released by the Bureau of the Census. To make this 
comparison easier, JEWELERS’ CIRCULAR-KEYSTONE has 
compiled the accompanying table. 

According to this breakdown of Census figures, there 
were 11,048 retail jewelry stores out of the country-wide 
total of 21,269 which had either no employees or only 
one. Of these, 6,942 were listed as self-operated; 4,106 
had only one employee. 

Remember we pointed out in our analysis of the 
distribution of 1948 jewelry sales at retail by stores in 
various volume brackets (JC-K for August, 1951, Pages 
126-127) that approximately 90 per cent of the business 
was done by approximately half of the total number of 
stores with sales volumes from $20,000 a year and up? 


Here’s further substantiation of those figures: 

The 11,048 small stores, either self-operated or with 
only one employee, represent 51.9 per cent of the total 
number of jewelry stores in the country. Yet, these stores 
as a group do only 15 per cent of the total retail jewelry 
business. The bulk of the retail jewelry volume—85 per 
cent—is done by stores with two or more employees 
which, as a group, represent 48.9 per cent oi the total 
number of retail jewelry establishments. This latter group 
of stores had average sales volumes of from $34,000 
and up. 

The table shows that self-operated stores and those 
with only one employee represented, each as a group, 
the largest individual number of units of any of the sev- 
eral groups of stores, 32.6 and 19.3 per cent respectively. 

On the basis of average sales per store, the 6,942 self- 
operated stores had an average sales volume for the year 
of $12,817; those with one employee were nearly double 
this figure, amounting to $23,112 per store. 





Distribution of Retail Jewelry Sales of Stores by Number of Employees 






























































Number of Number Percentage Percentage | Average Sales 

Employees of Stores of Stores Sales of Sales Per Store 
None... 6,942 26 | 519 $ 88,977,000 $ 12,817 
_ en aoe 4,106 19.3 . %o 94,896,000 J 3 23,112 
Do ccteussacavancet, 2,996 | 14.1 101,944,000 ) 34,026 
See. a he 94,916,000 | | | 49,358 
4or5... | 2, 229 | 10.5 157,095,000 | 70,478 
a 1,144 5.400 117,489,000 | 102,700 
8or9.. sts 608 29 0} 48.1% 83,721,000 85% 137,699 
Wto19....... 878 ne | 187,314,000 | 213,342 
201049. 355 16 176,711,000 | | 497,778 
50to 99. | 58 0.3 | 58,441,000 | 100,760 
100 or more. | 30 | 0.1 | 63,374,000 J 211,247 

ce | ecdetliionia: m reeks Peat tee: mer 

TOTAL... .. | 21,269 | 100.0 $1,224,878,000 | 
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I. the previous installments of this analysis 
of THE JEWELERS’ CIRCULAR-KEYSTONE’S survey of “Mrs, 
America’s Silverware—1950.” we studied the‘ number of 
matched flatware sets of silverware in her possession. We 
analyzed the way this ownership was distributed by age 
groups and economic groups. We observed the differences 
in sterling as compared to plated and we ended last 
month’s section with a look at how she acquired her 
silverware and what influenced her selection of the par- 
ticular pattern she now possesses. 





















In this, the final installment, we will study the findings 







4 on when—at what time of life—she bought her silver. 
For this we refer to Chart 11. 
The survey reveals that most of Mrs. America’s silver- 


ware was acquired at the time of marriage—43.4% of 
sterling and 51% of plated. 


After marriage 30.8% of sterling—37% of plated. 





Before marriage 25.8% of sterling was acquired and | 


12% of plated. 
f7 It is interesting to compare these figures with those in 
hy our 1940 survey. (Sterling and plate—average of all 
. groups. ) 


1950 1940 


Before marriage ........ 18.8% 10.3% 


Al merriage ......2.65.. 47.3 20.1 
After marriage .......... 33.9 39.6 
In Income Group C—41% of all the women owning 
sterling acquired it before marriage, which figure com- 
pares with 18% of the sterling owners in the middle eco- 


nomic group and the highest economic group who ac- 
quired their silver before marriage. 
Plated ware holds a consistent percentage throughout 
all economic groups of approximately 50% of acquisition 
PART IV “at time of marriage.” : | 
“More Entertaining” was given as the first reason in 
all income groups on the question of why silverware was 
acquired after marriage. It was the highest percentage- 
wise in the lower income group. 
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; TIME OF aie FUTURE PURCHASES OF 
| ACQUIRING SILVERWARE SILVERWARE PLANNED 


BY ABOUT 3 OF FAMILIES 





FLATWARE EMPLOYED 
FOR EVERY-DAY FAMILY USE 














MOST—AT TIME OF MARRIAGE 






887. were in Younger Group 








NEXT—AFTER MARRIAGE 





53% USED STAINLESS STEEL 


Lower Income Group (under 45 yrs.) 
showed highest percentage 43.7 















THIRD—BEFORE MARRIAGE 






41% vusep PLATED SILVER 


Lower Income Group (over 45 yrs.) 






















showed lowest percentage 4.4 






EXCEPTIONS:— LOWER INCOME GROUP OBTAINED 
MORE STERLING BEFORE MARRIAGE 
HIGHER INCOME GROUP OBTAINED 
MORE STERLING HOLLOWARE AFTER 





5% use STERLING — 














Highest percentage of those who 
do NOT intend to purchase are 


over 45, in the following economic groups: 


filer 


NO FUTURE PURCHASES PLANNED 72% 
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a | STAINLESS 42 | PLATED 49 —‘| ST| 


| STAINLESS 54 =| PLATED4I —{SI5. 


‘y | STAINLESS 58 | PLATED 38 |S\é. 








AVERAGE ALL GROUPS 


Sterling 
BEFORE MARRIAGE . 25.7 12. 
AT MARRIAGE 43.4 51. 
AFTER MARRIAGE ... 30.8. 






















































NOTE: “AT TIME OF MARRIAGE” MOST 
PRONOUNCED IN MIDDLE INCOME GROUPS 





Fifty-six per cent of those questioned gave the reason 
“More Entertaining” for acquiring sterling flatware after 
marriage; 47 per cent for acquiring plated. 

“Larger Family” was given as the reason by 15 per 
cent of the sterling owners and by 28 per cent of the 
plated owners. 

“Different Pattern” accounted for 16 per cent of the’ 
sterling owners’ reasons and 11 per cent of the plated 
owners. 

“To Save Sterling Use” was given as the reason for 
acquiring plated flatware after marriage by 7 per cent 
of the plated owners. 


USE OF FLATWARE 


One of the most striking compilations in this survey 
is that which gives the percentages of Mrs. America’s 
use of her flatware “For Everyday Use—When the Family 
is Present.” For those meals, 53% of the housewives said 
they use stainless steel, 41% said they used plated—and 
only 5% said they used sterling. (This in spite of the 
fact that 37% of the women had matched sets of sterling! ) 
See Chart No. 13. 


Plated’s 41% “everyday” usage shows up better com- 
pared with the figure of 75% ownership of plated. 
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Remember the question was asked to determine what 
flatware was usually used for “family meals.” 


You may have noticed an apparent discrepancy in the 
above reference to stainless steel usage of 53% while, it 
will be recalled, only 27% of the respondents said they 
had matched place settings in stainless. This is explain- 
able because the 27% ownership was ownership of 
matching place settings. The usage mentioned by 53% 
of the respondents indicates a tremendous amount of odd 
pieces of stainless in the American home and its increas- 
ing use at everyday, family meals. 
| As for the plans for future purchases of silverware: 
about 1/3 of the people plan to make them, but 88% of 
those who do are in the younger group of women. 

The lower income group (of those under 45) gives the 
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OF CONTEMPLATED PURCHASE 
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IN ALL INCOME GROUPS, WHO PLAN PURCHASES 


INTEND TO BUY STERLING 











4 out OF 5 PLAN TO 
BUY (STERLING AND PLATED) IN 5 YEARS 


WITHIN S$ YEARS WITHIN YEAR OVER S YEARS 
STERLING | 56. | 20 | 24. | 
PLATE| 60. * 40. a 
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highest single percentage, 43.7%. 

Naturally we have to qualify this “intention” of theirs 
by their real financial. ability to exercise their desire. 
(Those in this economic group, over 45, have the lowest 
percentage of expressed intentions to buy—4.4%.) The 
highest percentage of expressions indicating they do not 
intend to buy more silverware is found in those over 45, 
in the upper income bracket 62.8%. 

The greatest percentage of negative expressions (among 
young and old) in any group was found in economic 
Group A where 55% said “No,” compared to Group B— 
(52%) and Group C—(48% ). 

Consistently, the highest percentages NOT intending 
to make future purchases are in the older groups as 
follows: Group A—62%, Group B—72%, Group C— 
80%. See Chart No. 14. 

More than two-thirds (414) of the housewives who 
plan to buy silverware (598) intend to purchase sterling. 
This holds true for each income group. See Chart No. 15. 

Over three-fourths (466 or 78%) plan to make their 
purchases of sterling and plated silverware within the 
next five years. The largest part of this group contem- 
plate purchase in a period from one to five years, and a 
considerably smaller portion within a year. 

When analyzed according to income, little variation 
existed among the higher, middle, and lower income 
groups. 

On the basis of age, however, the housewives who were 
over 45 had more immediate plans to purchase both 
sterling and plated silver flatware. Both the group under 
45 and those 45 years of age or older would concentrate 
their purchases in the period of from one to five years. 


REASONS FOR PURCHASE OF MORE SILVERWARE 


Now as to the reasons for the purchase of more silver- 
ware—of the housewives who stated their reasons for the 
purchase of silverware, “to complete their present set” 
or “to add additional place settings” were mentioned 
most frequently for both sterling and plated and for 
each income group. These reasons appeared to be most 
significant for sterling purchasers of the lower income 
group. 

Women who contemplated the purchase of sterling were 
most interested in the fact of its durability. The “Beauty” 
of sterling was the next most conspicuous reason for 
wanting sterling. These factors were mentioned con- 
spicuously less often in connection with plated purchases. 
Price-economy was most important factor in the pur- 
chase of plated, particularly for the middle and lower 
income groups. 

Among the other numerous reasons given were the 
need of it, better quality, and for heirlooms. 

Now how did Mrs. America acquire her flatware—A 
complete set at one time? Little-by-little? Or, by place 
settings ? 

Fifty per cent of the sterling owners bought complete 
sets. Eighty-three per cent of the plated owners bought 
complete sets. 

The highest percentage of those who bought sterling 
in place settings is to be found in the lowest income 
Group C (41%). This compares with 31% in Group B 
and 29% in Group A. 

(Please turn to page 142) 





































C. D. PEACOCK, Chicago. Fran Mathews, fam- GRAPE & CO., Washington, D. C. Margaret 
ous illustrators’ model, wears ball-fringe neck- Thors, daughter of Minister from Iceland, models 
lace of matched brilliants suspended from a a new "petit-point" necklace in fleur-de-lis 
band of baguettes, ear rosettes, a twisted design. Her marquise solitaire is repeated 
bracelet and 5-carat emerald-cut solitaire. in bracelet with stones set in oblique bands. 
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iamonds U S A. 


Reran jewelers throughout the country will reap the benefits of the 
publicity given diamonds in New York, on October 16, at the Fourth Annual 
“Diamonds U.S.A.” show at the Hotel Plaza. This is a perfect example of an oppor- 
tunity for retail jewelers to tie in their own diamond promotion at the community 
level. This multi-million dollar showing of the latest in diamond jewelry fashions, 
presented by leading jewelers from all parts of the country. was given before an 
audience made up of members of the fashion press, newspaper columnists, and radio 
and television commentators. The resultant publicity of this showing will be carried 
out throughout the country. This year, models were chosen specially to represent 
each exhibitor. Included were Broadway, Hollywood and television stars, famous 
models, and young women from Social Register families. Even without the diamonds, 
this spells “publicity” in capital letters. 

(Please turn to page 147) 
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VAN CLEEF & ARPELS, New York. (Left) Mary 
Sinclair, well known television star, wears a 
triple- range necklace of 208 carats of dia- 
monds in four different cuts. Fifteen pear 
shapes swing like flowers on baguette stems. 


AN E. ADLER & SONS, New Orleans. (Be- 
oy sre Bertholot, fashion co-ordinator and TV 
artist, shows neckband and bracelet of matched 
baguettes, more than 200 stones. Bandeau 
‘. of emerald cuts; solitaire is 20-carat gem. 
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SHREVE & CO., San Francisco. (Right) Linn 
Biron, prominent east and west coast model, 
wears neckband of 155 graduated baguettes in 
nine segments, separated by marquise stones. 
Unique clip with "jet" of shooting baguettes. 


CARTIER, New York. (Right, above) Mona Mc- 
Henry, New York model, wears a crescent coro- 
net with tabs of diamond brilliants framing 
emerald cuts. Necklace and bracelets fea- 
ture ultra-modern form of interwound movement. 


HARRY WINSTON, New York. (Right, middle) 
Roxanne, famous cover girl and TV artist, showed 
necklace of baguettes and massed brilliants, 
bordered with large pendoloques. Ring con- 
tains another pendoloque, invisibly mounted. 


J. E. CALDWELL & CO., Philadelphia. (Bottom, 
tight) Peggy Wright, society model, wears an 
unusual set of “trailer” jewelry. Necklace, 
corsage brooch and earrings are set off with 
trailers" of pear-shapes or marquise stones. 








Jewelers’ 
Photos by John E. McGinn 


Circular-Keystone 






































































Decorative scheme of tie-in window can be used in other displays. 
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Use Your Windows to 


Cet the Benefits of 
National Advertising 
In Your Community 


by VIRGINIA DIXON 


Near all of the leading manufacturers 
offer their retail jewelry dealers an opportunity to share 
in a volume and quality of national advertising and pub- 
licity which, it would be impossible for individual stores 
to achieve. Although such advertising and publicity can- 
not carry the names of individual stores, those stores that 
consistently tie-in with these promotions soon associate 
themselves so closely in the minds of their customers with 
certain manufacturer's merchandise, that they receive the 
greatest possible benefit from the manufacturer's promo- 
tional efforts. The store that neglects to tie-in at every 
opportunity is cheating itself of very real benefits in both 
prestige and sales. 

The most effective means of tying in with manufac- 
turers’ promotions has been found to be through window 
display. Here the prospective customer may see the mer- 
chandise about which she has been reading or of which 
she has seen pictures. If her interest has been at all 
aroused, the chance to see the merchandise “in the flesh,” 
as it were, will be eagerly sought. Most manufacturers 
supply display material which will aid in creating these 
tie-in windows, but unimaginative use of these props is 
not sufficient for full scale results. Such material is avail- 
able to others dealers too, and to do a stand-out job, the 
jeweler must contribute originality and the flavor of his 
own merchandising policies to the basic idea. This may 
require an expenditure of additional effort and cash, but 
it is a small investment toward a share in a much more 
costly campaign. 

Most of these manufacturer promotions are based on 
some one theme—a new pattern, a new fashion angle, a 
new design feature. When the theme has news value, 
popular magazines are glad to feature the merchandise 
editorially. Both from the manufacturers’ ads and from 
the editorial publicity, display ideas can be evolved and 
elaborated. An example of this type of promotion is the 
current “Florentine Lace” promotion of Reed and Barton. 
The manufacturer is not only advertising the pattern ex- 
tensively, but has managed a series of editorial tie-ups in 
a number of women’s national magazines which are 
bound to create general consciousness of the pattern and 


(Please turn to page 150) 
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Gu Christmas cherubs and a _ cheerful 
miniature Victorian mantelp:ece from Staples-Smith in 
Brooklyn give personality to this Christmas gift display. 
An evergreen garland against the background is decorated 
with tiny Christmas balls and a perky bow. Gaily- 
wrapped gift packages are arranged near the tiny fireplace 
and the merchandise is grouped on elevations and the 
window floor. 

The cherubs are cast full-round in plaster. Their 
bright red suits are painted on as are their gold slippers. 
Cotton ermine, and marabou trim their suits, while holly 
garlands and ribbon bows make their headdresses. Belts 
i are gold braid. The set consists of four figures, three of 
which may be suspended from the ceiling or against the 
wall. They can all be placed in other engaging positions. 
The miniature mantelpiece is gaily painted and makes an 





A Christmas Display With a ‘Gift-y Air 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 
Plaster cherubs dressed in Christmas —Staples-Smith, Inc. 
costumes trimmed with cotton er- 166 Smith Street 


mine, marabou, Christmas greens, Brooklyn, N. Y. 
gold braid and ribbon. 


12” high a $8.50 each 
Miniature Victorian mantelpiece — Staples-Smith, Inc. 
plaster—gaily painted. 
15” high | bees eee re 
Evergreen garland with Chrisimas Loeal florist 
ornaments. 
Gift packages. Make in store 





“FOR NOVEMBER, 1951 














extremely attractive unit around which to group small 
merchandise. 


(Please turn to poge 186) 





Small cherub figures and miniature mantlepiece are 
excellent props for variety display of small gifts. 



































Keep Your Name Before the Public! 


The jeweler who knows how to use the many opportunities open to him in keeping 


his store name in the public eye will be way ahead of his competitor down the 


street. Here’s how to do it as told by a well known public relations expert. 


ae WHEELER, America’s noted super- 
salesman, once said, “The world will give you anything 
you want if you know the right word.” That same 
psychology should be applied to your every-day public 
relations; in other words, keeping your name and/or 
your business in the public mind. Remember, the big 
difference with the winners and losers in the game of 
life and business is that the winners know how to sell 
themselves. They sizzle while the unsuccessful ones fizzle. 

Before this day is over, will you answer telephone calls, 
write letters, attend meetings or confer with others? If 
so, whether you realize it or not, you have “public rela- 
tions.” And how important they are! If they are not 
good, if your employees and your public don’t think you 
and your business are an asset to the community—give 
heed to the philosophy of John D. Rockefeller. 

At the turn of the century, Rockefeller was perhaps the 
most misunderstood public figure in America. He had 
made an enviable fortune, but had failed miserably in his 
relations with the public. To counteract that feeling, he 
purposely planned a program of public relations, starting 
with the men who worked for him. Grants were made to 
worthy institutions. Educational and medical scholar- 
ships were sponsored. The name “Rockefeller” became 
synonymous with generosity. Old John D. began to carry 
a pocketful of shiny new dimes and distributed them 
wherever he went. His son, John D., Jr., has steadfastly 
carried on this program of good will which his father 
originated. Eventually the imposing new home of the 
United Nations in New York City will be an interna- 
tional monument to the brotherhood of man. The site is 


the gift of Rockefeller. 


GOOD WILL IMPORTANT AS THE SALE 


Gaining the good will of your public should be as 
much of an objective as the selling of jewelry, and it is 
noteworthy how intelligent study given to the former 
stimulates sales. Of course, your business isn’t as large 
as Rockefeller’s. But no matter how small or large it may 
be, you must meet your public and do it properly. 

Advertising is an ideal medium to project your thoughts 
and wares to the public. However, although your ads may 
be prepared by the best artists and copywriters in the 
business, they may fall short of their full usefulness 
unless they are properly coordinated with a well-planned 
publicity campaign. 

Many alert manufacturers are now preparing publicity 
for retailers along with their advertising mat services. 
Use this material. It will make you profit more directly 
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by SOL BALSAM 


Publicity Director 
Contempo Advertising Agency 


from the national advertising and publicity programs for 
which manufacturers spend huge sums of money. If the 
manufacturer utilizes the facilities of a highly experi- 
enced publicist, jewelers should quickly take advantage of 
the photographs and releases which the manufacturer has 
made available. 


ANGLES TO PUBLICIZE 


Following are some concrete methods on how to keep 
your name and that of your store in your local news- 
papers. They are by no means a complete compilation. 
But if you bear these vital points in mind, you will gain 
considerable time and money. 

New employees or department heads. When you add a 
new employee to the payroll or promote an old worker, 
it’s worth a couple of paragraphs in the newspapers. The 
best way to accomplish this is to send along a few notes 
about the man—name, position in the firm, where from, 
jewelry experience, special training and war record, if 
any. These items will be short, but the name of the firm 
will be mentioned and the new man will be introduced 
officially to the community. 


Social functions of the firm. Do you have an annual 
banquet or dinner dance for your employees—or a picnic 
tor tuc workers each summer? If you do, it will receive 
a few paragraphs in the local society pages. Remember, 
publicity on the society pages is just as valuable as a 
mention in other parts of the paper. 


Special awards for courtesy or sales. Many jewelry 
firms or retailers conduct sales contests among the em- 
ployees. When such awards are given, be sure the news- 
papers are notified. It will be prestige publicity for the 
firm. The same holds true for the employees who win 
national sales awards or contests. 

Leaving for national or state conventions. The next 
time you leave for a state or national jewelry show or 
convention, be sure you "phone the newspapers and tell 
them about it. It will mean a paragraph or two in the 
personals or business column. Remember, they all 
add up! 

Building, moving or remodeling. When you build a 
new building or an annex, or remodel your present store, 
be sure the newspapers have all the facts. 

New equipment. Have you installed new display equip- 

(Please turn to page 154) 
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NOW... New “Throw-Away’ Cartridge Fueling 


for R ONSON compressed fuel lighters! 


featured in the 


ONSON 
Viking 


successor to RONSON Vanguard 
















Rich black enamel, with red 
flame motif. Circular 
monogram shield. $12.50. 
Rich black enamel, with 
engine-turned chromium 
plate. Tapered contour edges. 
$13.50. (Illustrated below.) 
Price of lighters includes 

2 Ronson BU-TANKS. 








e Fuel-in-a-jiffy, with inexpensive new “throw- e Famous one-finger, one-motion safety action—“‘press, it’s lit 
away’ cartridge. Nothing could be simpler’ ... release, it’s out.’’ N» finger acroatics! No wick! Famous 
And you’re all set for months of lights. Ronson precision workm wnsh‘p and beauty of design. 


MONTHS OF LIGHTS! 


NO FUEL TANK TO EXCHANGE! - NOTHING COMPLICATED! 


On a single fueling from a Ronson BU- RONSON BU-TANK “Throw-Away” Cartridges 
TANK Disposable Cartridge, the Ronson = ' 44 Profitable Repeat Sale 
Viking gives about three months of lights When Viking Lighter needs refuel- 
to the pack-a-day smoker (more to those ee 
who smoke less). When empty, refuel in a fy ing toexchange...nothingtoreturn. 
jiffy for additional months of lights. 










Package of 2 BU-TANKS, 75¢. 









LUXURIOUS GIFT PACKAGE can be converted to 


ee 99 
includes two Ronson BU-TANK throw-away adi 
Ol Disposable Cartridges — cartridge fueling! 
7. a six month fuel supply. “Accommodation package” 
:¥ ; contains empty 
permanent reservoir and 
2 Ronson BU-TANK 


Disposable Cartridges. 
Ronson Art Metal Works, Inc., Newark, N. J. Get full details from your supplier. 
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Now, at no extra cost, all RONSON Vanguards 
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|. White lace Christmas trees, a centerpiece of gold with 
colored balls, and red candles in cherub holders formed an 
eye-catching background for necklaces, compacts and ciga- 
rette cases at J. B. Hudson Company, in Minneapolis, Minn. 


2. Rings and costume iewelry were featured in this window 
of Burnett Bros., Seattle, Wash. Main interest point was 
the white cotton Christmas tree with earrings and brace- 
lets suspended from it. Santa figure points attention to 
sign which gave number of shopping days left to shoppers. 


3. Hundreds of Christmas ornaments suspended from ribbons 
curtained the tops of the windows at Bauman's, in Dothan, 
Ala. A large framed Christmas card served as background 
for this display of silver hollowware, china and glass. 











foo. 





4. Underwood's, Jacksonville, Fla., heralded the arrival 
of Santa with a figure of him bursting through the large 
white panel. A small green stylized tree topped a velvet 
covered display step at left and three ceramic carol-sing- 
ing snowmen balanced the diamond jewelry display at right. 


5. Against a scarlet curtained background and a silvered 
floor, S. Jacobs Co., Minneapolis, Minn., displayed china 
figurines and gold jewelry. Tufted display units were in 
pale pink satin. Background spray was also colored pink. 


6. Perel & Lowenstein, Memphis, Tenn., featured watches 
as Christmas gifts against a background of large frosted 
wreath which framed a figure of an I8th Century watchman. 


(Additional window ideas on page 102) 
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7. Tilden-Thurber, Providence, R. |., gave Christmas color 
to their windows with tiny carrolling groups stepping out 
of tiny church doorways. Christmas sprays and gaily-wrapped 
gift boxes gave additioncl emphasis to holiday spirit. 


8. This display of sterling flatware spotlighted at night 
behind the all-glass doors of Lawton's, in Orlando, Fla., 
got a lot of attention. Small elves accented the red rib- 
bon-bound chests: silver toilet articles were under tree. 


9. Christmas customs in many lands were illustrated in the 
windows of Lawton's in Orlando. The windows were divided 
into sections and against the black felt backgrounds were 
small colored foil figures which showed the different cus- 
toms—the Santa of America, the “pinate'’ or barrel of 
goodies in Mexico, bringing in the Yule log in England. 
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CHRISTMAS Doesn't Have to be Promoted 






... BUT YOUR STORE Does! 


There are many more factors involved in being able to chalk up a successful 


Christmas business than attractive displays and interesting advertising copy. 


Before you put your promotion plans into gear, follow the suggestions here. 


A RECENT article in a business magazine 
urged its readers (hardware retailers) to capitalize on 
Christmas business by promoting the “gift” idea on hard- 
ware merchandise. 

This is something that jewelers have a good head start 
on. They've been doing just that for years. There are 
few items of merchandise that have more gift appeal than 
jewelry and the promotion of this idea has been given 
countrywide attention in the past few years by the 
Jewelry Industry Council in its national advertising 
pointed to the slogan “Something From the Jeweler is 
Always Something Special.” 

Thus the jeweler has a good edge on the rest of Main 
Street in his Christmas promotion, both in the natural 
appeal of his merchandise as “gifts” as well as the year- 
‘round promotion of the jewelry store as gift headquar- 
ters. Nevertheless, the jeweler, along with every other 
retailer along Main Street is going to do his best in 
window display, store interior decoration and advertising 
to draw as much attention to his store as possible from 
Christmas shoppers. 

There are few ideas that jewelers haven’t used in pro- 
moting Christmas gift buying in the jewelry store; most 
of them are proven ideas that are used successively and 
successfully year in and year out. Layaway plans, Christ- 
mas catalogs for direct mail promotion, or catalog themes 
for newspaper promotion; even the cooperative promo- 
tions sponsored by local newspapers or by the merchants 
of the town together, are all directed toward selling 
Christmas shoppers on the idea that a particular store can 
best solve their gift buying problems. There’s no need to 
go into them here. 

The important fact to keep in mind is that there are 
many more factors involved in the success of any promo- 
tion than just setting up an attractive window display or 
writing up a good piece of copy for your newspaper 
advertising. 

In reviewing the results after the Christmas season in 
a retail jewelry store many merchants find that even 
though their holiday promotion plans were carefully 
made, checked, and executed the results didn’t measure 
up to expectations. Why? Ask yourself these questions 
before you put this year’s promotion into gear. 


FOR NOVEMBER, 1951 





by J. E. BEDFORD 


Associate Professor of Marketing 
Armstrong College 


1. Does this promotion reflect the true character of 
my store? 

Customers form their opinions of their retail jewelry 
store on little things—little things like the good taste used 
in the Christmas decorations, the extra service given by 


_ the store employees, and the friendly feeling the store 


exhibits at this time of year. When all phases of the pro- 
motion plans measure up on this count of keeping the 
store in character with the total impression the customers 
will receive, the jeweler can honestly answer “yes” to 
this first question. 


2. Is the promotion timed to attract the largest 
number of potential customers? 


Timing in promotions is of utmost importance, and 
this is particularly true of Christmas promotions in a 
jewelry store. Shopping lists for Christmas gifts are 
usually made up in advance and people scan the news- 
papers for suggestions and prices on holiday specials. 
When the jewelry store’s promotion is planned to tie in 
with this natural demand of customers it will be a 
success. 


3. Does the promotion have a human appeal? 


Even though most retail jewelry store advertisements 
have a certain human appeal all year, there is a wonder- 
ful opportunity to add a human appeal at Christmas. 
People are a little more friendly at this time of the year— 
they have the Christmas spirit. A human appeal that gets 
in step with the holiday thinking of the customers will 
make the promotion click. 


4. Is the promotion colorful? 


When the city streets are decked out with all types of 
Christmas decorations, people are in a festive mood. 
Do they find the decorations in your store colorful and 
attractive? Color moves merchandise because it appeals 

(Please turn to page 158) 
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Jewelers’ Circular-Keystone’s Report on 


THE DIAMOND INDUSTRY IN 1990 


Part IIl—INDUSTRIAL DIAMONDS 


Developments during 1950 in the field of industrial diamonds 
centered chiefly about greatly increased use by manufacturers 
geared to production for defense requirements, and a resultant 
short supply. Because of these factors there has been a sharp 
rise in prices. 

At the beginning of World War II there existed a huge stock- 
pile of industrial diamonds throughout the world. Heavy de- 
mands during and subsequent to the war reduced this stock to 
a low level. 

The world production of industrial diamonds in 1950 was 
approximately 12,500,000 carats, an increase of about 15 per 
cent over 1949. Of this amount some 9,600,000 carats were mined 
in the Belgian Congo. Reopening of the Premier mine in South 
Africa should materially increase the supply of high grade 
industrials. 

Total imports into the United Siates of all classifications of 
industrial diamonds in 1950 were 10,967,005 carats, an increase 
of 72 per cent by weight and 100 per cent in value over the 
1949 figures. 

The United States Government continued to purchase indus- 
trial diamonds of all classifications for the National stockpile, 
but the quantity purchased was not made public. 

The cost of all classes of industria) diamonds increased mate- 
rially during 1950, the average price for 1950 imports being 
$3.23 per carat, as compared to $2.77 per carat for 1949. 

The manufacture of diamond grinding wheels continued to 
be the largest consumer of crushing boart in the United States. 
The demand for these wheels has expanded due to increased 
use of cemented-carbide tools. Increased use of diamond grinding 
wheels may also be attributed to their use for glass grinding 
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by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington, D. C. 


(Published by permission of the Secretary, Smithsonian 
Institution) 


and concrete cutting. Diamond grinding wheels have been im- 
proved and are now available in vitrified, metal and resin bonds. 

Increased demand for wires of fine diameters during 1950 
stimulated the production of diamond wire drawing dies in this 
country, and increased by over 100 per cent their importation, 
chiefly from France and the Netherlands. 

Improvements in the manufacture of diamond bit heads for 
oil field drilling, and improvements in drilling technique, have 
led to lower costs per foot drilled, hence increased use of in- 
dustrial diamonds for this purpose. 

The principal use of whole, sound industrial stones continued 
to be for diamond dressing and truing tools. New methods have 
been developed for automatically controlling the area of contact 
between diamond and wheel. Indexing devices by which a new 
diamond face is presented to the wheel following each dressing 
has permitted maintenance of correct angles and edges on the 
diamond. The result has been longer diamond life and improved 
surface of the dressed wheel. 

The use of diamond powder expanded during the year, be- 
cause of increased demand for rapid finish with a high polish 
of many metal parts. 
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free ‘, diamond display cards 





Use these 3 diamond cards in your windows and on 
your counters...display the diamond slogan that is 
working for you in magazine advertising ...and tie 
in with the all-out diamond promotion that is helping 
you sell. 


G@ Arich photographic card, in full color, designed for use 
in your window or on your counter, during the Christmas 
selling season. Size 9” x 12%”, easel backed. 


b A striking card, in handsome colors, may be used in 
your window or on your counter, at any time of year. 
Size 7” x 10”, easel backed. 


€ A chaste and simple card, for window and counter, right 
in any setting, at any season. 5%” x 3%”, tent card. 


Limit, 2 free sets to a store. Enclose 25c to cover post- 
age and handling. Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 
45th Street, New York 17, N. Y. Additional sets avail- 
able at 50c each, plus 25c for postage on entire order. 


plus Two national advertising campaigns: 1. The Engagement 


Diamond Tradition—in Life, Look, The Saturday Evening Post. 
2. Diamonds as Gems of Fashion—in Vogue and Harper's 
Bazaar. 


Publicity in newspapers, magazines, on radio and television. 


Movies—"The Eternal Gem’’—to show in your town. Write to 
Association Films, 347 Madison Avenue, New York 17, N. Y. 


Lectures throughout the country. 


Diamond Sales Manual .. . Helpful FREE booklet, “More 
Dollars from Diamonds.’ Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 45th 
Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Minor industrial uses of diamonds include radiation counters, 
phonograph needles, and hardness testers. 


UNITED STATES IMPORTS 


United States imports of industrial diamonds for the years 
1946 through 1950 are given in the following table: 


CANADIAN IMPORTS 


Canada in 1950 imported industrial diamonds amounting to 
1,147,426 carats valued at $5,888,861 or $5.13 per carat. In 1949 
the corresponding figures were 808,070 carats, $3,757,886 and 
$4.65 per carat. By weight this is 141.9 per cent of the 1949 
imports and 156.7 per cent by vaiue. 866,169 carats, or 75.5 per 
cent of the total industrial diamond imports were from the 
United States. 

Details of the 1950 Canadian imports follow: 


INDUSTRIAL DIAMONDS (GLAZIERS’, ENGRAVERS’, AND 
MINERS’) IMPORTED FOR CONSUMPTION IN THE 
UNITED STATES, 1946-50 2 
(U. S. Department of Commerce) 

Industrial 





Value 





Aver-'| 


Year | Carats Total 





| 
1946 | 4,65 
1947 | 3,999,119 
1948 | 10,421,207 


13,312,668 
32,581,385 





3.13 | 


| 


| 


Value 


Country 





Total 


~_—- 


Aver- 
age 





| age | Year| Carats | 
| 


2,639!|$14,406,137!/$3.10', 1949 | 6. 
3.33 | 1950 |10,835,596 


| | 


279,096! $17,392,288! $2.77 
| 35,062,104 


Belgium 
Brazil 


Netherlands 


3.23 








1 Revised figure. 


Gold Coast 


United Kingdom 
Union of South Africa 


British Guiana 


Southern Rhodesia 


V alue 


Carats 


118,985 $590,521 
145,771 669,227 
68 208 

322 4,610 
1,759 13,782 
12,889 68,731 
18 110 
1,220 


7,064 
1,401 
4,532,857 


* Does not tnclude diamond dust and manufacture boart (diamond dies), 
which amount to about one per cent of the total. 


Belgian Congo 225 
United States 066,169 





Details for the United States import of industrial diamonds for 


1949 and 1950 follow: 1,147,426 $5,888,861 





neta 


INDUSTRIAL DIAMONDS (INCLUDING DIAMOND DUST AND MANUFACTURED BORT) 
IMPORTED INTO THE UNITED STATES, 1949-50 





Bort (glaziers’ and 
engravers’ diamonds, 
. b 
unset, and miners’ ) 


Carbonado 


Bort, manufactured 
and ballas 


(diamond dies) 








7 
Carats | Value Carats Value Carats | Value Carats 








788 

13 ,932 
4,175,171 
10,238 
235,743 
3,998 
115,905 
60 , 404 


Australia 
Belgian Congo 
Belgium 





British Guiana 
British West Africa, n.e.s....... 
Canada 


French Equatorial Africa....... 
French Morocco 

US te gs ORS a 
Indonesia 





Netherlands 

Netherlands Antilles 
Switzerland 

Union of South Africa 

United Kingdom 

SS a A ere ene 


ERR Tee | 


127 , 981 
118 , 433 























6,273,892 , 004 , 843 











, 345 , 266 
393,418 
549 ,528 

7,815 
22 ,926 
122 ,650 


5 ,626 ,622 
74 033 
| | 80,991 
British Guiana | 803 
Preteens MEMORY. .............. hte hak 0 18,140 
British West Africa............ ener 22 ,901 
Canada | 46 ,346 176,429 
eee ee | , 75: 160 | 3,013 
French Equatorial Africa.......).......... 37 98 
French Gulana................ Sie rans ee | 
Germany | 28 
Se A ee rene pestle ction ore ok NOS 4g 
Ee See | 69,223 | 21,769 164,357 
Switzerland : = | 643 | 2,300 30,593 
ORE PE POT Fe | 4,449,061 | 21,658 , 361 
United Kingdom | | | 485 ,327 1,550 ,037 
Venezuela 1 ,502 17 ,392 


Total 


Belgian Congo 
Belgium 

















3,919 





39,011,598 








10 ,832 , 422 | 207 ,846 
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DORMEYER 





You haven't sold a complete MIXER if it doesn’t have a GRINDER! 


DORMEYER OFFERS YOUR CUSTOMERS ALL THESE FEATURES! 
W Electric Food Grinder and juicer, all Y 10 Recipe-Tested Speeds on dial selector w Famous Magic-Mix Arm assures quick, 


accessories and big recipe book at NO —just a flick of the finger for perfect re- thorough, even mixing frora side through 
EXTRA COST with the Dormeyer sults every time with the quick, easy-to center of bowl—cakes are higher, lighter, 
Food-Fixer! use Dormeyer Food-Fixer! tastier with the Dormeyer Food-Fixer! 

~ Built-in Power Drive for grinder, YY Removable, Light-Weight Mixing Head Automatic Governor-Controlled Motor, 
juicer—no awkward, costly adapters, and simple, automatic finger-tip controlled beautiful modern design and sturdy, long- 
needed with the Dormeyer Food- beater release speed kitchen tasks with lasting quality means years of service with 
Fixer! the Dormeyer Food-Fixer! the Dormeyer Food-Fixer! 


PUSH OORMEVER-Give Your Customers More Value for Less Money! 





108 THE JEWELERS’ CIRCULAR-KEYSTONE 








we Sain te ee 














Got a Nose for 








% Bee +S . 


FAMOUS 
“DRAIN-AWAY’ 
FAUCET 


= 5 : : ss aa one 
> 2 So q Se 
4 ay : “3 
“3 Sets 3 ee . ’ 
. v Se SE ’ ~~ Seed 
ae FS. Se 2 . Wee ae 
i. 2 . a ee 
" wre _ pas 2 
— 
mn: 





GUARANTEE 








FRI-WELL 


The Automatic Electric Deep-Fryer “4Q=72 > 
with Safe “Drain-Away” Faucet \.® < iy Poncho 





With the new Dormeyer Fri-Well 
you can sell speed, ease and perfec- 
tion in deep-frying... promise the 
most delicious, golden-brown deep- 
fried foods ever tasted. And look at / 
these other big sure-sell features: ( Sa 
safe “Drain-Away” Faucet that “*~ 
eliminates dangerous, messy hand- 
pour.ng—6 big portions deep-fried 
in minutes; automatic thermostat 

control; Monotube heating unit -¢Sg@@y Oyo, 
through three sides; no scorching (SaEewe 
or burning with special “cold-well”. J 
Order today! 
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DORMEYER MEAL-MAKER 
Grinds, juices, mixes. 
I ortable mixing head, dial 
Operation. Big recipe book. 


DORMEYER TOASTMAKER 
Scientific toast timer for 
light, golden brown or dark 
toast; automatic pop-up. 


DORMEYER BLENDER 
Liquefies, shreds, blends, 
whips, chops, purees. In- 
cludes new recipe book. 


DORMEYER 


£300 N. Kilpatrick Avenue + Chicago 41, illinois 


Dormeyer Corporoticn 
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Card System Simplifies Bridal Register 


Doing away with cumbersome forms on which the pat- 
tern choices of young brides are registered for the benefit 
of wedding-gift purchasers has shown many advantages 
for Klein & Son, Inc., jewelers of Montgomery, Ala. 

Rather than utilize the complex pattern registration 
forms which are prepared by sterling and china manufac- 
turers, Klein’s has condensed everything down to a small 
8 x 4 card, on yellow stock, which may be filed in a handy 
bracket container on the wall in the sterling flatware de- 
partment. 

The front of the card is blank except for three simple 
listings in the center, for china, glass and silver. Below, 
a line instructs the salesperson to “list pattern selection 
in china-glass-silver.” 

The card is ruled off into horizontal lines on the reverse 
side. At the top is a space for the bride’s name, and on 
the top right, the groom’s name. Below is simply the 
bride’s address, the wedding date, date on which the card 
was filled out, and three columns, one each for quantity, 
price and pattern. As the bride makes her wedding gift 
selection, the salesperson simply fills in the appropriate 
information in each column. Space is provided for 25 
separate items. Usually, all that is required to list the 
pattern accurately are ditto marks following the original 
entry. 

“The amount of time which this saves has had a lot 
to do with pleasing our brides,” general manager A. A. 
Watt said. “It is not unusual for a store to ask a pro- 
spective bride to fill out all of this information herself, 
which is ordinarily tedious, time-consuming and _ fre- 
quently involves many mistakes. With this simple list 
it is usually necessary for the salesperson to write a pat- 
tern name only three times, even for the largest purchases, 
and there can be little opportunity for mistakes in filling 
in the pattern selections later on—when the wedding gift 
customers begin to arrive. 

Equally important in the simplified form used by the 
Alabama jewelry store is the inclusion of three horizontal 
spaces at the bottom of the card. These are entitled 
“Man’s full name” with his permanent address and tele- 
phone number below. Klein’s insists that all salespeople 
fill this out—because having the name of the husband, 
and his permanent address, business address, telephone 
number, etc., may lead to far greater unit sales per bride 
in the future. “A glance at the card form above shows 
what items were selected by the bride, but which were not 
purchased for one reason or another,” Watt explained. 
“Therefore, we bring the card out at regular intervals, 
for the bride’s birthday, wedding anniversary, etc., check 
to see which items were not originally purchased, and 
then telephone the husband, inviting him to fill one in as 
a well-worth-while surprise gift. The return on such calls 
is probably the highest of any such promotional endeavor 
we have ever attempted.” 





Sales Tip—Mind your own business. Prying into a cus- 
tomer’s business.is the surest way of winning the year’s 
prize as the least-liked salesman. If a customer volunteers 
information we can only listen. But digging for things 
that are none of our business to fortify our stock of 
gossip is very bad business for any salesman. 
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“My Diamond Cala 


“I make larger profits with 
Keepsake” says ““Doubting Don” 


Don Gaughenbaugh, 
Prop. 
Don's Watch Shop 
Hastings, Nebraska 
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Keepsake 


CHAMOND RINGS 








Only Keepsake Offers You 
All These Big Selling Advantages 


vy Saleability—Nationally Adver- 
tised by the biggest campaign in 
brand-name rings. 


V The strongest Guarantee in the 
trade . . . gives every Keepsake cus- 
tomer written proof of quality. 


WY The words ‘‘ guaranteed regis- 
tered perfect gem’’ appear on the 
Keepsake Tag. 

See September Jewelers’ 
Circular-Keystone for 


featured article about 
Don's Watch Shop 
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¥ Keepsake prices are nationally 
established. 


V Exchange privilege is assured if 
turned in later on a Keepsake of 
greater value. 


W Guaranteed by the Good House- 
keeping Institute. 70 


a Y Guaranteed by © 
xg Housekeeping 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 
to give satisfactory service to his customers is neither complex nor difficult 


_to understand. This series of articles is written for that average jeweler. 


Part VIII 


in reduced gem value of yellow and brown 
diamonds which often makes them of greater worth in 
industrial applications does not carry over into some of 
the other colors. Too many people expect a diamond to 
be white, the same people, perhaps, who accept every 
white stone as a diamond. As a result, there is compara- 


_ tively little general familiarity with “fancy” diamonds, 


those of almost any hue which can be obtained on 
demand, usually at prices which do not reflect their true 
rarity. Some of the better known ones, such as fine yellow 
“canary” diamonds, command prices equal to, or even 
in excess of, those of the common whites. Some are 
rather well-known: the Hope Blue diamond is actually 
a blue stone; the Dresden Green is another strongly 
colored stone; The Tiffany is yellow, and a red stone was 
reported to be among the Russian crown jewels. Canary 
diamonds are well-known in the trade and the rich jewelry 
stone browns are quite common. Light blues and pinks 
are sometimes available. 

Natural green stones are uncommon, they may all be 
due to a residue of thin skin of original green surface on 
the stone. Most green stones are irradiated, formerly by 
radium, more recently by a cyclotron. The green skins 
of many diamond crystals have been attributed to natural 
irradiation by radioactive materials in the associated 
rocks. 

The original source of. diamonds was India, but Brazil 
replaced India as a source around 1725. The Brazilian 
stream beds supplied the world until about 1870, when 
the first African production began to come in. Africa 
quickly became the only really important source, pro- 
ducing over 95 per cent of all the stones sold annually. 
Only a small part of the total production is gem crystals, 
the remainder are industrial stones ranging from mate- 
rial valuable only for crushing and abrasive use, known 
as crushing bort, to best quality die stones. The propor- 
tion of gem stones is about 22 per cent. 


DIAMOND DEPOSITS 


Diamonds are found in the original rock matrix and 
in gravel deposits. The latter are alluvial or river stones, 
they having been washed out as the enclosing rocks 
decomposed and freed them. The Indian and Brazilian 
deposits are both of this type, and even today many 
African stones are also alluvial, though search in Africa 
has disclosed the original source rocks. These were 
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by Dr. FREDERICK H. POUGH, Ph.D. 
Curator of Mineralogy and Gemology 
American Museum of Natural History. 


cylindrical vertical rods of volcanic rock. The cylinders 
or “pipes” as they are known, extend to unknown depths 
beneath the surface and are commonly considered the 
feeder necks of long-since eroded volcanoes. 


The fresh rock through which the diamonds are scat- 
tered is black and compact. Diamonds are rather scarce 
in it, but are distributed fairly uniformly throughout it 
and its upper portion which is known as “blue ground,” 
so the full diameter of the pipe must be mined and 
crushed. Above this fairly fresh rock, the blue ground, 
there was a transition to a softer, wholly-altered earth of 
a yellow-brown color, the “yellow ground” which is the 
long-since mined surface material. South African mining 
is mechanized and large quantities of rock are machine 
treated daily; elsewhere in the world mining methods are 
most primitive, with hand washing the commonest pro- 
cedure. By this method the gravel is shaken in pans in 
water to wash out the lighter rocks in the same way that 
gold is panned. The heavy minerals sink to the bottom 
and are concentrated there, just as nature has performed 
a primary concentration of its own that permits man to 
complete the concentration of such a scarce mineral as 
the diamond. 


SHAPES AND SIZES 


Diamond are cut in any of the shapes that are common 
to the other jewelry stones. The modern diamond cutter 
is able to produce practically any desired shape, even 
rings, hearts and crosses, though this has not always been 
the case. The oldest examples of polished diamonds pre- 
served in historical jewels have diamonds that appear to 
be nothing more nor less than polished crystals, with 
octahedral faces shining with a luster that show them to 
have been polished despite the great difficulty of wearing 
them away on that plane. 

Next seems to have come the simple grinding away of 
the tip of the pyramid, to produce a square stone with a 
table and four sides. From this it was no great jump to 
the splitting of the corners and the rational development 
of the 17-faced form known as the single cut. Additional 
division of the facets, with a comprehension of the prina- 

(Please turn to page 152) 
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unlimited... 


fm You can confidently count on the House of Winston to precisely 

4 “fulfill your stipulated requirements as to weight, quantity, 

quality and color of the diamonds you need—promptly and 

at satisfactory prices. Our stock of finished stones is the world’s largest. 


Our unique facilities are entirely at your disposal. 
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rare jewels of .“ world 


fy HARRY WINSTON. 


7 EAST Sist STREET, NEW YORK 


OwWNERS AND CUTTERS OF THE JONKER AND VARGAS DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY. 
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Public Education Program 
Emphasizes Diamond Quality 
Broer-Freeman Co., Toledo, Ohio, is telling the public the facts 


of diamond quality in a program that not only has added to firm’s 


reputation, but has resulted in a sizable increase in diamond sales. ood 


‘es people of Toledo, Ohio, are being edu- 
cated to the facts of diamond quality through a systematic 
advertising program by Broer-Freeman Co. that is paying 
off in prestige and dollars. 

The program has added tremendously to the company’s 
already-high reputation in Toledo. A more tangible result 
has been a 19 per cent jump in diamond sales for the 
first six months of 1951 over the same period last year 
. . . an increase company officials attribute in large mea- 
sure to the diamond-quality education drive. 

The quality theme was the idea of W. F. Broer, Jr.. 
company vice-president and secretary, who has been writ- 
ing the ads that appear regularly in the Toledo Times 
and Toledo Blade. 

“We're trying to take the mystery out of diamond 
quality,” Mr. Broer says, “Stressing the factors that deter- 
mine diamond quality and thereby educating the public 
to what quality is.” 
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by RICHARD ROBERTS 


Carleton G. Broer, president of 
the firm, shows a customer the 
little tray which contains five 
diamonds, identical in size and 
setting, which is used to show 
qualities which determine price. 
Below: One of the’ ads the store 
uses in its newspaper campaign. 
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Prices include fed. tox Corn 
... but use ord 


your head when you choose them! 


Nothing you buy has more sentimental value than 
your engagement and wedding rings. But choosing 
diamonds wisely requires more than sentiment. Come - 
in and let us explain what qualities affect the beauty 
and value of a diamond—and let us show you how 
these can now be measured scientifically with instru- 
ments developed by the American Gem Society. 
REGISTERED JEWELER, CERTIFIED GEMOLOGISTS 
AMERICAN GEM SOCIETY: 

















Store Hours: Tues. thru Sat., 9:45-5:00; Mon., 12:15 -6:00 





There’s nothing hit-or-miss about this campaign to 
tell John Public why two diamonds that may look exactly 
alike may vary several hundred dollars in price. 

The potential customer who is attracted to Broer-Free- 
man finds that the same theme that dominates the dia- 
mond ads is interwoven throughout the entire organi- 
zation. 

He will be shown the little trays containing five dia- 
monds in identical settings that has been featured in so 
many of the quality advertisements . . . five diamonds that 
look alike but vary greatly in quality and price. 

He'll be taken into the company’s little “diamond 
room” where the instruments are kept with which a 
diamond’s true value and quality may be determined. 
He’s allowed to look at a few diamonds beneath the prob- 
ing lenses of the instruments gemologists use. 

“Almost without exception,” Mr. Broer says, “they are 
impressed and pleased. It’s no longer a matter of taking 
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Will Better Service Help 


You Sell Diamonds ? 


Will truly fine selections help you make the sale? 
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our word for it. Once they see the logic of the whole 
thing there’s nothing left to question.” 

The confidence inspired by this direct approach leads 
to further sales. People come in who have heard of the 
company’s program from others. And they tell others, too. 

“We used to just show a customer a ring and tell him 
what a nice ring it was,” said Carlton G. Broer, who is 
president of the firm and brother of W. F. Broer, Jr. 
“Now we tell him why it’s a good buy. We tell him and 
then we show him. We let him see for himself, in our 
diamond room. The new program is a direct outgrowth 
of our participation in the American Gem Society, of 
which Broer-Freeman is the only Toledo member.” He 
is one of the two certified gemologists with the company. 
the other being William H. Johnson. 


W. F. Broer, Jr.. has made certain that the entire sales 










Customers are allowed to compare 
diamonds of different quality un- 
der instruments in the diamond 
room. Here William H. Johnston, 
certified gemologist, lets  cus- 
tomer "sell herself" after compar- 
ing different quality of stones. 













organization of the company is acquainted with the adver- 
lising and selling aims of the firm. This he did through a 
memorandum circulated among personnel, telling them 
simply and directly what the company is trying to do. 

The diamond-quality theme is set forth concisely in the 
first line of the section on diamonds: 

“Explain factors of quality and their effect upon beauty 
and value,”’ Mr. Broer wrote. 

The salesmen are also urged to do what they can to do 


(Please turn to page 182) 
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Typical of the newspaper ads by 
Broer-Freeman are these, one of 


Prices Include federe!l tex. 


which points out factors which All three diamonds $180 
govern the price differences of | are exactly the same size, 
three stones of similar size, and | and are in identical mountings 


the other, which offers helpful 


“ pi - Why is one worth twice as much os another? . . . Quolity. Quality, much more os a target for every type of diamond manipulation. If you are one of these young men, stop— 
suggestions in choosing a stone. than size, determines the value of a diamond. The diamond in the $100 ring osk yourself, How come these “once in a lifetime” deals just happened to be waiting for “lucky 
is well-cut but ordinary in other respects. !t would be considered good quolity me"? Why am | being offered @ special price, when fine diamonds ore in short supply? If it 

by most jewelers. The diamond in the $150 ring is well-cut ond of very fine color. were worth more, it would bring more. 


used in the grading of every diamond accepted for our stock. 


Registered Jeweler, Certified Gemologists 
American Gem Society 





shoal alhe? BROE y Six Helpful Suggestions 
ERE EAAAN 1. Spend what you feel you should; do not be persuoded to overbuy. 
2. Put the mojor portion of your money into the diamond; mountings con wear out ond styles change. 


Up te 10 months te pay 3. Remember that quality is more important thon size in determining both the beauty end the valve 
Neo carrying charges of a diamond. Remember, too, that standards of quolity, and the terms used te describe them, 





It would be found in only a few stores maintaining exceptionally high color stand- 
ards, The diamond in the $200 ring is of the rare quolity for which the name 
Broer-Freeman is so well known. In addition to its very fine cutting and color, 


it is totally free of microscopic inclusions. These tiny inclusions can be detected JEFFERSON AND ERIE ADAMS 7171 
only with the aid of such scientific equipment as the diamondscope, an instru- 
ment developed especially for this purpose by the American Gem Society, and Col or wrlta fer “DR hee 1 you know someone whe is com 


JEFFERSON ond ERIE ADoms 7171 volved. 
Summer Store Hours: Monday, 12:15 to 6; Tuesday thru Friday, 9:45 te 5; Saturday, 9:45 te 1 \ 





















for Choosing Your Diamond 





vary widely. Do not be misled by phrases such as “perfect” and “blue-white”, which have been 
so abused that they ne longer denote any specific quality, good or bed. Reliable stondords, based 
on scientific metheds of grading, heve been established by the American Gem Society. We will 
be happy to explain them te you. 


4. Be sure you are not paying more than you should in order to obtain liberel credit terms. in dia- 
mond pricing, excessive charges con be concealed under the slogon, “no interest or carrying 
chorges”. When you buy a Broer-Freemon diamond, yeu can arrange for divided payments 
over a period of up to ten months; yet you pay only the low cash price. 


5. Do not forget, there is no substitute for a trustworthy reputation coupled with specialized gem 
knowledge. Registered Jewelers and Certified Gemologists of the American Gem Society possess 
both of these priceless ingredients. 


6. Lucky you??? Unfortunately, the young man who is looking for a diamond “deol” sets himself up 


Registered Jeweler, Certified Gemologists, American Gem Society 
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Summer Hours: Tuesday thru Friday, 9:45 to 5.00; Saturday, 9:45 te 1:00; Monday, 12:15 to 6-00. 
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IN JEWELS 


Available on consignment for your special 





requirements. Platinum and gold Jewelry — 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 
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Strictly informal. was the atmosphere 
at Hartwell's during their "Men Only" 
night. Two models lent glamour to the 
occasion as they moved from counter to 
counter showing the customers how the 
jewelry they picked looked when worn. 


by C. THOMAS 


‘Stag Night’ Brings in Men Gift Shoppers 


OR a lot of men, the thought of Christmas 
shopping leaves them cold, especially when it comes to 
selecting a gift for the little woman and its concurrent 
problem of visiting those stores which cater to those things 
closest to the heart of the “L-W.” Shopping in the strict 
sense of the word is something that most men will avoid 
whenever possible; yet these same men will be found any 
lunch hour browsing through the counters of a nearby 
hardware store. | 

This job of enticing the male of the species into the 
store is not as much of a problem for the jeweler as some 
other types of stores we might mention, but it’s still a 
fact that men in general hesitate to shop the jewelry store 
with any feeling of freedom. 

Last Christmas, as a special inducement to get men into 
their store, Charles Thornton, manager of Hartwell’s, 
Oklahoma City, Okla., set aside one night ten days before 
the holiday for “Men Only.” 

“One sale alone,” said Thornton, “more than absorbed 
all the expense incurred . . . the cost of newspaper and 
radio advertising, cigars and refreshments, and the cost 
of the two models engaged for the evening.” 

No extra salespeople were engaged. The regular sales- 
girls wore cocktail dresses; the male clerks put on fresh 
neckties and came as they were. 

But the store’s atmosphere was radically different. The 
attitude of those behind and in front of the counters were 
responsible for the decided change. It was more like a 
party. 

Men—the diffident creatures—for the most part came 
in pairs; one gentleman escorting another. They came 

(Please turn to page 176) 
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A shopping night for men only, with models to 
show them how the jewelry they selected looked 
when worn, was a novel pre-Christmas stunt that 
was used successfully by Hartwell’s, Oklahoma 


City jewelers, to bring in those reticent males. 
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Ls Wed. Evening DECEMBER 13 8:00 P.M. to 10 P.M. F 
: otis "A Grkyane al” 
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¢ “GOLDEN ANMIV ERSARY 960 S % 
oS 130 W. Main Phone 3-2363 i 


3 Ouality ..»  AHARTWELL TRADITION FOR OVER A HALF CENTURY 

















In addition to newspaper announcements like the above, and radio, 
Hartwell's phoned prominent men and extended personal invitations. 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 

























Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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Emerald Cut and Marquise” 


STAR «SAPPHIRES: 


RUBIES > EMERALDS + STAR RUBIES 
SAPPHIRES « PEARLS « CAT’S EYES 












We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 
cooperate with you on your special calls. 
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Opened 
For 


Christmas 





Centrally located in Milwaukee's busiest 
section, the Gould store attracts a lot of 
attention from passersby with specially 
angled windows. Below: Letter sent by 
Gould announcing opening of the new store. 














by AL P. NELSON 


Waes J. Gould. who has been in the jewelry 
business since 1937, decided to remodel his store at 819 
N. Third Street, Milwaukee, he timed the event so that 
opening day fell in the middle of the Christmas season. 

In fact, November 30th was the opening date, and 
when Gould totalled his December business, he found 
that he had doubled his volume for the same month the 
year before. He credits his colorful new store with much 
of the increase, despite the fact that its 20 by 40 foot 
length is the same as before. But there’s a new angle 
front, new fixtures, new floors and new lighting, plus a 
fine exterior lighted store sign. 

“We staged no big introductory sale,” said Gould, “yet 
we won many new customers merely because we offered a 
fine newly remodeled store and people came in to look 
around.” 

The total cost of the remodeling job was about $13,000, 
of which $2700 represented new fixtures. The rest of the 
cost was absorbed by the landlord. The store now has 
a 10 foot ceiling. Formerly the building had two stories, 
but it was made into one by lowering the ceiling 414 
feet. Striped wallpaper blends well with the proportions 
of the store, the smart, limed oak fixtures, the brown 
and grey asphalt tile floor and the numerous fluorescent 
fixtures. 

“Through the installation of carefully chosen fixtures 
we increased our display space for jewelry about 50 per 
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9. Gesshs Go. animiaas 


j ' 619 N. Thied Street 
eweters 


Dra monds, Washer, - Jewelry, Silwerware, - Gifts, Clocks and cAppliances 





Milwaukee 3, Wisconsin November 24th, 1950 


Dear Friends 

Every so often something happens in this 
life of ours which wakes everything sees brighter 
and wore worthwhile. This is the feeling I now 
experience, and I can think of no better way than 
this, to express ay deep appreciation to you, who 
have helped ge to make this possible. 


I aw indeed pardonably proud of ay store 
which has just been completely remodeled for your 
every comfort and convenience and shopping pleasure. 
Yes IT have something to crow about. for now I 
can offer you everything that is truly fine in nat- 
ionally advertised traditional jewelry. silverware 
gifts, etc. at prices that are sure to be in keeping 
with your budget. 


Can you blage me then for sincerely ask- 
ing you to stop in to-day or to-morrow and let se 
show you around? You'll be pleasantly surprised, 
and I know you'll agree that I do have something to 


crow, about. 
Cordially yours, 


J. GOULD CO.. Jewelers 


P S — Grand opening Nov. 30th, Dec. Ist and 2nd 


Where the Finan om Jewelry @ Newer Eapensive. 











cent,” states Gould, “and this has had an important 
bearing upon our increased sales.” 

The location of the Gould store is close to the down- 
town area of Milwaukee. Gould carries all brand name 
merchandise and frequently advertises this fact by radio. 
newspaper, and direct mail advertising. As a result, many 
business men, professional men and others have become 
acquainted with the Gould store and its fine merchandise. 

In addition, many of Milwaukee’s finest hotels are 
within one to three blocks of the store, and considerable 

(Please turn to page 184) 
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The diamond cluster 
is depicted at its 
greatest beauty 





when it's set with 


CIRCLE of LIGHT diamonds 


The diamond with the signature no other can copy 


The highly profitable, fabulously exquisite diamond cluster 

is the fashion of today. You can cash in on this compelling 
setting by featuring the most radiant gem of all... the 
diamond with the fully polished girdle . . . The Circle of Light! 
This priceless gem blazes with greater fire, gleams with greater 
loveliness than comparably priced conventional stones. 

It's the only diamond with an evident EXTRA VALUE 


that’s visible to the naked eye. 
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Dallas a & = 
311 South Akard St. 2 afhiiate oT ond 


Los Angeles 
220 West Sth St. 


a Brothers, Ine. 


DAUMGOLD 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 








M Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
elee Plant: 


305 East 45th Street, N. Y. C. 
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LUGGAGE... 8 


Perel & Lowenstein, of Memphis, Tenn., 
devoted an entire window to display of 
luggage. Background motif of a large 
wreath framing colorful Christmas scene 
gave brightness to extensive display. 


Luggage was given prominent night-time 
display at Duval's, Jacksonville, Fla., 
behind the store's all-glass entrance. 








One Answer to ‘Something Different’ Problem 


Many retail jewelers have found that fine luggage, attractively displayed 


and prominently advertised, provides a profitable answer for themselves 


in fulfilling desires of gift shoppers looking for “something different.” 


——- fits easily into a jewelry store's 
stock and, regularly promoted, can be instrumental in 
building store traffic in addition to accounting for a 
profitable “extra line” volume. This is especially true at 
Christmas when many customers are looking for “some- 
thing different” in the way of gifts. 

Luggage was given an excellent display last season by 
the Duval Jewelry Co., Jacksonville, Fla. The entire front 
of the store is of glass, and at night matched luggage was 
grouped in front of the double glass doors. Four three- 
piece sets were shown, and in the center was a large suit- 
case bound with red ribbons. On an easel was a large 
card showing the head of Santa. Lights behind the eyes 
caused them to blink. A card suggested “A gift of lug- 
gage is a gift that gives lasting pleasure.” Above one of 
the brilliantly lighted windows was a background of blue 
sky and yellow stars that blinked on and off, and in this 
upper alcove a Christmas scene was arranged. 

“Luggage for Christmas gifts is extensively advertised 
by Duval’s,” said the manager. “We find that the best 
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by W. B. STODDARD 


results are gained by advertising it alone, apart from 
jewelry. It gives the impression that a large line is car- 
ried, and enables us to suggest different types for different 
people. One of our big Christmas ads was headed “Your 
Christmas gift is in the bag. A Merry Christmas and 
happy traveling!” We stressed a complete set of seven 
pieces of matched luggage—though any of them could be 
bought separately. All of these were illustrated and 
priced. Quality luggage runs into money, so we began 
advertising our leather goods early, suggesting that as 
small amount as $1.00 weekly, would buy one piece of 
fine luggage, or that a complete set could be purchased, 
if desired, on the weekly payment plan.” 

Perel & Lowenstein, Memphis, Tenn., was another 
jewelry firm that were very successful in putting over 
the sale of quality luggage for Christmas. 

“Several points are necessary to be observed if a lug- 

(Please turn to page 179) 
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Special: 
LOOSE YELLOW PEARLS 
for EXPORT 





ALL SIZES 
ALL QUALITIES 





Emeralds 
Cultured Pearls 


LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 




















Zt. LEVKOV 


565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. 
TELEPHONE: PLaza 3-9727 - 
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... and Display 


Lamps For Sale 


by EVERETT M. SMITH 


Lamps are used effectively in 
window displays in conjunction 
with silver, china and glass- 
ware. Below: Alton Mabry, in 
charge of store's lamp depart- 
ment, talks with a customer. 


Lamps and lighting fixtures serve a dual purpose at Bigelow-Kennard’s, 


Boston, Mass., where they are not only displayed for sale but are used 


effectively throughout the store as additional lighting for other lines. 


= and lighting fixtures of all kinds are 
illuminating the way to expanded sales at the Bigelow- 
Kennard Company’s jewelry store in Boston, Mass. 

Not only do they lend their brilliant rays to the effec- 
tive lighting of merchandise in the store’s upstairs Gift 
Shop, and the main floor leather goods, glove, stationery 
and greeting card, and silverware and jewelry depart- 
ments, but they are to be found on display for sale in the 
basement lamp studio. 

Bigelow-Kennard’s lamp department always has main- 
tained a fine line of lighting fixtures, doing a large busi- 
ness with architects and contractors, rather than so much 
with individuals. 

But, a few years ago the fixtures business slowed up a 
bit as changes in house lighting called for the replacing 
of these with floor, table, and bracket lamps. 

So, the stock of these items was built up, and there was 
concentration on lamps in the store’s advertising. 

However, of late there has been a growing trend in the 
other direction, with fixtures—particularly the more 
ornate crystal pendants and chandeliers coming back into 
favor. 

So, the firm has divided its advertising between the 
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two, and is building up an extensive stock of quality lamps 
and fixtures in keeping with the high-quality silverware, 
jewelry, leather goods, and gloves it has stocked for 
many years. 

Customers entering the street-floor sales rooms notice 
these lamps effectively displayed here and there, perhaps 
on a table with an array of silverware, or conveniently 
placed for the selection of stationery or greeting cards. 

Usually, they are surprised to learn that the store 
maintains such an extensive lamp and fixtures depart- 
ment in its basement display rooms. They had come to 
regard the lamps, matter-of-factly, as part of the mer- 
chandise display. 

However, the lamps also are used effectively in the 
store’s several window displays, and these are changed 
frequently to harmonize with the items displayed. 

At special times of year—Easter, Mothers’ and Fathers’ 
days, June wedding time, and at Christmas time—the 
lamps displayed are of varieties which lend themselves 
as gifts for such occasions. 

To call the lamps and fixtures to the attention of cus- 
tomers on the main floor, signs at the elevator entrances 


(Please turn to page 180) 
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the new line of 
ee 
Viena 
aCET 
DIAMOND RINGS 
| will help you sell more diamonds 
: m 
é ° ve 
and increase your profits 
| A DISTINCTIVE. DIFFERENT CONCEPT 
: OF FINE DIAMOND MERCHANDISING... 
: \fanv stvles to choose from 
e The only identifiable “trade-marked” dizmond — 
DULL UNCUT GIRDLE with proven gemological advantages. 
: ; e A new &-prong mounting designed to enhance 
the patented Multi-Facet cutting. 
e Consumer acceptance and recognition through 
Cf national advertising. 
i MULTI-FACET GIRDLE ! 





Usual diamond has 58 fac- e Greater profit margin for you. 
ets but the girdle is left 
dull and uncut. 

Now Multi-Facet, by its ex- ° lair traded to protect your profits. 
clusive and patented proc- 
ess, cuts 40 extra facets . , 
wateniealiy. emuad the e Sold only through f:e2nchised dealers. 
girdle of the stone — 98 
facets in all — allowing it 
to blaze in its fullest splen- 


dor. 





LET US TELL YOU HOW A MULTI-FACET FRANCHISE 


WILL HELP YOU INCREASE YOUR DIAMOND PROFITS. 











WRITE TODAY FOR DETAILS. 





*plus Federal Tax 


THE MULTI-FACET COMPANY. 666 FIFTH AVENUE, NEW YORK 19, N.Y. 
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Customers Have Ideas, Too! 


Don’t underrate the customer when he offers you a suggestion about your 


store—sometimes he may come up with something good. This jeweler 


followed such a suggestion and developed a novel small item display unit. 







































































Display units allow showing rings and watches at eye level and close to window. 


I, 1942, Dozier Wynne, Griffin, Georgia 
jeweler, sold a diamond ring. The sale was not a large 
one and wouldn’t bear mentioning except for a suggestion 
which was made during the transaction. 

The customer, a physicist, complained to Wynne that 
he had looked at the large display of diamonds in the 
show window but that he couldn’t actually tell much about 
them from such a distance. “You should have your 
jewelry shown close enough to the front glass so that 
your window shoppers can focus their eyes on the small 
details,” he suggested, explaining that the sharpest focus- 
ing distance of the average human eye is ten inches. 

Wynne took the suggestion in stride because, as he 
explains now, he assumed that if such a simple technique 
could sell more jewelry someone would have already de- 
veloped the idea. 

During the years that followed this matter of diamond 
displays continued to challenge Wynne’s imagination and 
he set out to develop a sales-inducing window display. 
The first to work out reasonably well was a panel sus- 
pended from the ceiling but its clumsiness prevented it 
from doing a satisfactory job of selling. 

The basic problem was that of devising some means 
of suspending the ring bar so that there would be no 
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objectionable supports to obstruct the displays in the 
rear of the window. The solution came from an unex- 
pected source—Wynne’s hobby of amateur magic and 
the fabrication of apparatus for himself and his fellow 
magicians. It was during a magicians’ convention that 
he was struck by a question which ultimately led to the 
solution of the problem: if a lady could apparently float 
in mid-air, why couldn’t a ring bar? 

His initial experiments were phenomenal in building 
window interest—and sales, too—and, with little coaxing, 
Wynne induced some jeweler friends to use the new device 
in their windows. Their sales of diamonds and watches 
were consistent with the reaction Wynne received. 

The good news traveled fast, prompting several well- 
known diamond ring and watch manufacturers to mail 
pictures and descriptions of the new display to their cus- 
tomers, recommending its use to create additional sales. 

During the course of these developments, Wynne dis- 
cussed displays with hundreds of jewelers, usually doing 
more listening and observing than talking. 

As a result of his analysis of jewelry display windows, 
Wynne has come to the conclusion that jewelers would do 
well to forget the terms “show window” and “display 

(Please turn to page 186) 
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WORLD'S FINES T 





T HE 


KNOWN THE WORLD OVER 


/ Good Reasons WHY You Will 
SH Smperial THIS CH RISTMAS 


1. Imperial owns the fabulous cultured 5. Imperial provides Registration and In- 


pearl collection known as “Lot 88.” surance ... the only such protection 


2. Imperial prices are still moderate, but for your customer and you. 


all cultured pearl prices are going 6. Imperial originates exquisite gold jewel- 
ry creations accenting cultured pearls. 


higher. 

3. Imperial does more national adver- 7. Imperial Cultured Pearls are THE cul- 
tising than all other cultured pearl tured pearls all women admire and 
importers. desire. 

4. Imperial won “Highest Quality” Awards Call, wire, or write for your Cultured Pearl 
at 2 World’s Fairs. requirements immediately. 


Imperial Pearl Syndicate 


World’s Largest Importer of World’s Finest Cultured Pearls 


CHICAGO NEW YORK DETROIT LOS ANGELES 
9 No. Wabash Avenue 607 Fifth Avenue 914 Michigan Theatre Bldg. 607 So. Hill Street 
DEarborn 2-2844 PLaza 8-1076 WOodward 2-1300 TUcker 6159 | 
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Cosmetics 
For Trattie 






And Profit. Too 










Occupying what was formerly a fountain 
pen display case, cosmetics are shown 
with same attention given to jewelry. 


































A CONSISTENTLY profitable line for jewelry by ROGER LATHAM 
stores from many standpoints is fine cosmetics and 
toiletries, according to Otto Stegmaier, head of Stegmaier 











Jewelry Company in Jefferson City, Missouri. Thus, every woman who comes into the store for any 
One of the first jewelry stores in the country to take purpose is invited to look over the toiletries case, and to 

on a single nationally-advertised cosmetic franchise, Steg- take advantage of the long-famous single brand which 

maier’s can trace scores of their now regular jewelry the store features. “We actually spend as much time in 

customers to their cosmetic line. showing toiletries as we do precious stones,’ Mr. Steg- 
“We have actually carried cosmetics for more than 15 maier states, “to make certain that the customer remem- 

years,” Stegmaier pointed out, “installing the first dis- bers it. Thereafter, the process is reversed, and when she 

play at a time when such merchandise was a strict innova- comes in for cologne, perfume, powders, etc., we capi- 

tion in jewelry stores. We made the move for several talize on the visit by showing jewelry lines.” 

reasons, among which was the fact that few competing 

retailers in the area carried anything but moderately- FOUNTAIN PENS TO TOILETRIES 

priced, fast-moving cosmetics, the fact that many women Stegmaier converted what was formerly a fountain pen 

in the area would be attracted, and as an extra gift line case into his toiletries display. This, projecting out be- 

for men unsure of what to give to women.” tween two standard jewelry cases, is always dramatically 


arranged with satin or velvet backgrounds, angel hair 


CONSISTENT PROFIT MAKER and delicate spun metal to display the cosmetics as color- 









Except for a setback during the war years, the Steg- fully as possible. 
maier store has experienced a steady sales: increase year “We handle and display each package or flask as if it 
after year in toiletries sales, due to matching up the in- were jewelry, the Missouri jeweler said, “on the theory 
ventory to meet customer’s requests, excellent ey that the customer will not see any reason for buying 
methods, and constant suggestive selling. cosmetics in the jewelry store unless our technique con- 
“The chief value of the department is not direct profit vinces her that it is the finest possible line and thus 
but its traffic-building propensities,” Mr. Stegmaier ex- worthy of the jewelry store.” 
plained. “The cosmetics department, we have established In addition to frequent newspaper ads on cosmetics, 
by an actual check, will bring the same young woman Stegmaier devotes one small window permanently to cos- 
into the store six or eight times per year, when jewelry metics, displaying seasonal items, staple varieties, etc., 
alone can probably not attract her more than twice. This according to the time of year. From this display, and 
gives us an opportunity to show our jewelry lines which the store-interior selling program, have stemmed many 






couldn’t be obtained in any other way.” sales of almost every jewelry item carried in stock. 
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OLD BROS. i : C, MAKERS OF GOLD AND PLATINUM JEWELRY 


Presents with pride the story of the new “Tree of Life with your 
Lucky *Birthstone” and the “Charmed Trees of Life” in 14 kt. gold, 
platinum and palladium. 


Old as the Bible... 
as new as tomorrow. 





The Motif of the Tree of Life is 
retained in Men’s, Women’s and 
Children’s: jewelry affording the 
many combinations of individual 
or matching birthstones. 


Customer: Why should | wear it? 
...because this lovely jewelry with 
the symbol of the “Tree of Life” 
carries the ancient blessing for 
Long-Life, Healing, Protection and 
Safety 16. the v wearer. 

















a LU | item so tha your custom~. — 
*Genuine Stor ee. | er has the complete stonf 
of the “Tree of Life”. ‘ 


nformation regarding display material furnished upon request. 


TE-WtKE OR PHONE: . «>. -tiixembure 27-1736 


[GOLD BROS. INC. 7 west 451TH STREET » NEW YORK 19. N. Y. 


WESTERN REPRESENTATIVE: SLAUDT CANNON AGENCY - 315 WEST 5th ST., LOS ANGELES, CALIF. 
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me ... In the WATCH DEPARTMENT 
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a 
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|. The "Emery" (L) and "Reta" (R) are the two new- 
est models to the line of watches offered by the 
Hamilton Watch Company. The "Emery" with bracelet 
retails for $71.50, "Reta” for $69.50, tax included. 





2. An attractive, very thin 


2. 
watch with Suter Dua- 
matic Movement, 17 Jewel, 


14K gold stainless steel 
back, and Geneva designed case. $120, tax included. 


3. An unusual design which permits the jeweler to 
make on-the-spot adjustments to any wrist size, is 
one of the outstanding features of Flex-Let's new 
line of 14K gold watch bands. 580 5th Ave., N. Y. C. 





4. An ideal gift for weddings or anniversaries is 
this new wedding ring bracelet watch by Elgin, with 
bracelet made of interlocked miniature wedding rings. 
Timepiece retails for $71.50, federal tax included. 


5. This new watch identification bracelet for ladies’ 
service watches was designed to meet a demand by 
WACS and WAVES for a combination of watch bracelet 
and identification plaque. Retails at $7.50, F. T. I. 
From Foster Metal Products, Inc., Attleboro, Mass. 





6. Princess of Niagara, one of several new modern 
design watch bracelets in 14K gold by Aurel Jewelry 
Manufacturing Company, 35 Maiden Lane, New York. 
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GLOBE RING CO. 


81 Willoughby Street, Brooklyn 1, New York 
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ive catalog of our large and varied selection of ring castings. 


Sold through manufacturers and wholesalers exclusively 
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GLOBE RING CO. 
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1. Clover leaf pin with matching ring in 14K gold, 
set with genunie heart-shaped topaz. Ring priced 
at $36; pin $110, both prices Keystone. Made by 
Joseph Lampl, 542 Fifth Avenue, New York City 19. 


2. Genuine Wedgwood ceramic medallions in several 
classical designs set into I4K jewelry, decorated 
with cultured pearls. Franchise to one store in a 
town. From Zinovoy Originals, 366 Fifth Ave., N. Y. 


3. New cluster setting by Karlan & Bleicher, Inc., 188 W. 
4th St., New York 19, is available in gold or platinum. 
Setting is made for seven, one to five point stones. 


4. Fashioned in 14K gold and set with either ame- 
thyst, garnet, topaz, or green tourmaline and seed 
pearls, these earrings from Art-Craft Jewelry Co., 
| West 47th St., New York, retail for $170 a pair. 





5. New designs in prong-set crystal and colored rhine- 
stone, together with black velvet display pad, are being 
offered at an introductory price of $25 by B. David Co.., 
1403 Central Parkway, Cincinnati, Ohio. Rhodium finish. 


6. "Twilight" is the name given this solid copper en- 
semble of necklace and earrings in leaf design. Neck- 
lace is $5 and earrings $2, both Keystone. By Renoir 
of California, Inc., Los Angeles, 4577 Hollywood Blvd. 
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Now available from your material dealer 





GRUEN 


MATERIAL KITS 
ror wew moveis D]5, ano ATS 








MATERIAL KITS 215 AND 415 WILL HELP KEEP YOUR 
GRUEN MATERIAL STOCK UP TO DATE 


As a new service to the trade, Gruen will immediately make avail- 
able Material Kits as new Gruen models are introduced. You will 
now be able to make repairs on new models as soon as they are 
brought in. 

Present Gruen repair material will not fit these new watch 
models, so order now and have your Gruen Material Cabinet 
ready to service the new Gruens. 


A GRUEN WATCH IS DESIGNED TO USE GENUINE GRUEN PARTS 





especially 
priced at 


$4325 


per Kit! 


These assortments contain the following parts, and a listing 
of bottle numbers to guide you in placing the material in their 
proper places in your #150 GRUEN MATERIAL CABINET: 


Models 215-216 
MATERIAL 


-Balance Staff Bottle 122 
1-Stem Bottle 145 
-Intermediate 

Bridge Bottle 167 
-Winding Pinion Bottle 190 
-Clutch Pinion Bottle 211 


———- 


— 


-Click Spring Bottle 234 
-Setting Spring Bottle 256 
-Detent Bottle 290 


2-Detent Screws Bottle 314 
2-Lower Bal. Cap 

Jewel Screws Bottle 336 
2-Plate Screws Bottle 361 
]1-Mainspring Pocket 400 





415-416 
422-423 


MATERIALS 
-Balance Staff Bottle 123 
-Stem Bottle 146 


-Winding Pinion Bottle 191 
-Clutch Pinion Bottle 212 


Models 


-Click Spring Bottle 235 
-Setting Spring Bottle 257 
-Detent Bottle 291 


2-Detent Screws Bottle 315 
2-Lower Bal. Cap 
Jewel Screws Bottle 337 
2-Plate Screws Bottle 362 
1-Mainspring Pocket 401 
1-Intermediate Bridge 
Pocket 411 


THE GRUEN WATCH COMPANY @ MATERIAL SALES DIVISION 


TIME HILL, CINCINNATI 6, OHIO 
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Tot-to-Teen Fashions 


(From page 87) 


B. A. Ballou & Co., Inc., cover the entire child’s 
province from infants through teens with jewelry trea- 
sures in 10K and 14K gold, gold-filled, and sterling. It 
was here I saw the glamorous gold safety pin! They’ve 
cultured pearls for babies interspersed upon 14K gold 
rope chains like lovely miniatures of grown-up styles, and 
tiny flexible bracelets in shining gold sprinkled with 
dainty blue forget-me-nots. All of this jewelry is notable 
for exquisiteness with charm bracelets for teen-agers fea- 
turing lacy drops; pendants and pins with ball centers 
framed in silver lace, and flower designs of glittering 
silver gardenias. There are beautiful barrettes in an 
infinite variety of shapes and sizes executed with great 
delicacy—even gold and sterling bobby pins! (Ballou 
barrettes, hand-engraved in 10K gold, are shown on 
princess-frocked model. Crescent barettes on teen-ager. ) 

The Catamore Company specializes in religious medals 
for babies, and is well known for the exceptional loveli- 
ness of their dainty designs. There are sterling Miracu- 
lous Baby Medals, hand-engraved, and delicately scrolled 
with transparent blue enamel; gold-filled lockets open to 
reveal precious Sacred Heart Medals; and many other 
discriminating choices. There are all manner of shapes 
and sizes, and all are hand-engraved and outstandingly 
crafted. (A Catamore religious medal is illustrated on the 
ribbon of Xmas gift box.) 

J. A. Deknatel & Son are crafting simulated pearl 
jewelry for children in unusually appealing designs. There 
































are matched necklaces and bracelets in one or two strands, 
either graduated or uniform, and featuring unusual clasps. 
There are dramatic three and four strand rigid-cuff 
bracelets, cleverly styled to hold their own with any that 
appear in the grown-up market. There are saucy bird and 
animal pins, interesting with bright flips of color, and for 
teen-agers-dress-up occasions, delicate pin creations blend- 
ing glowing pearls frosted with rhinestone sparkle or 
rich antique effects of pearls against a gold-finished back- 
eround. (A Deknatel pearl cuff bracelet is illustrated on 
small model wearing the organdie party frock. An antique- 
looking pin of pearls and rhinestones, embedded in gold 
plate, is worn high on the neckline of the teen-age model. ) 

Elgin-American is featuring single strand simulated 
pearl necklaces in both graduated and uniform arrange- 
ments for Polly-Pig-Tails, and for teen-agers. These have 
sparkling rhinestone clasps and gossamer sterling filigree. 
Especially for infants is an adorable little seed pear! 
necklace and a matching cuff braclet—so tiny it could be 
a woman’s ring! This bracelet is amusingly glamorous, 
with a pretty pearl dangling at each end of the cuff—all in 
good taste though—an enchanting miniature fashion! 
(Elgin-American infant cuff bracelet is illustrated on our 
diaper clad glamour girl.) 

Harwood Mfg. Co. is proud of its Jack’N Jill jewelry, 
designed by skilled craftsmen with over a quarter-century 
of experience in this field. Especially noteworthy from a 
fashion point-of-view are the pretty expansion bracelets 
set with heart lockets in the center, and with matching 
pendant lockets forming cunning ensembles. Every second 
link of the expansion bracelet is engraved to match the 
engraving on the locket, and some lockets are sparklingly 
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ADVERTISING PAGE 


New 
Ways 
J to Sell 
. Jewelry 








Ann S. Godley, Editor 


A monthly service to the 
Jewelry Retailers of America 


by Robert W hitehill, Inc. 


SUGGEST STAR SAPPHIRE ENGAGEMENT RINGS 
FOR HER... AND HIM 


Tell the bride-to-be that Star Sapphires 
were given as engagement rings long be- 
fore the first diamond was ever cut—that 
they were the choice of English royalty for 
centuries—the favorite gem of royal princes 
and maharajas. 
Point out that her 
fiance can wear a 
matching ring... 
because this stone 
has easy informality 
for the masculine 
hand, as well as in- 
triguing beauty for 
the feminine. 
Explain that man-made Linde Star Sap- 
phires sell for about 1/5th the cost of the 
natural ones .. . that the only real differ- 
ence between Linde stars and _ natural 
stars is their price. Chemically, physically, 
optically they are identical. An article in 
the Reader’s Digest, Dec., 1950, will help 
prove this point . . . and serve as an in- 
teresting counter or window display. 
Customers will respond to the history of 
the Star Sapphire as a famous love charm. 
For mats, booklet, shadow box display on 
synthetic Star Sapphires, write distributor, 
_ Winson, 586 Firtu Ave., N. Y. C. 





PROMOTE THE “DOUBLE RING CEREMONY” FOR 
ENGAGEMENTS .. . AS WELL AS FOR MARRIAG 


A ring for her finger, err SR 


aring for his...a — 
popular wedding cus- — 
tom that can help you 
sell two engagement 
rings. As with the 
nuptial band, the fu- 
ture husband may 
select a matching ring 
.. or a more “he- 
mannish” model. The 
new fashion is mas- 
terfully interpreted by 
Untermeyer, Robbins 
& Co., who have done 
a particularly fine job | 
with Linde Star Sapphires and Star Rubies 
in their “American Beauty” rings. They 
have ladies’ and men’s rings in 14K white 
or yellow gold, set with either a Star Sap- 
phire or Star Ruby, flanked by two large, 
brilliant side diamonds. Keystone prices 
(depending on size of stone) range for 
the ladies’ ring from $125 to $200, for the 
men’s from $150 to $200. If the gentleman 
prefers a different setting, the single ring 
pictured above is priced from $200 to $300 
with diamonds . . . from $125 to $175 with- 
out diamonds. It’s worth your while to see 
these three “American Beauty” rings . . . 
and their creators make it easy by allow- 
ing you to keep merchandise on approval 
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for 10 days. They offer free ad mats, too 
.. - and a 4-color folder, ready for your 
imprint. Write UNTERMEYER, Rospins & 
Co., 136 W. 52np Srt., N. Y. C. 19. 


“BLESSING” YOUR CUSTOMERS WITH AN 
ANCIENT CHARM . . . MAKES FOR HEALTHY 
CHRISTMAS AND YEAR ‘ROUND GIFT SALES 


Known since the dawn of history as a sym- 
bol bestowing health, happiness, and long 
life on its owner, the legendary “Tree of 
Life” has now been made up in various 
types of jewelry and personalized with gen- 
uine birthstones by Gold Bros., Inc. They’ve 
artfully worked the motif into such diver- 
sified items as a watch case, cuff links, ear- 
rings, hat pin, pendant pin, and charm 
... and the wearer of one becomes a poten- 
tial purchaser of another. Only genuine 
stones are used, and they are set in 14K 
gold, platinum, or palladium. Keystone 
prices start from $7.50. A miniature booklet 
goes along with each piece of jewelry, tells 
the dramatic story of the “Tree of Life.” 
Also available is a striking black velvet 
easel display, holding a dozen assorted 
“Tree of Life” charms—representing, of 
course, the 12 different birth stones. See 
ad on page 129. For booklets, display, or 
sample selection on approval, write GoLp 
Bros., Inc., 7 W. 45TH Sr., N. Y. C. 19. 


A GEM OF A TYPEWRITER... 
42 KEYS TO ACTION! 


Nobody can resist the invitation to try his 
typing skill on a smart looking portable. 
Place Underwood’s “Leader” on a table or 
counter in the forward part of your store. 
It will create activity in a spot where a 
little bustle and stir induces people to come 
in and “see what’s going on.” As you walk 





toward the front of the store with custom- 
ers who have been looking at other mer- 
chandise, point out the “Leader,” tell them 
it’s the lowest priced portable on the mar- 
ket ($64.50 keystone) ... and available on 
easy terms, too! Show them the arithmetic 
signs on the 42-key keyboard, which make 
it an ideal typewriter for the “homework” 
set—as well as the usual business symbols, 
which enable Dad to get some office home- 
work done, too. Many other “big type- 
writer” features (automatic ribbon reverse, 
automatic line finder, etc.) make Under- 
wood’s “Leader” the most satisfactory 
portable we’ve seen around. For booklets, 
mats, other information, write UNDERWOOD 
TYPEWRITER Co., 1 Park Ave., N. Y. C. 16. 


CHRISTMAS GOLD . . . PRESOLD! 





Sell more gold . . . make more gold—with 
the lowest priced nationally advertised 14K 
gold watch on the market. The Croton peo- 
ple have the knack of turning out expen- 
sive looking watches at wonderful little 
prices—and they’ve done it again with 


their lovely “Lela,” preciously dainty, the 
sort of gift that makes a girl feel “cher- 
ished.” It will be advertised in Life, Novem- 
ber 25, for $29.95 (fed’l tax included). 
This is specially priced for Christmas, so 
rush your order to Croton Watcu Co., 48 
W. 487TH Sr., N. Y. C. 19. 


WIN NEW CUSTOMERS, NEW PRESTIGE 
WITH A “MUSEUM” WINDOW 


Lure sales . . . enhance your reputation— 
via the same means with which Don Juan 
captivated his lady conquests . . . and made 
his reputation. It’s the fascinating watch 
(not a reproduction, the actual watch!) 
which the old Spanish master used to 
“make time.” And it’s yours to borrow 
for the asking, along with other fabulously 
jewelled historical timepieces from the 
private collection of the Tessco Watch 
Company. 

Plan a window around the antiques and 
their romantic stories. Precede the display 
with publicity releases to local papers, 
special copy in your ads, invitations to 
high school, college instructors. The pro- 
motion costs nothing—nets far-flung, long- 
range profits—brings the passer-by into 
your store to see Tessco’s modern jewelled 
watches. For details, write TeEssco WATCH 
Co., 595 Firtu Ave., N. Y. C. 17. 


LET HER DESIGN HER OWN WATCH... 
AND CREATE NEW SALES 





Flatter your customers by inviting them 
to see Alonge’s couturier collection of 
bracelet-watches. Comment on her attrac- 
tive costume, then show her the bracelet 
you feel would go well with it. She can 
choose from a selection of Genuine Baby 
Cobra, Velvet, Imported French Antelope, 
Metal Cloth, Pigskin—each in different 
colors. Or a bracelet may be custom made 
from her own material. Emphasize how 
personal, how exclusively hers the Alénge 
bracelet-watch will be. Complete with one 
bracelet, the watch retails for $32.95 (fed’l 
tax included). Extra bracelets—$5.95 each. 
For descriptive literature or to order a 
sample assortment, handsomely packaged 
with a transparent top (minimum order, 
3 watches), write ALONGE Watcnu Brace- 
LET Co., 163 W. 23rd St., N. Y. C. 11. 








“New Ways To Sell Jewelry” is prepared 
by Rosert WHITEHILL, INC., in coopera- 
tion with their many accounts in the 
jewelry industry ... and with other manu- 
facturers whose merchandise and merchan- 
dising ideas merit their inclusion in this 
retailer service. 


For further information: 


: For your convenience, use this handy 


coupon. Check, fill in, and mail to Ann 


i 
i 
1 S. Godley, Robert Whitehill, Inc., 37 ! 
1 W. 57th St., N. ¥. C. 19. 
[] Star Sapphires | 
\ [] *“tAmerican Beauty” ‘ 
, [] “Tree of Life” [] “Lela” : 
, [] **Leader”’ [] Antique watches’ ! 
! [] Bracelet-watches i 
! ([] “New Ways” Information : 
! 
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inset with colored stones. “Jack and Jill went up a hill 
to fetch a pail of water!” and Jill has certainly turned up 
with a fetching jewelry style. 

J. M. Hall Co. has introduced a matching expansion 
bracelet and locket in a series called, “dolly-deb” that 
nicely furthers the ensemble fashiox for children. These 
gold-filled bracelets are styles in a heart theme through- 
out, and even the shining expansion links are carefully 
crafted hearts. There is a delightful choice in the locket 
designs, some being hand-engraved in one, two or three 
tones of gold. Others have beautiful embossed designs. 
while others are set with pure shimmering mother-of- 
pearl hearts finely outlined in gold, or delicate cloisonee 
posies in white or blue. (A “dolly-deb” necklace illus- 
trated in hand of infant.) 

Marathon Company has been styling children’s jewelry 
for half a century and is well known for its famous Kiddie 
Kraft jewelry. This is 1OK gold or gold-filled elegance 
for the younger set and is marked with traditionally fine 
features. There are solid circlet bracelets bright with 
artistic engravings, gold crosses shining with rich sim- 
plicity, lockets with discreetly splendid decorations, and 
a wonderful variety of rings. Some of the rings are en- 
graved and others flash with the lively colors of simulated 
stones. (A Kiddie-Kraft birthstone ring is illustrated on 
the model wearing the princess dress. ) 

Ostby & Barton Company, long famous for the beauty 
and variety of their 1OK and 14K gold rings designed for 
little girls and called “America’s Sweethearts,” decided 
sometime ago to promote the “copycat” tendency from a 





smart fashion angle. They introduced a new series called, 
“Mother and Daughter” and planned a complete promo. 
tional program. These rings include a choice of twelve 
radiant birthstone colors in simulated stones and a 
delightful choice of graceful gold settings. Some have 
fluted zephyr mountings, others have lovely golden lace 
to enhance the jewel colored tones. (An Ostby & Barton 
ring is illustrated on little model wearing the princess 
dress. ) 

Le Stage Mfg. Company says that babies are basic, and 
concentrates on a complete line of 10K gold and gold- 
filled jewelry to enchant the very young. This is superb 
jewelry fashioned in tiny golden classics, and includes 
medals, lockets, crosses, bracelets, and so on. Many of 
the pieces are exquisitely engraved and others are brightly 
a-twinkle with colored stones. A sweet identification 
bracelet for a baby girl has twin-heart discs in the center 
upon which her name can be written. (Le Stage rigid 
bracelet is shown on the gift box ribbon.) 

Speidel has made a comprehensive study of the Junior 
Miss market, the ages between four and fourteen, and has 
discovered there are almost fourteen million of these little 
ladies, all keenly interested in jewelry, all susceptible to 
fashion! With their customary flair, Speidel has designed 
for this market a new line of jewelry called, “Starlet” 
which is packed with fashion appeal while remaining 
inexpensive. Starlet jewelry features simulated pearl 
necklaces in single or double strands and distinctive with 
gleaming gold-plated pendants caught in the center. The 
pendants are tremulous flower-drops, tailored bow-knots, 
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The SUTER DUAMATIC 

is the perfect watch for 
men who need perfect 
timing. SUTER’S automatic 
precision regulator 


facilitates finer 





second adjustments ... 





__ its complete rotary and 
friction-free winding 
















provides 30°/, more vf 
| Lg A Mane 2. J 
~ winding power! ee 









So for superior self-winding 
action ... for split-second 


precision timing... 
. for the watch that 








_ everyone wants... 
see the SUTER DUAMATIC! 






EXCLUSIVELY DISTRIBUTED BY: 
















MOORE-DeGRAZIER Co. THOS. B. WILSON & Co. ALBERT F. LONG Co. 
Dallas, Tex. Minneapolis 3, Minn. Denver 2, Colo. 
WOODSTOCK-HOEFER WATCH & JEWELLERY Co. NAEF WATCH 
New York 


Kansas City, Mo. 
SWit 
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book lockets, and colored stone lockets. Some have match- 
ing two-strand pearl bracelets, others have _barrettes 
matching the center ornament. The lockets also come 
with a chain. Speidel is making a strong bow to fashion 
with their little “Starlet”? model who appears on tele- 
vision in the Paul-Winchell-Jerry Mahoney show. (A 
Starlet flower-drop pendant on pearls and with leaf 
barrettes is illustrated on the little model wearing puffed- 
skirt party dress. ) 

Ben Berchman and Co., Inc., has the largest and most 
complete line of tot to teen jewelry I’ve seen! The designs 
are highly imaginative, artistic, and with a wealth of 
smart styling. It is inexpensive jewelry but maintains a 
consistent high standard of craftsmanship. There are 
complete ensemble sets, pins, charms, fobs, bracelets, 
barettes, and all the things that are worn in the grown-up 
jewelry world. Among the charm bracelets for tots are 
captivating story-book characters—a series in gay, 
enamelled colors telling such stories as, Pied Piper, Alice 
In Wonderland, Little Bo-Peep, etc. For older girls there 
are handsome Heraldics featuring double chains in both 
necklaces and bracelets; striking disc charms, hand- 
painted in bright red or green on gold plate; dainty 
bracelets in cloisonee; genuine coral flowers blushing 
sweetly in complete jewelry ensembles; and green four- 
leaf clovers vivid against gold-colored mesh. Pins are 
matched to charms: or fobs, pins are matched to bracelets 
and barrettes, and there are many other unusual ensemble 
combinations! (A Berchman clover mesh pin is illus- 
trated on collar of princess frock—pearl bracelet with 
perfume charm on teen-age formal.) 





HIGH FASHION FOR HOLIDAY ACCESSORIES 


The holiday fashion picture for the accessory market 
is jewel-sparkled and strewn with beauty! It dramatizes 
the “ladylike look” of fashion with smart creations that 
should help you to sell a plus number of all accessory 
vift items. 

In the topmost brackets, where prestige houses such as 
Louis Tamis & Sons, and Gutenstein Brothers, work with 
karat gold and decorate with genuine jewels, there is 
elegance beyond compare! There is a strong trend 
toward square or rectangular shapes with slim, slim 
lines that fit smoothly into hand or handbag. Many of 
the engine-turned designs are highly sophisticated in their 
golden simplicity, patterns of restrained beauty. In 
others, the gleam of gold is flashed with diamonds or the 
radiance of sapphires or rubies, or with brilliant multi- 
jewel combinations. Matching accessories are available 
in cigarette cases, pill boxes, lipsticks and perfume bottles. 
(Gutenstein jewel-set rectangular compact is shown center 
right of Xmas bough. Louis Tamis large square compact, 
wafer-slim, is shown left center. ) 

Elgin-American, always a leader in style trends, is intro- 
ducing several new features this season. They are showing 
compacts with elaborate ombréed arrangements of colored 
stones—pink centers shaded to deep garnet; pale blue 
into deepest sapphire; and light green into deep emerald. 
They have many lovely mother-of-pearl designs, strikingly 
enhanced with clusters of colored stones, and in an 
Oriental motif, sleek black enamel cases slashed with 
glittering gold. All of the compacts have matching lip. 
sticks, and many complete ensembles with cigarette cases, 
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of Service to 
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Extensive selections of Rubies, Star 
Sapphires, Star Sapphires, 
Emeralds and Catseyes . . . loose or 
in Platinum Diamond mountings of 


exclusive design. 


610 FIFTH AVE., Rockefeller Center, New York 








Inquiries for 
Special Orders 


are invited 
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| ANGELUS FRANCHISES. 


| Are Available in Some Cities 










| Jewelers qualified to handle the foremost line of fine 
d | clocks in the world are invited to write to us now. 
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“The Descodate” 


: 8 day, fifteen jewels, Automatic Calendar, 
E easily readable at distance. Retails at 
$96.00 F.T.I. 


The “@lobetimer” 


8 day, fifteen jewels, Barometer, Ther- 
mometer, Hygrometer and Compass. 


Retails at $186.50 F.T.lI. 











| There are over 150 Angelus models for home, office and travel, retailing from 
: $37.50 up—all eight day—fifteen jewels. Features include automatic calendar, 
barometer, thermometer, hygrometer, alarm and many others. 
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in Fine Clocks 
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30 Rockefeller Plaza 
New York 20, N. Y. 














graphs. Send your order to us direct. 


IMPORTANT NOTICE 


We carry a complete stock of material for all Angelus Clocks and chrono- 
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Joule 


IS A BIG SELLER IN OUR STORE 


“Such rich finery as featured in 
this ad is the reason our Jade 
sales are rising steadily. 


“Through Art-Craft’s complete 
Jade selection, we are selling a 
generous volume of Jade 
jewelry, both over the counter 
and through mail-order. 


“This season we expect to reach 


a : 
an all time high in Jade sales. Wm. P. Kendrick, Pres. 
IKxendrick Jewelers Ine. 
Louisville, Kentucky 










5205 
A unique Jade and 
Diamond - stone 

Broach, elegantly hand 
set in Platinum. 
$700. 












3118 
Fine Imperial Jade drops 
in 14K Gold mounting. 
$150. 


J15-15 

14K Gold Jade Pendant and 
Chain enhanced by genuine 
seed pearls in a_ Iuxurious 
Gold setting. 

$90. 


ALL PRICES KEYSTONE 


ART-CRAFT JEWELRY CO. 


America's leading Manufacturer of Jade Jewelry 


| W. 47th Street, New York 19, N. Y. 
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pill boxes, etc. Very new, are compacts wita matching 
ensembles of necklaces and earrings. (An Elgin-American 
ombréed compact and lipstick is shown at extreme left 
of Xmas bough. ) 

Wadsworth Watch Case Co. has three new notes in 
styling in their compacts for Christmas giving, and all of 
them predominant with gayety and glamour. Three impor. 
tant style notes are a French motif, expressed in satiny 
black enamel decorated with vari-colored lover’s knots; 
the renewed popularity of the Victorian era, symbolized 
in a silver-plated compact named, “Darling Clementine” 
and showing a high-buttoned shoe; and high style cases 
glittered with bright colored stones. This house is also 
featuring three new shapes—a slim, elongated pocketbook 
shape; new and smaller square compacts; and the high- 
light of their line, “triplette” which is a three-way-useful 
compact containing lipstick, powder and built-in pill box. 
This comes in a choice of sixteen case designs ranging 
from practical to elegant. (Wadsworth gold tone com- 
pact with baguette-cut simulated emerald shown at 
extreme right of Xmas bough.) 





New ‘Contour’ Pin 





Glamorous "Contour Pin" by Mazer Brothers is flexibly designed to 

curve dramatically at the waistline above bouffant skirts or give 

sparkling outline to season's new neckline as shown here by Faye 

Emerson, well known television star. These come in a fluid tapered 

flow of color — ruby, emerald. or sapphire colored stones or all 
rhinestones, with earrings to match. 


—————————, 





A Denver jeweler helps his customers to plan their 
parties. A bulletin board in the store’s giftware and silver- 
ware department contains many party-planning hints. 
The customers participate by submitting their own sug- 
gestions for making parties more entertaining. The store 
pays 50 cents for every hint a customer submits and the 
“hint of the week” wins one dollar. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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increased accuracy = increased sellability 





INCASTAR — years of service in over 7 : 
: , - INCASTAR DEMONSTRATOR—3"2 Actual working replica of Incabloc 
90 countries, and thousands of Official model of unit employed in A bi 
ssem 
Rating Certificates, have established Ernest Borel watches. d 











the INCASTAR Regulator as one of the 
greatest advances in Watch Design 
for the past 20 years. The steadily 
increasing sales of ERNEST BOREL 
watches equipped with INCASTAR 


prove the enthusiasm with which the 











INCASTAR UNIT — with regulating 


consumer is receiving it. Write for complete details today! wheel ead celles 











To help you demonstrate this new . 
device, a machined working-model 
(enlarged 50 times) of the INCASTAR 
regulator, and the INCABLOC shock- 
protecting mechanism is available to 
every ERNEST BOREL distributor at no 


charge. Experience with other jewelers 
has proven your customers, too, will 
ask for ERNEST BOREL watches once 


they understand these two great fea- SINCE 1859 


Ernest Borel Incastar watch pictured above features Super-finished 17- 
Jewel AS 1194 movement, in water-resistant case. #1126 in Stainless 
Steel retails at $42.50 fti. #1137 in 10K gold-filled, steel back retails 
at $55.00 fti. 





tures, and see them in action in this 





impressive large-scale model. 





A few popular men’s water-resistant models: 1133 Incastar, Sweep Second, Stainless Steel $45 . . . 1177 Selfwinding, Incastar, 
Sweep Second, Stainless Steel $59.50... 1180 Selfwinding, Incastar, Sweep Second, 14K Gold Filled $67.50... Chronometers: 
1140 Incastar, Sweep Second, Stainless Steel $85.00...1141 Incastar, Sweep Second, 14K Gold $190.00... Ladies’ models: 
617 Incastar, 14K Gold Filled $52.50... 618 Incastar, 14K Solid Geld $59.50. 


Exclusive U. S. Distributors JULES BOREL & COMPANY 1015 Walnut, Kansas City 6E, Mo. 
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Mrs. America’s Silverware 
(From page 91) 


A third in all economic and age groups bought sterling 
by place settings. 

Let’s look at these figures on place seitings in relation 
to those in our 1940 survey. In the higher economic 


PLAN OF ACQUIRING 
SILVER FLATWARE SETS 


50% of STERLING Owners Bought a “complete” set 
83% of PLATED Owners bought a “complete” set 








The highest percentage of those who bought sterling by place- 
settings is found in lowest income group C—41 %—compared 
to 31. in group B and 29. in group A. 

33% in All Economic Groups Bought 


STERLING BY "PLACE SETTINGS" 


The increased use of place setting plan during past 10, 
years was conspicuous among all economic groups. 


. 1950 1940 
= Fh 
— § 
— 15 





Chart No. 17 


Group A, in which our present survey shows 29% of the 


sterling owners acquired it by place settings; in 1940 
only 3% acquired theirs by place settings. In 1940 only 
5% of the middle income group acquired sterling by 
place settings; in 1950 the figure was 31%. The increase 
in the lower income group was from 15% in 1940 to 
41% in 1950. See chart No. 17. 

The acquisition of both sterling and plate “little-by- 
little,” was highest within the lowest income group, was 
rather important in both sterling and plate. 

How did Mrs. America pay for her silver? This ques- 
tion was asked only of those housewives who said they 
bought a set complete at one time. The survey figures 
show that Mrs. America has paid cash for the bulk of 
the sterling and plated flatware she bought. This despite 
the liberal terms offered by many jewelers and the various 
credit plans offered by house-to-house salesmen. Of the 
1245 who said they bought a complete set of flatware at 
one time, those who answered the question 71% (771) 
said they paid cash. 

The number of families using credit in the purchases 
of their silver flatware was about evenly divided among 
the 30-day charge, three months’ installment, and over 
three months’ installment, or roughly 10 per cent for each. 

Three-quarters of the sets of silver flatware were pur- 
chased from jewelry stores and department stores. House- 
to-house ranked a poor third, accounting for only 6 per 
cent of the sales. 

In sterling sales, jewelry stores were first, accounting 
for 42 per cent of the sales. Department stores were 
second with 37 per cent; house-to-house was third with 
11 per cent. No other source rated over 2 per cent of 











DIAMOND 


SALESMAN 


TOP-FLIGHT DIAMOND HOUSE—LONG ESTABLISHED— 
REQUIRES SERVICES OF 


MID-WESTERN and SOUTHERN 
REPRESENTATIVE 


MUST HAVE FOLLOWING WITH FINE STORES 


To This Man an Excellent Opportunity Pre- 
sents Itself. Outline Details Fully — or They 
May Be Submitted by Your Attorney. 


Box No. “B., 2340” 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 
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HERITAGE 
$13.95 


Vas 


RHODIUM 
ai 


ae SELLAS:R [7 
wangocs RMI LIGHTERS coeouc ce 
Pee TO BUSINESS FIRMS 
FOR BUSINESS GIFTS 


Practically every business firm of any consequence in the United States 

gives Christmas gifts to their customers—to their employees, their suppliers, 

etc. You should explore the possibilities of selling large quantities of 

A-S-+R Ascot Lighters to business firms in your vicinity. The leading depart- 
ment stores encourage this type of business. There 
are any number of retail jewelry stores that are do- 
ing a tremendous volume of plus business each year 
by soliciting the factories and business firms in their 
| town. You're missing something if you don't get in 
EATHER MIDGET . on this profitable—very profitable—volume of busi- 
: Ailes ness. Get busy on it right away. This idea can mean 
‘ ) thousands of dollars of extra profit in your pocket. 





LIGHTER DIVISION, AeS*eR CORPORATION 
BROOKLYN I, NEW YORK 


VOGUE 
$12.50 


HERITAGE SET 
Oe 





ALL PRICES SHOWN if =s PAGODA “SET 
ARE AT RETAIL = , | $17.50 








. FIRE 4 
St. Paul Fire and Jo a, 
Marine Insurance ¢ 4-®72) 


ee ee ee AE SS 


Insurance Company 


Of course, you have no way of knowing, 
he comes uninvited and unannounced, and 
his visit can be disastrous for you. 


You can be prepared for such losses with 
the most inclusive protection available to 
you—a St. Paul Companies’ JEWELERS’ 
BLOCK POLICY—the most ingenious 
““~burglar-proof”’ protection ever devised. 


The St. Paul Companies have pioneered 
this broader coverage which gives you 
greater security and peace of mind. 


Now you can eliminate the necessity of 
several policies for limited amounts. Let 
ONE St. Paul Companies’ JEWELERS’ 
BLOCK POLICY take care of everything 
for you. 


SEE YOUR ST. PAUL AGENT OR BROKER 






Company § 
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the mentions on where owners acquired sterling. 

The lower income group reported using department 
stores most in acquiring their sterling and plated while 
the upper and middle income groups bought their sterling 
in jewelry stores. 

House-to-house sales of both sterling and plated flat. 
ware were more frequent among the lower income group 
than any other group. 

What were the most significant factors influencing Mrs, 
America to purchase her silver flatware from a particular 
outlet? In this survey she was asked to check among 
eight stated reasons. Refer to Chart No. 21 below. 

The store’s reputation or goodwill appeared to be the 
most important factor influencing silver flatware pur. 
chaser’s choice of outlet. This was the most important 
single reason given by the combined income groups. 


THE STORE'S REPUTATION 
OR GOOD WILL WAS MENTIONED 
BY 267% AS THE PRIME REASON 
FOR SELECTING THE STORE 





23% CLAIMED NO RECOLLECTION OF ANY PAR- 
TICULAR REASON FOR SELECTING THE STORE. 





This was more conspicuous among 
the lowest income group—and in 


the case of plated ware purchases. 





NO OTHER REASON RATED OVER 10% 
“Better Selection" and "Others Personal Advice” 


EXCEPT — “PRICE CONCESSION” 
WHICH WAS MENTIONED BY 13% AS THE PRIME 
REASON IN SELECTING SOURCE OF SUPPLY. 

Chart No. 21 


Although there are many diverse reasons for selecting 
an outlet, many silver flatware purchasers (roughly 23% 
of them) apparently failed to recall any particular reason 
for purchasing from a given source. After “store's 
reputation” the next largest group, composing more than 
20% of those who answered this question, said they 
had no apparent reason for purchasing their silver flat- 
ware from the outlet selected. In the lower income group 
this “lack of reason” drew a higher percentage than any 
single “reason”—26.6%. Those offering no particular 
reason were more conspicuous among plated; this no 
doubt because of the great volume of cheaper grades of 
silverware which are bought strictly on a utilitarian basis. 

Price concession was the second most significant (posi- 
tive) factor influencing the purchaser’s choice of outlet. 
Not only was a reduction of price third (or second, if 
“no reason’’ answers are ignored) in importance for each 
income group, but there was very little variation among 
the groups. 

Slightly more than 10% of the replies in each income 
group said that better selection influenced their choice of 
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EASTERN —iCODEPT. 
75 Maiden Lane 
New York 38, N. Y. 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 


PACIFIC DEPT. 


outlet. About the same number indicated that the per- — 

sonal advice of others motivated their choice. ’ 
Most purchasers, approximately 80%, paid the regular 

price in the purchase of their silver flatware. One-fifth, 


Mills Building 
San Francisco 6 
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however, were granted a discount by the retailer from the 
regular price when the silver flatware was not on special 
sale. The prevalence of price concessions did not vary 
between sterling and plated nor among the higher, middle, 
and lower income groups. 

While the largest percentage receiving a price con- 
cession on sterling flatware was found in the low income 
group, the largest percentage receiving a price concession 
on plated flatware was found in the high income group. 

This then concludes the study of the data collected and 
compiled by Fenn College in Cleveland, Ohio, and pre- 
sented with a view to its merchandising value by 
JEWELERS’ CIRCULAR-KEYSTONE. 

It is offered with the conviction that the material 
assembled by the 35 student interviewers, tabulated by 
three Fenn College professors, and tabulated by the JC-K 
editorial department, indicates definite trends in Mrs. 
America’s tableware attitude that deserves consideration 
by anyone interested in the designing, manufacture, mer- 
chandising or selling of table flatware. 





Movie Night Promotes Camera 
Department 


Bromberg & Co., Birmingham, Ala., jewelers, has a 
large, modern camera section on their main floor, opposite 
the silver department. In recognition of the growing 
popularity of color photography, they inaugurated Color 
Photo Night, held each Tuesday at one of the local motion 
picture theaters. 


Color fans could submit as many 2 x 2 color trans- 
parencies as they wished. It was not necessary for the 
film to have been bought at Bromberg’s. Of the films 
submitted, the 22 best were selected for projection. 

The selected films, enlarged 22,000 times are shown on 
the screen, in a 15-minute program, with musical score 
and comment by the organist. All of the films shown 
receive as a prize a 5x7 enlargement of same, and also 
two tickets to the theater. All winners are advised in 
advance the night their film will be shown, and as they 
spread the news to all their friends, there is always a 
goodly crowd of photo fans on hand. 

Another plan that has aroused much interest is a 
mystery slide contest, run on color photo night. By using 
extension tubes, a number of extreme closeups were made 
in which everyday objects were made to look like some- 
thing else. Each week one of these slides is shown on 
the screen for ten seconds. People in the audience make a 
guess as to what the object is, and send it in by card to 
Brombergs, the one giving the correct answer is the 
winner. The prize is a $10 merchandise certificate, good 
for payment toward anything in stock. 


Half a dozen ads, all headed “Color Photo Night” were 
used to keep up attention in the color show. The plan 
greatly increased the sale of color film, since the fans 
had to go twice to the photo department, first to bring 
in the films, and second to collect it, and usually pur- 
chase more film on at least one of these visits. It brought 
a number of new customers also, since many who had 
seen the films at the theater became interested, and deter- 
mined to try their hand at color photography. 
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‘Take quality merchandise, blend with courteous 
service and an attractive store, then add a 
dash of the exclusive.” 


For the exclusive ingredient in your merchandising 
make sure of success by featuring the aristocratic 
distinction of the Herschede Chiming Floor Clock. 


In your store, as in the homes you furnish 
with these clocks, there will be an air of elegance, an 
impression of superb taste, created by the mellow 
tones of authentic chime melodies, by the beauty 
of great styling and meticulous craftsmanship. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 
THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
Chicago Showroom: 1422 Merchandise Mart 
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(illustrated) 
presents the elegonce 
of Georgian styling. 


Honduras Mahogany 
case with satinwood 
trimming is 78” high. 


Either Westminster or 
Westminster, 
Canterbury and 
Whittington Chimes. 


Write for catalog 
showing all 
distinguished 
models. 





Cathedral Chimes 
on Tubular Bells 
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TIME is the Essence 
of Plant Efficiency 


RACINE 


has offered the best in 
Timers and Chronographs 
for 3 generations 








Write for the Latest RACINE 
CATALOG Just Off Press 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


*& GUINAND and GALLET TIMERS 
& GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Jewelry Store Ballet 


An all-time record number of store visitors was hung up 
by Gabriel’s Mobile, Alabama, jewelry store, when hun. 
dreds crowded the sidewalk in front to watch a pair of 
juvenile ballet dancers pirouette through the store. The 
dancers, 18 and 11 years old, were on loan from a local 
dance studio and “on duty” for one week in the store. 

This highly unusual promotion was staged in conjunc. 
tion with the motion picture showing of “Red Shoes” jn 
Mobile. Each day while the movie was playing at a 





Young ballet dancers from a local studio performing in 
windows of Gabriel store attracted crowds of onlookers at 
every performance. 


nearby theater, recorded ballet music was played at high 
volume through the store, and was audible on the side- 
walk by means of an extension speaker. The girls went 
through a routine of ballet dances between short rest 
periods, and kept the Gabriel store jammed during the 
entire promotion. Most of the dances were performed in 
the gift shop annex to the left of the store, where a 12-foot 
window permitted maximum visibility from the sidewalk. 

Inasmuch as the store is located in the lobby of the 
famous old Battle Hotel in the southern Alabama city, 
Gabriel’s extended the “performance” by arranging for 
the dancers to dance around a huge marble fountain, in 
the center of the lobby, under the dome. Music was like- 
wise piped into the hotel lobby for this phase of the 
performance, and the store was credited with presenting 
the eye-appealing dancers. 

While there was no direct sales “angle” involved in the 
presentation, the store enjoyed a sharp increase in traflic, 
and got an opportunity to acquaint many more Mobilians 
with its stock. 


Unique Tie-In Is Profitable All Around 


Lee Jewelers of Englewood, Colo., have a unique 
tie-in with a local bank. Each week the bank puts on dis- 
play a sample from the world of jewelry—a wrist-watch, 
a brooch, etc. Copy accompanying the exhibit suggests 
that anyone interested in owning any of the fine jewelry 
stocked by Lee Jewelers would do well to save the money 
for it in a savings account at the bank. 

In addition, the bank offers up to $250 credit for a pur- 
chase from Lee Jewelers to any applicant with a satisfac- 
tory credit rating. This permits Lee’s to conduct their 
credit business without the nuisance of having to attend 
to banking details of collections and bookkeeping. 
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Diamonds U. S. A. 


(From page 92) 


The biggest diamond you can wear today is no bigger 
than a quarter-inch of matchstick! But this means “big” 
in a style sense, and hundreds of the tiny, straight-sided 
stones, fitted together without a breath between them, are 
needed to give the new solid-diamond surface which is 
the latest look in precious jewelry. 

The diamonds no bigger than matchsticks are familiar 
under the name “baguette.” Formerly cut in Paris and 
Amsterdam from the splinters resulting when diamonds 
are cleaved, baguettes virtually disappeared during the 
recent war. Now the demand is so great that entire 
cutting shops in New York are producing this one shape. 
They come in so many dimensions, however, that the 
newest practice is to cut them to order to fit the design 
in the jewelry. Then, secured by no more than end-prongs, 
the stones are laid together in one sparkling sheet. 

This takes full advantage of the diamond’s most char- 
acteristic quality. Being the hardest substance known to 
man, it can be polished to a surface luster that nothing 
else can equal. That luster is the keynote of the new 


jewelry. 


NEW COLLET NECKBANDS 

In jewelry forms, the new neckband called a collet was 
shown by several exhibitors. One matched set of collet 
and bracelet contained over 200 baguettes set as smooth 
as light-rays. Yet because of ingenuous meshing of the 


metal underneath, the diamond strands were fluid to the 
touch as well as to the eye. 

Another necklace called “the world’s most fabulous 
ball fringe” presented huge round diamonds suspended 
from a braid-effect of baguettes, said to be worth thou- 
sands of dollars per inch! 

The nipped-in look of the fashionable waistline has 
gotten around to clips and brooches. Sheaves and sprays 
of flowers are “tied” around the middle with ribbons of 
diamonds. Shower clips are longer than ever, sometimes 
four or five inches, with multiple pendants or “trailers” 
of baguettes tipped with pear or marquise diamonds. 
These showers of stones often sway to one side like a 
wind-blown fountain. 


PROUD TO WEAR "SIZE 40" 

Every model in “DIAMONDS U. S. A.” wore an en- 
gagement ring, and some of the largest fine-quality gems 
in the American market appeared at this show. The sizes 
mounted as high as 40 carats! The right-hand rings, in 
the novelty range, were almost as big in over-all dimen- 
sions, one being called the nutmeg. 

Michel of Helena Rubinstein created a hairdo of 
Directoire inspiration for each model. These coiffures 
were particularly lovely with the slender pendant earrings 
and the new crescent coronet, which is smaller than a 
tiara. 


EXHIBITING JEWELERS 
The jewelers exhibiting in “DIAMONDS U. S. A.,” 
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Trade Mark Registered in 
United States and Canada 


Te a discriminating and quality-conscious clientele 
such as yours this richly plain 14 Kt. gold link 


bracelet will especially appeal. 


distinctive Church styling is also available. 


A matching choker featuring the same | | 
A newspaper mat reproducing this 
advertisement is available to our customers 

CO M P A N VY _ ses memsce 
MANUFACTURING JEWELERS 
Pane OO 
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2 Garden Street 
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their models and the gowns were as follows: 


BOSTON 


Thomas Long Company. Mildred Almeida, “Miss 
Massachusetts” of 1951. Gown of petal pink tulle from 
Bonwit Teller, Boston. 


CHICAGO 


C. D. Peacock. Fran Mathews, model for famous illus- 
trators in Chicago and New York. Gown of peacock blue 
silk faille, a Ben Reig design at Marshall Field & Com- 
pany, Chicago. 


DALLAS 


Linz Bros. Norma Lands, jewelry designer for the 
firm she represented. Gown of royal blue satin, also 
designed by herself. 


DETROIT 


W right, Kay & Co. Ann Crowley, star of the Broadway 
musical hit, “Seventeen,” in a dance frock of watermelon 
pink nylon net from her own wardrobe. 


LOS ANGELES 


B. D. Howes and Son. Diana Lynn, motion picture star 
and concert pianist. 


NEW ORLEANS 
Coleman E. Adler & Sons. Doris Berthelot, New Orleans 


fashion co-ordinator and television artist. Gown of dusty 
pink tulle and lace, a Nanty Original at Gus Mayer, New 
Orleans. 


NEW YORK CITY 

Black, Starr & Gorham. Mrs. Emlen Etting, the former 
Gloria Braggiotti, international fashion authority. Gown 
created expressly for her by Princess Lola Giovanelli at 
La Boutique, Rome, Italy. 

Cartier. Mona McHenry, exotic New York fashion 
model, in gown of banana-colored satin at Hattie 
Carnegie, New York. 

Van Cleef & Arpels. Mary Sinclair, noted beauty raised 
to stardom by television. Gown of green satin by 


Schiaparelli. 
Harry Winston. Roxanne, famous cover girl, model 


and television artist. Gown by Charles James. 


PHILADELPHIA 


J. E. Caldwell & Company. Peggy Wright, prominent 
fashion model of Philadelphia society. Gown of flame 
Chantilly lace and nylon net from Nan Duskin, Phila- 


delphia. 
SAN FRANCISCO 


Shreve and Company. Linn Biron, prominent model 
of San Francisco and New York. Gown of flame chiffon 
by Joseph Whitehead for Elfreda-Fox at I. Magnin, San 


Francisco. 
WASHINGTON 
Grape & Co. Margaret Thors, daughter of His Excel- 


lency the Minister from Iceland and Mrs. Thors. Gown 
of ice-blue taffeta by Castillo of Nanty, at De Pinna, 


New York. 





















OR TWO SALESMEN 





EXCEPTIONAL OPPORTUNITY 


— ‘ 





@ If you are an aggressive, experienced wholesale jewelry salesman— 


@ If you have a following among independent jewelry stores in either of these 
territories: 





INDIANA and ILLINOIS 
or 
VIRGINIA and NORTH and SOUTH CAROLINA 


in a top-flight company of long standing (established 1878) - - - 

@ Please send in confidence, complete resume of experience, qualifications, and 
references. 

@ If you are the right man, you will sell a franchised, trademarked line that 
includes: Loyalty registered, insured, guaranteed perfect diamonds; FAITH 


guaranteed diamonds and jewelry; nationally advertised FAITH unconditionally 
guaranteed watches, plus most of the major nationally advertised brands of 


jewelry. 


Julian G. Schwab, Pres. 
A. G. SCHWAB & SONS, INC. 


Address: 


@ If you are interested in becoming a permanent member of a top-notch sales team | 





Duttenhofer Bldg., Cincinnati 2, Ohio - 
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Directory Builds Business for Retail Area 


When 160 members of the Broadway Business Asso- 
ciation, Rockford, Ill. (population 92,000), were faced 
with the problem of how to secure more business for that 
area, they came up with a seasonal, two-color directory, 
calendar and sales promotion brochure which had a sur- 
prisingly favorable response. 

Two of the sponsors were jewelers—Anthony & John- 
son and Carl E. Lindquist. 

Because the Broadway area is located at the south part 
of this growing industrial city, the merchants felt that a 
directory and map were essential to show people where 








ROCKFORD is GOING BROADWAY for CHRISTMAS! 
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YES, Rockford is Going Broadway for Christmas! 











the area was located and how many various types of 
stores were in business in that district, by classification. 

About 10,000 of these folders were mailed out tos 
selected people surrounding the Broadway area. The $400 
cost was paid by the association treasury out of annual 
dues paid by the 160 members. 

Business was stimulated almost immediately by this 
fine brochure. Some customers walked into various 
stores, carrying it. Some told merchants they did not 
know there was such an extensive retail area in this 
locality, and they were glad they would not have to drive 
several miles farther downtown to fill their merchandise 
needs. 

Merchants in this area are so pleased with this brochure 
that they are planning other seasonal mailings as well as 
another directory and calendar. They feel that this is an 
inexpensive and attractive sales promotion which they 
have needed for a long time. 








Public Service Is Good Business 


People in Denver, Colo., just as people anywhere else, 
lose wallets, billfolds, watches and rings. Kortz Jewelry 
Company, of that city, invites these misfortunates to give 
them all the pertinent information and, every Friday, 
Kortz runs a special newspaper ad listing the lost articles, 
where lost, etc. There is no charge for this public ser- 
vice. Kortz’ only tie-in is a line in the special ad which 
reminds readers that Kortz can very often duplicate lost 
jewelry pieces at low cost. 
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4 CULTURED 
PEARLS 


e NECKLACES 


e MATCHED 
PEARLS FOR 
EARRINGS 


@ LOOSE 
PEARLS 


Memo selections sent 
on approval. 


Your best value in any price category! 


FERRANTE-RIVIECCIO Co. 


542 FIFTH AVENUE, NEw YORK 19, N.Y. 
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PAST MASTER'S RING 











#1714-1 $67. Keystone 


This handsome 14 K. yellow gold ring with 
raised white gold emblems and matted side 
panels is a symbol of service and an excellent 
example of our craftsmanship. Consult us 
for any Past Officers’ rings, pins, or charms. 


WEFFERLING BERRY & Go. 


8 ROSEST. NEWARK8,N. J. 


I ee ee MEMBER 


AMERICAN 
GEM 
SOCIETY 
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Use Your Windows 


(From page 94) 


stimulate interest in seeing it. And the place the ladies 
will look for it is in the windows of their local jewelers! 

The importance of display tie-ins in the retail store jn 
a pattern promotion such as this is evidenced by the fact 
that the manufacturer in this case is conducting a window 
display contest with a luscious list of prizes to be awarded, 
Even without this added incentive, any jeweler who car. 
ries this pattern should be eager to snag a share of such 
valuable advertising and promotion for his own store by 
tying his windows in with it. If he does not, he is simply 
rejecting a piece of tastily-iced cake which the manufac. 
turer is offering him. 


To indicate the variety of possibilities in tying in | 


with such a promotion as this, four displays are sketched 
suggesting four quite different types of windows which 
a jeweler might use. 


BRIDAL THEME GOOD THROUGHOUT YEAR 
In promoting silverware, the bridal theme is appro- 


priate at any time of year. In the first sketch, a lace | 





Teer 














bridal veil has been draped across the window from a | 
loop of orange blossoms tacked to the window back. | 
ground. A framed photograph of a bride is placed to the | 
right with a bridal bouquet. The chest of silver flatware | 
and other pieces of silver are arranged on and around the | 


gracefully draped veil. Often it is possible to borrow a 
lovely wedding veil either from a private owner or from 
a bridal shop. Bouquet and orange blossom cluster could 
be artificial, but if so should be of excellent quality in 
keeping with the richness of the lace and the silver. 

In the second sketch, a painting or print is suggested, 
hung against the background with a drapery of fabric 
extending from the picture forward into the window, 
forming a background for a silverware chest and other 
pieces of silver. A flower arrangement is placed to the 
left. In this case, a reproduction of a classic Florentine 
painting might be used or a portrait of an elegant lady 
bedecked with lace. Appropriate subjects can generally 


+ ARRIRRRN R 


be found for almost any type of promotion and inexpen- | 


sive reproduction prints are available of many fine 
paintings. 

Sometimes an original painting or etching can be bor- 
rowed from a collector or dealer. In any promotion with 
an historical connection such as this one, it would be a 


good idea to enlist the help of a local art museum or | 
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library in suggesting suitable material. In using prints | 
or paintings in a window display, repetition in the window | 
setting of the colors, textures and possibly actual objects | 


in the picture will give the display the unity needed to 
make it effective. The fabric drapery in this case should 
repeat a color in the picture. The flower arrangement 
might be an approximation of a flower arrangement in 
the painting. 

Whenever a promotion has been featured editorially in 
any of the magazines, there will be an idea for a window 
which will have added authority because of the magazine 
tie-up. In the third sketch, it is.assumed that a table set- 
ting showing the new silver pattern has been featured in 
a current magazine. The table is reproduced in the 
window as closely as linens, flowers and china available 
will permit. Or if a close approximation is not possible, 
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an entirely different table setting could be shown as a 
contrast to the one photographed in the magazine. In 
either case, copies of the magazine, both open and closed, 
should be shown in the window foreground. Depending 
on the editorial feature, any number of other types of 
tie-ups can be devised. Any woman who has seen and 
been at all interested in the magazine article will be inter- 
ested in your display featuring it. 

The fourth window suggestion does not feature the 
silver pattern at all, but adds strength to the campaign by 
tieing it up with other merchandise. The lace motif in 
jewelry is featured here. A display neck form is draped 
with a ruffle of lace. A corsage, gloves and a fan (prefer- 
ably a lace fan) are grouped with the neck form to 
emphasize the costume idea. Jewelry pieces are arranged 
on a dark velvet-covered disc and in boxes. Lengths of 
lace are draped in graceful folds either against the window 
background or close to the plate glass. 





Simple Innovations Boost Repair 
Department Volume 


Introduction of a few simple innovations in watchband 
merchandising has increased sales at the watch repair 
department of the Denver Jewelry Company, Denver, 
Colorado. 

One of the most outstanding features of the new depart- 
ment is the huge “shadowbox” watch-stock unit on the 
wall behind the department. This, 5 feet long‘ by 34% 
feet high, is a shallow case, constructed of bleached 
walnut, with hook space for displaying 230 watches in 
its 6-inch-deep face. In designing the display unit, the 
company provided it with a sliding cover of the old- 
fashioned roll-desk type, which rolls up out of the way 
during the day, but protects watches hung on the panel, 
when pulled down and locked at closing time. “It is sur- 
prising what an effect this has created upon watch repair 
customers,” Carl S. Keller, head of the department, said. 
“A lot of people still feel some trepidation at leaving a 
valued watch with the store, but seeing it locked away, 
and protected, establishes confidence.” 

They have also found it advantageous to display among 
the watchbands in their separate display case a series of 
popular, standard watches, mounted with the same bands 
which are displayed in the case. From 6 to 8 watches, 
spotted here and there among the bands tell volumes 
more about what a new band can do for the appearance 
of a standard watchcase than mere description. 

Another selling angle which Keller has found consis- 
tently effective, is to point out a new style of watchband 
to the watch-repair customers, and ask whether he has a 
wife, sister, female relative or friend, who has a particular 
type of watch, naming several common, well-known 
brands. The new variety of watchband, designed for use 
with these watches, is then pointed out with the sugges- 
tion that a new band makes a pleasantly surprising gift, 
at odd periods during the year. Many men who normally 
would wait for birthdays or anniversaries to make such 
purchases, and then pay little attention to the watchband 
as a possibility, are pleased with the suggestion, and 
respond by making a purchase. 

Through consistent promotion of better-priced brands, 
and well-spaced, dignified display in the watchband case, 
Denver Jewelry Company has consistently sold watch- 
bands in the $10 and up bracket. 
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The PILGRIM, 80” high, 
with Westminster Chimes. 
Retails for $470, plus tox. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 








Selections Sent on Approval 


665 Fifth Ave. |New York 22,N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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WIN WITH FOOTBALL CHARMS 
by Disher 


You can be the big winner in the midwinter athletic banquet 


season by selling charms to the many champion teams. 
Build for permanent leadership in this field with Fisher 
quality, in Sterling, Gold-Filled, Rolled Gold Plate, and 
Solfo) Melo} (o Pm Gh) @tolilo MELO ME NivZoh CM iilgeltiel Maite) tie] 1a 


J. M. FISHER COMPANY, Attleboro, Mass. 





Gemology 


(From page 112) 


ciples and purposes of cutting logically lead to the old. 
mine cut brilliant, and beginning with 1900, the slow 
development of the modern brilliant. Old-mine cut bril- 
liants (Fig. 1), tend to be slightly oval in outline and are 
usually too high in the crown and too deep, or too shallow 


Fig. 1. Top view of an 
Old Mine cut brilliant. 


in the bottom of the stone, the pavilion. They always 
have a large culet. 

The well-cut modern brilliant (Fig. 2) is completely 
round, perfectly symmetrical and will have only a minute 
culet. Sometimes a very badly cut stone can be less fiery 
than the best of the old-miners. Some cutters today cut 


eOg 


Fig. 2. Three views of a modern brilliant cut. 


for maximum spread or weight, at the expense of bril- 
liance and fire. The “American cut” brilliant is one 
designed to give maximum fire and brilliance. The girdle 
should be narrow without being a knife-edge and in large 
stones, and recently in smaller sizes too, it may be facetted 
or polished. 

Next in popularity, and tops in popularity among large 
stones, is the emerald-cut stone. This rectangular stone 
has the same number of facets as the brilliant, 58, but in 
the larger sizes it is often preferred to the round brilliant. 
Modern fashion seems to prefer the square-cut stone. 
There is also a secondary advantage in the fact that the 
recovery from the rough is higher in emerald-cut stones, 
giving more finished weight from the rough. Dimensions 
of emerald-cut stones vary greatly, the most desirable 
would be those with the aesthetically accepted slightly 
oblong proportions. However, longer and squarer stones 
can usually be used to good advantage with careful 
mounting, but the price may be slightly decreased if the 
stone is of an extreme shape. The proportions above and 
below the girdle, in cross section the short way, are 
ideally the same as in the case of the brilliant-cut stone. 

Probably next in popularity would come the modified 
brilliant shapes known as the marquise and the pear- 
shape. These make interesting pieces of jewelry but are 
cut from rough that adapts itself to the making of such a 
stone with a minimum loss of weight. Hence, the jeweler 
will not find as wide a selection of these shapes as he 
will in the brilliant and emerald-cuts. 

We then come to the fancy shapes, sometimes found 
in large stones, perhaps historically interesting stones, but 
most common in the little stones used as adjuncts to the 
central stones of a brooch or ring. These include the long 
baguettes, the half moons, the kites, the triangles and all 
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the others (Fig. 3). They may be grouped under melees 
(pronounced melly) in the fancy shapes. Baguettes are 
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Fig. 3. Various shapes of fancy cuts. 









































the least expensive, marquise and brilliants next, pear- 
shapes and half-moons. However, it is very difficult to 


find well-made melee. 
(To be continued) 





‘Gossip’ Program Gets Large Audience 


A sharp deviation from standard jewelry-store radio 
promotion is the clever new “What’s Ticking” program, 
currently being sponsored by the Martin Jewelry Store 
in Colorado Springs, Colo. 

Instead of the usual musical broadcasts, spot announce- 
ments, etc., Martin’s presents a daily 10-minute “gossip 
broadcast” about the activities of local residents. As 
many as 25 names are mentioned during the broadcast, 
including even those of tourists. 

The idea originated with Glenn D. Thomas, of the man- 






















agement, when he noted the strong interest which all peo- 
ple, men as well as women, have in the doings of their 
neighbors. He developed the first script himself, and was 
himself surprised at the widespread, favorable response 
which ensued. 

“The program includes as many names as possible, 
without too much duplication on the same person,” 
Thomas said. “We are careful that all of the items are 
completely complimentary, and that no embarrassing 
reactions will ensue. For example, a broadcast may con- 
eratulate a local resident on a hole-in-one at a local golf 
club, a high-school youngster for scaling a mountain in 
a record time, a girl’s club for holding a successful lun- 
cheon, and so forth. We have found that we have not 
only created a lot of listeners, but have built up a re- 
liable source of informants as well. A lot of our store 
visitors seem to enjoy a vicarious pleasure through listen- 
ing to a news item which they have contributed, and thus, 
for every item we actually air, the chances are that three 
or four interested parties will know in advance that it is 
going to be run.” 

Net result has been a noticeable increase in sales and 
in the many new friends who are being “exposed” to the 
Martin store’s excellent lines. 





Sales Tip—Dependability. The salesman who can be 


depended upon to do what he says and live up to 


the promises he makes is liked by everyone. The depend- 
ability of every thing we sell is gauged by our own ability 
to do what we say. 
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and most complete stocks in the country. 
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Publicity 
(From page 96) 


ment, special jewelry repair equipment or a new depart- 
ment? If so, it is worth a news item. 

Trade journal articles. Has your store received na- 
tional publicity in a trade journal recently? This is news 
to your local newspaper, and it’s worth mention in the 
newspapers. Be sure the local editor gets a copy of the 
article. He may want to publish excerpts from the story. 

Speeches at meetings and conventions. Are you slated 
to make a speech before a state retailers’ meeting? Make 
a copy of the address and leave it at the local newspaper 
editorial department. If you do, you may get good, 
accurate coverage of your talk. It will help your personal 
prestige, and the prestige of the store in general. 

Election to office in a trade association. If you are 
elected to office in a state or national jewelry association, 
be sure your local newspapers know about it. It’s a good 
idea, too, to have your photo in the files of the news- 
papers in your town. 

Comments on trade trends. Never be afraid to make. 
an authoritative statement concerning the jewelry busi- 
ness to the news reporters. If you think prices are com- 
ing down or going up, say so, and give the reasons. These 
statements of yours on the jewelry business have a 
definite local news value. 

Special window displays. Never pass up a chance to 
turn one of your display windows over to the Community 
Chest or the March of Dimes drive, or any other civic or 
charity group. It’s good public relations. And if you have 
an unusual window display, it will probably make the 
newspapers. 

Profit sharing plans and Christmas bonuses. Maybe 
you have a special profit sharing plan for your employees 
—or a unique Christmas bonus plan. The general public 
is very interested these days in labor-management stories. 
They make good newspaper copy. 

Don’t forget your birthday. It’s all right for a woman 
to forget her birthday, but a jeweler shouldn’t. Do some- 
thing unusual—like an open house—for each anniversary 
celebration. It will mean a good news story, and lots 
of added good will and prestige. 

In addition to the foregoing specific methods of keeping 
your store name in the public mind, there are many other 
significant factors that are common to everyday practice 
and on which the success or failure of your public rela- 
tions could very well depend. 

Telephone Technique. Every conversation leaves some 
impression—good, bad, or indifferent. Make sure that 
your telephone contacts make a laudable impression. 
Always speak courteously, pleasantly and graciously. 

Salesworthy Correspondence. Courteous, well-written 
letters are a significant part of a good public relations 
program. When replying to inquiries or other mail, try 
to be prompt, considerate, sincere. Try to personalize 
your letters. Don’t forget that the word YOU, the cus- 
tomer, is your most valuable asset. 

Employee Regard. Treat your employees as you would 
want them to consider you. If you feel your employees 
are not doing a loyal job, try to analyze the reason for it. 
You may be the one who is at fault. 

Customer Appeal. How do you greet your customers? 
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Are you gracious? Do you give them the impression that 
you have their interest at heart ? 

Competitor Relationships. Hw do you get along with 
your competitor down the street? If he doesn’t have 
in stock what a customer wants, or can’t get it, will he 
recommend you? 

Newspaper Cooperation. Are you making friends with 
your local newspapermen, and the news editors of your 
local radio stations? As you constantly building good will 
for yourself and your store in the press? 

Civic Cooperation. Such civic groups as the local clubs, 
churches, schools, city and county organizations prove to 
be very effective instruments for increasing both your 
friendships and sales barometer. Do you prove your 
interest in them by active participation? Do you encour- 
age this among your sales personnel? 

Publicity. Is the community at large informed of what 
you are doing, selling, giving, etc.? The time has long 
passed when the world would beat a path to someone’s 
door if he merely produced a better product, service, etc. 
Today, the story of that better factor must be told pub- 
licly, and often. 

Aleriness. This is essential to good public relations. 
You must always be “on the ball”—always seeking better, 
newer things, ways, ideas, to improve your store opera- 
tion. And when you do, shout them from the rooftops 
to the local press. 

Recently, I made a survey of jewelry stores to discover 
what they were doing promotion-wise. In many instances, 
they reported that although they sent stories along to the 
trade and local press, they were not printed. Why? Too 





many stores and publicity men fail to spend enough time 
studying the requirements of their media. Many lack the 
essential data given in a compact form. 

Releases should always give the firm name, address, 
telephone number and the name of the individual who can 
give additional information on the story. The date of 
release should always be specified unless it’s “For Im- 
mediate Release.” Often, photos arrive without proper 
identification. Captions should be pasted below the 
photos. Always avoid trivial stories which interest few 
people. Editors also don’t want to fool with publicity 
releases on odd-sized paper which is inconvenient to 
handle. Therefore, use standard 81% in. x 11 in. stock. 
Never ask an editor whether a story will be printed or 
why it was not published. He doesn’t like to be told what 
he should print. Many of the stores as well as publicity 
people polled still indicated a connection between adver- 
tising and publication of a release. This should be 
avoided at all times. 

Acceptance of your material depends upon two impor- 
tant factors: well-written, newsworthy copy and a reputa- 
tion for sincere performance. Along with these funda- 
mentals, the observance of the mechanics of operation 
that have become standard press practice are vital: 

1. Always type your article and release it in double 
space. 

2. Send it either air mail or first class depending upon 
the destination and deadline. 

3. If you send your release or story to several maga- 
zines, always be sure to either mimeograph it or send it 
in carbon form as a signal to the editor that it has gone 
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elsewhere, too, in the event he may want an “exclusive” 
on it. 

4, All releases should iffclude the date of mailing unless 
it clearly specifies that it is for immediate release. This 
makes it possible for an editor to know whether the story 
is still timely. 

o. Always make certain that the essential information 
like who, what, when, where and why is contained in the 
first paragraph, in the event that succeeding paragraphs 
may be cut later on. 

6. Address your material to the Editor unless you are 
certain of the specific individual handling such copy. 

7. To gain the friendship of editors, you should always 
review in your own mind as to whether the material you 
are sending to a publication over a year’s time is really 
worthy of use. Also, is it terse and succinct? 

8. It is important that you spell all names, titles and 
designations accurately. 

9. Another common but elementary error is the com- 
plete capitalization of names and phrases such as THE 
INTERNATIONAL SILVER COMPANY. 

10. When you express an opinion in your story, you 
must always quote the individual concerned. 


11. Make certain that you are familiar with the pub- 
lication’s editorial deadline so that if your story is “spot” 
news, you can forward it in ample time. 


12. When sending out a story to competitive maga- 
zines or papers, it is important that they all get it at the 
same time. That will eliminate the possibility of ill-feeling 
among the editors. 


13. A common failure of people to understand how 
newspapers and magazines operate, often is the cause of a 
story finding its way into the waste basket. Editors are 
inundated with more good, useable material than can be 
fitted into the available space. Therefore, any story you 
send out is always competing with scores of others. 
Accordingly, you should make it as newsworthy as you 
can, and prepare it in the most professional style possible. 


14. If a story is sufficiently important and timely, a 
telegram generally receives more favorable consideration 
than a piece of mail. 


Radio stations usually operate newsrooms much on the 
principle of editorial departments of newspapers. They 
want your news, too, if it makes an interesting story. 
Send them releases in exactly the same manner as you 
send them to the newspapers. 


The jeweler who understands and knows how to utilize 
the tremendous news resources available to him will be 
years ahead of his competitor down the street who fails 
to comprehend the significance of keeping his company’s 
name in a favorable public light. 





About the Author: 


Solomon Balsam, author of this article, 
handles publicity for some of America's 
leading corporations. At one time Mr. 
Balsam served as public relations coun- 
sel to Franklin D. Roosevelt. A recipient 
of the Pulitzer Award, he has written 
articles for Collier's, Saturday Evening 
Post, and many other national maga- 
zines. In addition, Mr. Balsam has 
written radio scripts for "Cavalcade of 
America" and "Manhattan at Midnight." 
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Jeweler’s Display Makes Hit. 
With Truman 


When Monroe D. Fried, owner of Rodney’s Jewelers, 
Tullahoma, Tenn., learned that President Harry 5S. 
Truman was coming to his town to dedicate the Arnold 
Engineering Development Center, he decided on a new 
display for his store window. 

It was a figure of Mr. Truman at the piano playing the 
Missouri waltz, with daughter Margaret as the vocalist. 
Fried traveled more than a thousand miles in search of 
an artist who could do the job. He found Al La Baca at 





Harvey’s Department Store, Nashville, and gave him $300 
to do the face and head. A local cabinet maker fashioned 
the musical instrument with its simulated brass pipes and 
the jeweler’s wife came through with a whole collection 
of dolls, including “Margaret.” 

All of these props were then turned over to Mrs. Chris- 
tine Bunch, of Rodney’s staff, who assembled the window 
against a background of U. S. Air Force colors of blue 
and yellow, with end trims of small flags, only partially 
seen in the photograph. A local dressmaker made 
“Margaret’s” gown and helped with other “dress 
problems.” 

Meanwhile, Fried had employed a local vocalist to 
make a record of the “Missouri Waltz,” to be played 
over an amplifier behind the background decorations. 

On invitation of Fred Harvey, of Harveys, Nashville’s 
largest department store, the display was moved to this 
store in Nashville for a week’s exhibition. 

Arrangements were made at the same time for a telecast 
of the display over WSM-TV at Nashville. 

After consultation with F. B. I. agents and other mem- 
bers of the President’s party, it was arranged that the 
display would be shipped to the White House in Wash- 


ington. 





Sales Tip—Avoid requests of favors. No customer likes 
the salesman who is constantly requesting personal favors 
outside the nature of their mutual business. An occasional 
request for assistance is never looked down upon but 
constant seeking of favors makes any salesman a pest. 
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The 
HOSTESS 
CHEST 


Made of finest select- 
ed hardwood, with 
polished brass cover 
lift and side handles, 
The Hostess Chest 
holds a complete 
service for 12, and a 
variety of other 
pieces. Available in mahogany, walnut, or light wheat finish, 
or genuine solid mahogany. Lined throughout with Pacific 
Silver Cloth — “the cloth that prevents tarnish,” or anti-tarnish 
EUREKA Doeskin Cloth. Approximately 19” x 13" x 484", 
Send for free illustrated leaflet. 





EUREKA 
ROLLS and BAGS 


Made of anti-tarnish suede- 
finish EUREKA Duvetyn Cloth 
—in your exclusive color or 
color combination — assure 
customers extra-good pro- 
tection for fine silverware. 
Your imprint on every roll 
and bag is a lasting reminder 
of your store. Send for free 
samples, illustrated catalog 
and price list. 





Guaranteed tarnishproof for the life of the chest, 
EURERA’‘s fine chests for silverware are made with true 
cabinet craftsmanship and are available in a wide range 
of styles and prices. The same high quality is reflected 
in EUREKA’s complete line of anti-tarnish rolls and bags 
in soft lovely colors. Whatever the product, you can 


buy it with confidence if it is made by EUREAA. 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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Christmas Promotion 
(From page 103) 


to the emotions of people, and a Christmas promotion 
that doesn’t have color can’t produce the sales volume 
that it otherwise might. 


5. Does the promotion have the true Christmas spirit? 


Yes, the retail jeweler’s holiday promotion that has the 
true Christmas spirit is the one that will produce extra 
sales volume during this hectic holiday shopping season. 
When the true Christmas spirit is present in the promotion 
there isn’t a chance for the store to fall down on this 
year-end merchandising event. 

If this cross-examination doesn’t produce an affirmative 
answer on all five of these questions chances are the 
promotion will not be an outstanding success. It may be 
better than the one last year, but unless it measures up 
on all five questions it won’t be the success that it 
could be. 

Why? 

Because every one of these points is a basic require- 
ment for a successful Christmas promotion. To get your 
full share of extra sales transactions and dollar profit 
on holiday specials it must measure up on every one of 
these five points. 

Does yours? 

One rather nebulous point is the “true Christmas 
spirit.” Just what is the true Christmas spirit? There are 
many definitions, but don’t they all boil down to the 
Joy of Giving? It is the time honored tradition to give 
at Christmas time. Giving is the essence of the true 
Christmas spirit. 

In talking to the owner of a successful retail jewelry 
store, I asked him how he created the Christmas spirit 
in his promotions. He showed me plans that called for 
heavy emphasis on giving during the holiday season. 
People give at Christmas time and he keyed his merchan- 
dising into the thought of giving jewelry. Yes, the essence 
of the Christmas spirit is giving. 

But, isn’t there more to the true Christmas spirit than 
just advertisements and signs featuring holiday specials? 
Doesn’t the spirit of giving have to be genuine—sincere? 
Isn’t the Christmas spirit contagious? Doesn’t it spread 
like an epidemic with no apparent reason? 

Yes! 

If everyone is infected with the Joy of Giving, the 
Christmas spirit will make the holiday promotion in your 
store a ringing success—and most of the ringing will be 
done on the cash register. 

How can a jewelry store create this true Christmas 
spirit ? 

This Christmas spirit has to start with top management 
in the jewelry store and be reflected right down the line. 
Management or owners must have this spirit before the 
employees can get it. Employees must have it before the 
customer can be infected. Customers must have the true 
Christmas spirit before the cash register can ring out 
“Merry Christmas”—the tune of a successful holiday pro- 
motion. All of this happens because of the essence of the 
true Christmas spirit—giving. 

Giving must start in a sincere manner with top manage- 
ment and work right down through the organization. It 
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will not be the same slow filtering process that directions 
to employees follow. 

This spirit will catch on like wildfire and spread over 
the entire store staff quickly. When it has reached a high 
pitch the holiday promotion will be assured of successful 
results. 

For example, one retail jewelry store started out with 
a program of giving that brought in results in increased 
sales and a friendlier attitude on the part of all employees 
in the store. This idea of giving started with the owner 
of the store. It was sincere and proved very effective— 
it cost a little money and took a little effort, but the 
results were well worth the investment in time and 
money. 

This program was a Christmas party planned and given 
for all of the store’s personnel. Not an ordinary party, 




















For Secretaries Only 


Talk about pointed advertising, here’s a clever ad used 
last Christmas by J. Jessop & Sons, San Diego, Calif. 

















Copy was self-explanatory to the readers to whom it was 
directed. It read as follows: 
Dear Secretary: 

So you are the one the staff has “elected” to pick out 
the boss’ Christmas present! We know you have countless 
other things to do at this time of the year—and we would 
like to have the opportunity of helping you. Jessop’s have 
an outstanding gift selection . . . impressive enough to 
completely delight the head man . . . yet inexpensive to 
the point that collecting from the office folks will be mere 
child’s play. Save yourself time and trouble — call 
F9-9311 or come in and ask for a member of the Jessop’s 
family. He will be happy to give you the especial assis- 
tance that only a boss can! 
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but one that was carefully planned to the utmost detail, 
Nothing was spared to make it a happy occasion for 
everyone. It built enthusiasm in the store to a high pitch 
—and—sales reached the highest figure the store had 
ever enjoyed in a single day. 

All of this was possible because the owner of this 
jewelry store had the true spirit of Christmas and spread 
the Joy of Giving. The party that night after the heavy 
selling day was the high point of the program, a climax 
for a great deal of help from everyone to make the holi- 
day promotion a success. 

When the party took place everyone received a gift 
from the Christmas tree—the year-end bonus. This in 
itself was not unusual, but this gift carried something 
extra this year—a personal letter from the “boss” thank- 
ing each employee for his help in making the promotion 
a success, 

Six months after Christmas, in talking with some of 
the employees who went to the party, they remembered 
the party, but the one thing that every one of the 
employees mentioned was the personal note from the 
“boss.” This little extra gift—the gift of sincere appre- 
ciation meant a great deal to these employees. 

Money is appreciated, but it is soon gone. None of 
the employees could remember exactly how much he 
received in his Christmas gift. A Christmas message 
from the “boss” has no tangible value, but it is treasured 
and kept by the employees. A letter addressed to each 
employee, if inspired by the right spirit—the true Christ- 
mas spirit, can produce wonderful results. 





Watch Display Permits ‘“Controlled” 
Sales 


Ordinarily, a jeweler who attempts to make up a repre- 
sentative display of several brands of watches, using man- 
ufacturers’ gift boxes, soon finds that his case does not 
contain sufficient space. Or, if he wishes to play up a 
particular brand and to place many more boxes in the 
case, the display assumes a lopsided impression from the 
standpoint of brands. 

Gabriel’s, of Mobile, Alabama, has resolved this prob- 
lem by designing special display trays which contain six 
watches each and are set four inches apart along the front 
of the watch case. This permits them to show many more 
watches in a given area without crowding. Most impor- 
tant, however, is the fact that such a display gives prefer- 
ence, so far as brands are concerned, to the jeweler rather 
than the customer. 

Phil Gabriel, head of the firm, explains it this way: 
“Should we have an overlarge stock of a particular man’s 
watch, for example, we may place three or even four of 
that brand on each of the watch trays, with one each of 
the other leading makes in the other positions. This in- 
creases the possibility of selling the customer in that 
brand 3 to 1 or 4 to 1, as the case may be. Provided that 
the intrinsic appeal is there, the customer is far more 
likely to settle on a watch of the brand the jeweler wants 
to sell.” 

According to Gabriel, the new, small trays, easily 
handled, containing far more merchandise per square 
inch, and subject to quick conversion in the jeweler’s 
interest, have proven to be one of the most important 
sales tools they have ever developed. 
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Valuable Distributorships 
Available In Many Areas! 


THE NASH FRANCHISE PLAN PACKS REAL PUNCH BECAUSE: 


Tested sellers guarantee faster turnover on smaller inventory. 
Competition-proof styles make every number a profit leader. 


You get finer leathers, superior finishing touches, more important 
patented features. 


Modern streamlined packaging makes other lines look old fashioned. 





Powerful National Advertising boosts sales year ’round. 


As our wholesaler you are assured territorial protection, heavy dealer pro- 
motional support, sales-sparking display material, dependable deliveries. 
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Nash Ladies’ & Men’s WARRANTY BILLFOLDS 
retail individually at $2.50 to $35; combination sets $5 to $20. 
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for money-making details. Find out 





if your territory is still open! 





NASH, INC. 

316 BARROW ST., JERSEY CITY 2, N. J. 
N.Y. Office: 358 Fifth Avenue 

Phones: Digby 9-1666 and LAckawanna 4-4679 


WORLD’S LARGEST, MOST PROGRESSIVE BILLFOLD MANUFACTURERS, WITH 6 SUBSIDIARIES IN U.S.A. & PUERTO RICO 











Prominent display of silverware 
and china has helped these lines 
to become leaders at the Clarke 
store. Ernest C. Gatsch, Assis. 
tant Manager, looks over display, 


by STANLEY VOULELIS 


Merchandising Patterned to Quality Theme 


S cant with a solid base of quality merchan- 
dise, sprinkle liberally with dignified merchandising, add 
a heaping measure of unstinting service, and garnish with 
practical customer psychology. Mix the ingredients con- 
scientiously and you have the success formula of R. Edgar 
Clarke, Middletown, N. Y., jeweler, who has just moved 
his business to more spacious quarters in the main Mid- 
dletown business district. 

As a young man, Clarke began his career as a watch- 
maker and repair man with a leading jeweler in Middle- 
town. After nearly twenty years of service, he decided 
to strike out on his own and twelve years ago started his 
own business. He has become so successful that his store 
is now used by manufacturers and national advertising 
agencies as a model of a typical small city jeweler. 

“When I first started in business,” he says, “I em- 
phasized good quality at fair prices. I believed that the 
Middletown buying public would purchase good merchan- 
dise, even though it were priced higher than inferior prod- 
ucts. I felt that we were losing too many customers to 
the New York market, and I worked to counteract that 
tendency.” 

Clarke makes full use of his window displays, and 
builds his store displays to complement his window mer- 
chandising. Dignity in advertising and merchandising is 
the basic foundation of his business operation. 

Early in the Spring, Clarke spends some time in New 
York City, solely to note Spring fashion trends. As an 
example, he walked into Saks, Fifth Avenue, one day and 
observed that pink flowers and fabrics were in prominent 
evidence. Talking to a sales girl he learned that pink, ap- 
parently, was the color scheme for the coming year. He 
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Detailed attention is paid to the window displays at Clarke store. 
R. E. Clarke, owner, discusses with customer a tea set on display. 


used that information to build his window displays around 
a pink motif. 

“Women and young girls are very conscious of na- 
tional advertising and fashion trends,” Clarke observes. 
“Many times they are far ahead of the merchant in 
anticipating demand. The merchant must keep abreast of 
fashion trends and tie up his promotion to a somewhat 
similar accent.” 

When he decides upon a motif for a certain month or 
sales period, he ties in all his promotion to emphasize that 
particular theme. His advertising, which he strives to 
keep dignified and on a high appeal plane, complements 
his window and store displays. 

(Please turn to page 183) 
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~~ EXTRA SALES! 


And that's why HOUSE BEAUTIFUL can help you three ways! 


Its editorial pages are accepted by “best customer” families all over the country as authori- 
tative guides to gracious living. Its consistently fresh approach to more colorful, more 
efficient uses of tableware and accessories stimulates active consumer interest in buying 
quality products that you sell. 


More and more alert retailers; from coast to coast, are realizing the power of this editorial 
influence in increased over-the-counter business. Now’s the time for you to capitalize on it in 





your community! 


“Put your parties on carts,” says De- 
cember House Beautiful, in its edi- 
torial on holiday buffet entertaining. 
Reproduced here is a full color photo- 
graph that illustrates the sensible 
principle of rolling an entire party 
menu to the center of festivities—a 
timely theme for you to use in promot- 
ing buffet accessories. The “Rose of 
Sharon” silverware is by Frank M. 
Whiting, Meriden, Conn., the glass- 
ware by Cambridge Glassware Co.., 
Cambridge, Ohio, the candles by Will 
& Baumer Candle Co., Syracuse. N.Y. 
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AIRGUIDE WEATHER INSTRUMENTS. These fine 
Period Barometers are in demand the country 
over. And justly so, for they not only accurately 
predict weather trends and indicate true tempera- 
ture and humidity conditions, but they are hand- 
somely styled to add a note of richness and beauty 
to any home or office. Their large variety of 
models and prices assures a wide market. Fee 
and Stemwedel, Inc., 2210 Wabansia Ave., 
Chicago 47, Illinois. 
. * « 


BALLERINA, one of Americas smartest and most 
colorful dinnerwares, continues to be featured by 
Universal Potteries in national advertising. Decem- 
ber House Beautiful will carry an attractive 
Ballerina advertisement. Spot your Ballerina dis- 
plays along the main traffic aisles. 


BING & GRONDAHL FIGURINES — masterworks 
in Danish underglaze porcelain — are again fea- 
tured in December House Beautiful as part of a 
continuing campaign for the holiday gift season. 
Other publications in the campaign are House & 
Garden, the New Yorker and Social Spectator. 
Newspaper mats, consumer brochures and other 
dealer aids are available on request. 








1. ARABIA OF HELSINKI DINNERWARE 
—IiINGRID PATTERN 

2. BALLERINA CHINA 

3. CRYSTAL FROM SWEDEN. ENRIGHT- 
LE CARBOULEC, INC. 

FLINTRIDGE CHINA 


6. HAVILAND CHINA 

7. LIBBEY DIAMOND CUT CRYSTAL 
8. MINTON ENGLISH BONE CHINA 
9. ORCHARD DINNERWARE 

10. PICKARD CHINA 

11. SENECA CRYSTAL 

12. SMARTSET CRYSTAL BY WEST 
VIRGINIA GLASS 

13. SPODE DINNERWARE 


14. STROMBERGSHYTTAN CRYSTAL VASE 


15. VOGUE FINE CHINA 
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5. FOSTORIA MADEMOISELLE STEMWARE 


Made from the choicest materials — cotton and 
linen fabrics only — CRANE’S KID FINISH ECRU- 
WHITE WEDDING PAPERS are instantly recog- 
nized for their quality ... afford the finest surface 
for engraving and steel-die stamping. Invitations 
lead the list and are offered by Crane in three 
sizes: Park Avenue, Tremont, Royalty. Cards come 
next and include: Church, Reception, At Home, 
Calling Cards and Informals. For the bride’s thank- 
you notes, die stamped note sheets and letter 
sheets. 
* s » 


This dramatic, two-color advertisement is the 
second in a series featuring FLORENTINE LACE 
—the new intricately-pierced sterling flatware 
pattern by Reed & Barton, Silvermasters. The 
campaign is backed by a powerful and com- 
pletely integrated dealer tie-in promotion, with 
special emphasis on point-of-purchase features 
and displays. 
. ° + 


“Give Hi-Jacs and more Hi-Jacs’’ is the theme 
of advertisements promoting America’s Favorite 
Coasters as Christmas gifts appealing to all ages, 
all incomes, all tastes. HI-JACS are the one and 
only terri-knit coaster, stretching to fit all glasses. 
Gift-boxed set of 8, only $1.25 or $2.00 retail. 


—* 
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16. ALVIN STERLING 

17. CARVEL HALL FINE CUTLERY 

18. FRIGAST DANISH SILVER 

19. GORHAM STERLING 

20. HEIRLOOM STERLING 

21. INTERNATIONAL STERLING 

22. POOLE STERLING 

23. REED & BARTON STERLING 

24. WALLACE STERLING SILVER 

25. BUENILUM HOSTESS ACCESSORIES 


CITY 


~ GUIDE BRIDE 


on newsstands early in November. 


2 ‘Tie your local promotions in with this influential supple- 
wey ment, which brides and newlyweds depend upon when 
making their first major home furnishings purchases. 


Send today for free tie-in display cards, mounted with advertise- 
wail ments of your selection. Simply check any or all of the products 
below that are preceded by a number. Fill in your name and 
mailing address, mail to: Merchandising Division, House Beautiful 
Magazine, 572 Madison Avenue, New York 22, N. Y. 





The brand names featured on its pages are accepted by its quality-minded audience ag 
leaders of their field in workmanship and reliability. If you feature them simultaneously. 


you ll find your local selling job simplified considerably. 


Build customer-stopping promotions, for example, around the ideas youll see in these help. 


ful trade messages from typical best-selling advertisers in the December issue. 


Here’s a HEISEY ad designed to sell the handcast 
pieces of lovely PLANTATION. Be sure to tie in 
your pressed ware display with both Plantation 
hand-blown and hand-cast crystal stemware. Pot. 
tern folders and newspaper mats are available 
from advertising department, A. H. Heisey & Co, 
Newark, Ohio. 


The half page advertisement of REMBRANDT 
LAMP MASTERPIECES in House Beautiful, 
December issue, illustrates two of the 550 strik. 
ingly beautiful lamp designs néw featured by this 
famous lamp manufacturer. Dealers everywhere 
are capitalizing on Rembrandt prestige and 
national advertising. Comprehensive dealer mat 
service available. Write Rembrandt, 259 East Erie, 
Chicago. 
° * e 


SMITHS NELL GCWYNNE LANTERN CLOCK. 
Classic polished brass replica of 17th century 
English domestic clock by one of England's greatest 
clockmakers. 7” tall, 3’’ dial, 8-day 7-jewel move- 
ment. All the original’s antique charm and beauty 
even to authentic dolphin fretwork. Retails at 
$34.95. Smiths English Clocks Ltd., 45 West 45 St., 
New York 19, New York. 






26. CHELSEA CLOCKS 

27. CRANE’S STATIONERY 

28. DONNELLY KELLEY MIRRORS 

29. EATON’S RANDOMWEAVE PAPER 

30. KITCHEN AID FOOD MIXER 

31. OVERTON ORIGINAL PHOTO FRAME 
* BERMA 
* MAGI-KIST 


* No Card Available 


[| “Seen in House Beautiful’ Mat 


ZONE STATE 
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i that are different...and appreciated, 
diag e customers see the two beautiful 
STORMOGUIDE BAROMETERS and the REMO- 
SET MAXIMUM-MINIMUM DIAL THERMOM- 
ETER as advertised in the December issue of House 
Beautiful. The accent is on TAYLOR this Christmas 
with its complete line of unusual, sure-to-please 

‘fts. Remember too, that every Taylor sale means 
ull dealer profit— no markdowns —no returns. 
Little counter space nets big sales! 

% % © 


sizing the prestige of silvercraft traditions 
—_ rm 1690, the TOWLE Sterling December 
advertisement features serving pieces for Christ- 
mas: Rambler Rose Jelly Server, $5.50; Contour 
Flat Server, $15; French Provincial Sauce Ladle, 
$7.25; Old Colonial Serving Fork, $11.25; Chip- 
pendale Pickle Fork, $3.75. Also, a Candlelight 
iced Beverage Spoon, $38 for eight. 





store. 


Send today for advertisement reprints from the 
December issue, attractively mounted on tie-in 
display cards, and tie-in mats for your news- 
paper advertising. They’ re available, of course. 


free of charge. 


30. ALVIN STERLING SILVER 


31. GENSE STAINLESS STEEL TABLEWARE 


32. GORHAM STERLING FLATWARE 

33. GORHAM STERLING HOLLOWWARE 

34. INTERNATIONAL STERLING 

35. REED & BARTON FLORENTINE LACE 
STERLING 

- TOWLE STERLING 

37. WALLACE STERLING 

38. BALLERINA DINNERWARE 

39. BING & GRONDAHL FIGURINES 

40. HEISEY PLANTATION CRYSTAL 

41. IMPERIAL CANDLEWICK CRYSTAL 

42. LENOX ESSEX MAROON CHINA 

43. MELMAC DINNERWARE 

44. RENAISSANCE FRANCISCAN CHINA 

45. ROYAL NETHERLAND CRYSTAL 

* RUSSEL WRIGHT AMERICAN 

MODERN DINNERWARE 

46. SENECA GLASSWARE 


47. STROMBERGSHYTTAN CRYSTAL VASE 


48. HAVILAND CHINA 
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HOUSE BEAUTIFUL’s name is accepted by 
the general consumer public as a standard for 
good taste and product dependability. Promi- 
nently displayed on your counters and in your 
local advertising, it will work wonders in 
winning the confidence of shoppers in your 
store ... in attracting extra shoppers to your 


For display cards, check any or all of the products below 
that are preceded by a number. For a mat, check the square 
indicated. Fill in your name and mailing address, mail to: 
Merchandising Division, House Beautiful Magazine, 572 
Madison Avenue, New York 22, N. Y. 


WATERTOWN LIFETIME DINNERWARE 


TRICOLATOR COFFEE MAKER. Known for over 
50 years as the best way of making coffee — the 
drip-filter way. Beautiful as a gift for every occa- 
sion, Tricolator glazed china base comes in six 
decorator-colors, to add smartness to the table 
setting. Doubles as a teapot, too. 4-cup, 6-cup, 
8-cup sizes. Booklet and display material avail- 
able. The Tricolator Company, Inc., 230 Fifth 
Avenue, New York 1. 


TWISTOLiTES, WILL G BAUMER’s classic twist- 
style dinner candles assure dealers fast turnover 
and customer satisfaction with two popular lengths 
and 15 colors based on Frederick Rahr’s national 
survey of consumer preferences. Sturdy two-pack 
cello-wrap package lowers selling costs, increases 
unit of sale, makes attractive impulse displays. 
Dealer selling aids on request. 


There is no finer china than Lenox, as LENOX of 
Trenton, New Jersey, tells your customers in con- 
tinuai full-page, four-color national advertising. 
This December House Beautiful page features 
richly decorated ESSEX MAROON, especially 
effective for a traditional setting, and includes 
the modern CATTAIL and popular CINDERELLA 
patterns to appeal to every taste. 


This dramatic, two-color advertisement is the 
second in a series featuring FLORENTINE LACE 
—the new intricately-pierced sterling flatware 
pattern by Reed & Barton, Silvermasters. The cam- 
paign is backed by a powerful and completely 
integrated dealer tie-in promotion, with special em- 
phesis on point-of-purchase features and displays. 
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49. CHELSEA CLOCKS 63. GLOW TREE g 
50. SCHATZ 400 DAY CLOCK 64. Hi JACS & 
51. SMITH’S ENGLISH LANTERN CLOCK * B. LOWE 8 
52. REMBRANDT LAMPS . 65. NATIONAL JEWELERS s 
53. CRANE STATIONERY 66. PEERAGE BRASS ACCESSORIES a 
54. DURATONE PLAYING CARDS 67. REVERE CINE & RECORDING 
55. LIFETIME PLASTIC CARDS EQUIPMENT ad 
56. DULANE FRYRYTE DEEP FRYER * ROSE SMELTING aa 
57. HAMILTON BEACH MIXETTE 68. TAYLOR BAROMETER & Bs 
58. KNAPP MONARCH CORN POPPER STORMOGUIDE » 
59. OSTER ELECTRIC HOUSEWARES 69. TWISTOLITE CANDLES @ 
60. TRICOLATOR COFFEE MAKER 70. SWIFT & ANDERSON BAROMETERS a 
61. WEST BEND FLAVO-MATIC fe 
62. AIRGUIDE BAROMETERS |_| “Seen in House Beautiful’ Mat - 
& 
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Designed 
For Its 
Location 


Because the new.store is so. narrow, counters 
are used on only one side. This wall has a 
series of shadow boxes to highlight jewelry. 


Two mahogany base stands display 42 differen 
place settings of silver. Customers sit com. 
fortably on one side of the table-height cases. 


Seon ee 






When Green-Griffin planned its recent remodeling program, two factors were 


kept in mind: location and interior design. A combination of both could 


not be found, so the firm chose the location, then remodeled the interior. 


ey jewelers, in Boise, Idaho 
completed a remodeling program last August. The un- 
usual and progressive have been incorporated in creat- 
ing the most beautiful store of its type in the intermoun- 
tain country. 

It is believed that the two greatest contributing factors 
to successful operation are location and ideal physical 
appointments. Inasmuch as it is rarely possible to find 
this combination, this firm chose location and adapted 
the building to suit its requirements. Jed Jones, III, the 
architect, faced the problem of high ceiling and a long, 
narrow store and solved each to present a well-balanced, 
decorous retail outlet. 

The store is approximately 19 x 119 ft. Ceilings are 
extremely high. It was decided it would be advan- 
tageous to leave the ceilings as they were; minimize them 
through color, and retain them as a balancing feature. 
The ceiling and two walls have been painted a slate color; 
other two walls a pastel green. Mauve is employed for 
sparkle. | 

Conventional counters on each side of the store would 
have further exaggerated the long, narrow proportions. 
The plan, therefore, is for one wall counter only. This 
wall has a series of shadow boxes with gray fiberboard 
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by MARIE GRANT 


frames. The backings are mauve. The jewelry on dis- 
play is not behind glass, but completely open for cus- 
tomer examination. Three feet of aisle space is available 
behind the counter to permit customer ease in close range 
examination. 

The conventional counter employs mass use of glass and 
offers white leather chairs and chrome bar stools for 
customer comfort in studying counter displays. 

Two mahogany base stands, approximately 3 x 6 it. 
with glass tops are placed at a 45 deg. angle just inside 
the entrance. Forty-two different place settings for silver 
are shown in the top of the case. The glass top offers 
table use. Customers sit in comfort on one side of the 
table-height case. The salesman sits on the opposite side. 
Merchandise is brought to the table and shown. These 
cases offer 24 tarnish-proof drawers, each for full stor- 
age of table silver. 

Inverted glass shelves occupy the second long wall for 
display of silverware and general merchandise. Wood- 
work is gray fiberboard with smooth, pearl gray painted 
wood employed for a break in continuity. 

(Please turn to page 181) 


THE JEWELERS’ CIRCULAR-KEYSTONE 






PANS eee, ON 





SR: sie Eee Te 
eg ee alee ? 





This 
Month 


Progressive 





Jewelers 
are 


Promoting 


-- “TRIM YOUR 
SALES TREE 
WITH PROFITS 
oe FL HAT REPEAT.” 


ooo A New Wallace 


Merchandising Plan 


"WALLACE SILVERSMITHS 


AT WALLINGFORD, CONNECTICUT... SAINCE I1B35 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section J—Final General Instructions, Part I—Continued 





Section J—General Instruction 


|. Designing and layout on the work; 
judging place for engraving; choosing 
styles of engraving for inscriptions and 
ornamental or decorative work as ap- 
plied to (a) bracelets (identification 
type); (b) bracelets (round, solid type); 
(c) loving cups; (d) baby cups; (e) 
pitchers, bowls; (f) watch cases; (g) 
casket plates; (h) inside ring engrav- 
ing. 

. Cementing work too small to be held by 
block attachments. 

. Transfering designs for engraving sil- 
ver flatware. 

. Duplicating signatures. 

. Designing and cutting emblems. 

. Cutting for fill-in work on celluloid, py- 
ralin and other plastic wares. 

. Making transcription plates, brass or 
other metals. 

(a) preparation; (b) engraving; (c) ox- 
idizing; (d) lacquering. 

8. Designing and engraving comprehensive 
sample plate. 


~~ OWUhe Ww Ls) 





To shape a surface simulating a lov- 
ing cup, curve severely an entire cop- 
per plate. Loving cup inscriptions are 
sometimes large so use up as much 
space as possible, taking care only to 
keep the inscription centered. Lay out 
a four-line inscription similar to this: 
“Lions Award, won by James L. 
Heather, Jan. 21, 1949.” On this in- 
scription emphasize “Lions Award”; 
second emphasis is placed on “James 
L. Heather”; “won by” and “Jan. 21, 
1949” will be designed the same size, 
that is, smaller than either of the other 
two lines. Use a large liner to wriggle 
the “Lions Award.” Square off tips 
with tiny serifs. “James L. Heather” 
should be about half the size and a 38 
flat graver will do nicely. The “won 
by” and “Jan. 21, 1949” can be cut 
with a 36 flat graver. Capped block 
or picked block can be used. Figure 
78 shows how a loving cup is marked 
off, using a marker clamped in the 
block. 

Curve two plates in the same manner 
for baby cups. Baby cups usually have 
a single name to engrave. Sometimes 
the complete name and date of birth is 
added. Lay-out in the center of the 
right side of the cup, a two-line in- 
scription in script. The name line 
should be larger than the date line. 
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The date line should fall closely under 
the name line as a wide gap spoils the 
appearance. 

Figure 79-A shows how the baby 
cup is held in the jaws of the block 
while engraving. Chamois or flannel 
is used between the jaws and cup to 
prevent marring the surface, but in 

















CLAMP MARKER 


IN BLOCK. 


A flat tool can be used but better re. 
sults are obtained with a liner. Lay. 
out and cut the same type of inscrip. 
tion using liner and flat graver. 
Figure 79-B shows how baby cups 
are lined off quickly and accurately 
using a pegwood marker. The marker 
is useful for many other jobs and is 





TURN CUP WITH BASE 


MESTLED IN CQRNER OF BOX. LINES WILL BE STRAIGHT. 


Fig. 78. Lining off loving cup with marker 
held in block. 


order to better illustrate the method 
of holding various articles the chamois 
or flannel is omitted in this and subse- 
quént illustrations of this nature. 
Here is an excellent surface on which 
to show your best work. Script is gen- 








Fig. 79A. Baby cup held in block, ready 
for engraving. 


erally more desirable than block. Block 
with a liner presents a nice effect but 
should not be done with a wide tool. 


constructed quite simply as shown in 
Figure 79-C. 

Curve two plates in the same man- 
ner. On one, design and cut a ribbon 
monogram about 11% inches in diam- 
eter. This is often done on the out- 
side of a deep bowl or pitcher. On 
the other plate, cut a cross-lined block 
monogram, diamond shaped, about one 
inch in width. This is also practical 
work for the outside of silver hollow- 
ware. 

Shape six pieces of metal to repre 
sent the backs of 16-size pocket- 
watches. To shape the copper, use 4 
wooden dapping-block and punch (see 
Figure 80) sold by jewelers’ supply 
houses for removing dents from watch 
case lids. Use a 16-size punch, and a 
recess in the block that matches it. 
Place the copper plate between punch 
and die, and hammer the punch with 
a fairly heavy hammer or rawhide 
mallet. Three or four heavy blows 
should be sufficient as many light blows 
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NOW! in response to a trade-wide demand... 











Salt and Pepper Shakers. Bon Bon Basket. 
Height 5%”. Diameter 6%”. 
$18.75 pairt $18.75T 


Low Candlesticks, 
Height 3%4”, 
weighted base. | 
16.50 pai : 
$16.50 pairt High Compote. Height 6%", 
diameter 6%6", weighted base. $18.75T 





Extra sales to the thousands 


of Damask Rose admirers! 


One of the fastest selling sterling patterns of all 





Mayonnaise Low Compote. ; ‘ 
Bowl. Diameter 6°%”, time, Damask Rose ... now recreated in the 
Diameter 514". weighted base. exquisite service pieces shown here. 
$17.50T $15.00T 


All owners of Damask Rose* flatware will want 
these. And many more of your customers will 
want them too... for their sheer beauty and 
masterly craftsmanship. Address inquiries to 


Oneida Ltd., Oneida, N. Y. 


SZ. Jeirloom Sterling 








Height 7”, weighted base, 
$63.50 pairt 
*Trade Marks of Oneida Ltd. FROM GE NERATION TO GENE RATION#* 


tPrices include Fed. Tax and are minimum resale 
prices in all states having Fair Trade Acts. 
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tend to 


USE PEGWCOD MARKER 
FOR ALL ARTICLES W'!TH 








Fig. 79B. Lining off baby cup with pegwood 


marker. 


wrinkle the edge of the cup. 


With metal-cutting hand-shears trim 


the surplus 


metal from the edges. 


Rough edges or burrs may be smoothed 
off by rubbing them over coarse emery 


paper. 


Design and cut: 


(1) 


(2) 


Three-letter Ribbon Mono- 
gram covering about %4 the 
space. 


Three-letter round, Block 
Monogram using about 2/3 
the space. 


Three Roman letters, cross- 
lined and shaded, and off- 
shaded. These letters must not 
be oversized. They should be 
just large enough so that the 
stems are wide enough to fill- 
in nicely. Spacing between the 
letters should not be crowded 
and a cross - lined period 
should be used to match the 
letters. 


A five-line Gothic inscription 
using small neat letters; cut 


| DAPPING A 


PRACTICE WATCH CASE. 


with a round 
outside. ) 

A five-line Script inscription, 
small neat letters. (On out- 
side. ) 

A five-line Block inscription 
using No. 1 flat graver or 
No. 36 (depending on width 
of the graver). (On outside.) 


graver. (On 


ficult to execute. A regular script © 
graver may be used with the graver — 
extended in the handle to make a — 
longer tool. This is necessary to exe. 
cute the exceptionally long cuts. Some — 
engravers use a No. 49 flat graver for © 
script and block work. The beginner 
may try both and make his own choice, | 
The No. 49 flat graver is excellent for ~ 
“squaring off” such as the top of the | 
lower case “t.” Usually a full name © 


is wanted and it is centered in the — 
same manner as on much smaller ar. © 
If the dates are wanted, the = 


ticles. 





—3) 








A.- SELECT A SIX-INCH PIECE OF SQUARE 


CNOS. 





SHAPE 


STEEL. ARILL HOLES CLOSE TO BOTH 


3.-CUT A STRIP OF COPPER FROM A 
PRACTICE PLATE. 

C.- SELECT A PIECE OF BRASS EOUAL- 
LY AS THICK AS THE STEEL STOCK. 

iT AS SHOWN. 


D. -BEND COPPER AROUND STEEL AND BRASS 
AS SHOWN IN CROSS-SECTION DRAWING”*™ 
E.- POINTED PEGWOOD TIP WHICH 1s 


WEDGEND 





INTO HOLE. 

F.- COMPLETED MARKER, SHOWING 
BRASS WIRE DRIVEN 
END TO PREVENT SLIDING PIECE 
FROM DROPPING OFF. 


INTO OPPOSITE 








% NOTE. - SOFT SOLDER COPPER TO BRASS PLUG. 


Fig. 79C. Construction of a simple marker. 


(7) A five-line Script inscription 


on the inside of the watch 
back. Considerable lift on the 
graver is needed here. 


3. TRIMMED AND READY For Use. 


(8) A five-line Block inscription 


on the inside using a No. 1 
flat graver. Much lift is es- 
sential to clear the edge. 


Casket plates are usually of a very 
soft metal and present no real cutting 
problem except in the size of the let- 
ters. In script cutting, the shade cuts 
are quite long and for this reason dif- 


birth date is located in the upper left 
corner. The date of death is located 
in the lower right hand corner. 

Old English makes an outstanding 
job. Design as usual and wriggle-cut 
using a No. 42 or No. 44 flat graver. 
Shade prominently with a script graver. 


Simple Block with a flat graver can 
be used but Script and Old English 
are more suitable in appearance. 

The casket plate may be engraved 
by placing it on the engravers solid 
pad. (Figure 81.) As curved cuts are 
made the pad may be moved or rotated 
in much the same manner as the en- 
graver’s block. The solid pad also 
serves as a base for engraving many 
other articles too large or too unhandy 
to be held by regular block attach- 
ments. 

(To be continued) 


Fig. 81. Engravers’ pad. 
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FINE STERLING 
through the years 


\ 
Beauty, traditional styling and usefulness-are the reasons for the great popularity of / 
Poole sterling. Shown here are but a few of the many pieces in this popular line. 
Your Poole distributor has complete information. 

(A) No. 991 POOLE STERLING (B) No. 234 POOLE STERLING (C) No. 700 POOLE STERLING 
Peeu.eemee.. . ... peed. 6150.00 BOAT & TRAY... Retail $55.00 Old English TEA SERVICE 
Fluted design. Capacity 2 qts. approx. Georgian design with molded feet and Retail S1720 
wt. 32 ozs. handle. Pieces available individually 

Enriched with hand chasing. Com- 

plete set has seven: pieces each with 

Prices subject to Federal Tax. exquisitely molded details. 
wera re SLL VER CO., INC, T A U NoT-O N ”, ao 
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|. A popular gift item for the Christmas season is 
Wadsworth's new "Triplette’—an attractive con- 
tainer for lipstick, powder, and pills. It comes in 
a choice of designs at prices from $5.95 to $35. 








2. Swiss musical movement plays popular, romantic 
tunes on this new large-size musical jewel box, 
the "Etude." Presented by the Tory Jewel Box Co., 
10 W. 33 St., N. Y¥. C. Retail price is' about $6.95. 





3. A feature of the new wafer-thin Swank Slimfold 
is its four pockets and bill separator. Available 
in black and brown morocco grains and brindle pig- 
skin. Retail prices range from $5.95 to $7.50. 





4. "Planet,"' a gilt and silvered combination clock 
made by Angelus Clock Corp., N.Y.C., with barometer, 
thermometer, hygrometer, and revolving sphere. A 
reproduction of an antique map. Retail: $187.50. 





&$4 8s 4. &-« * 


5. Typical of its attractive Christmas merchandise 3. ‘ 
is this billfold and matching key case which comes a 
in a satin-lined gift box. Made in calfskin and 4 
with hand-laced edges. By Meeker Co., Joplin, Mo. : : q 
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These Famous Hosts help you sell King Edward. ©, Silverplate 


‘KING EDWARD’ iE 


“CAVALCADE’ 





Famous Host Douglas Fairbanks 





Famous Host Rex Harrison star of the motion picture com- Famous Host Ray Milland 

. * . oo ’ 9 39 > 
co-starred with Lilli Palmer in edy “Mr. Drake’s Duck.” His star of “SOMETHING To LIVE Sentient M 

° i. a. ” P ames mason 
“THe Lone Dark Hatt,” choice? Exquisite “Moss Rose. For,” a Paramount Picture. A su- eee hi 
; , currently starring in his pro- 

chooses lovely “Holiday” as his erb host, he chooses regal “Kin ‘ 

) , P . & & duction of “A Lapy Possessep” 






















Edward” as his favorite pattern. A man with polished taste 


favorite pattern. 
he chooses “Cavalcade.” 


Irresistible attraction ... Famous celebrities picked 
for their appeal to your women customers are fea- 
tured in a striking new series of ads. 

Tremendous circulation . . . These powerful ads ap- 
pear in the magazines shown at left with a circula- 
tion of 22,000,000 and will be read by thousands 
of women in your neighborhood. 

Volume for you! King Edward Silverplate gives 
= your customers everything they want in silverplate. 


1 Beautiful patterns...lovely enough for 
Hollywood’s most famous hosts... and 
hostesses! 


2 Attractive prices...complete services for 
as little as $34.50. 


3 Unlimited Service Guarantee. 


Today ...Send for free ad mats, price list 
folders, counter cards, display material. 


Hing Eelward 
©... Silverplate 


“the popular-priced silverplate with the high-priced look” 
NATIONAL SILVER COMPANY « new york © Los ANGELES * MIAMI 
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|. Swank is featuring a complete line of sterling 
cuff links, tie clips, and key chains. Links and 
clips sell separately for $5.95, and a set of links 
and clips, specially packaged, retails for $11.95. 


2. This smartly designed Bridal Set is another new 
style recently added to the "Ringed Victory" line 
by Loren Rings, Inc., 47 W. 47 St., New York City. 


3. Called "Rondo" after the musical form which its 
design suggests, is the new sterling pattern by the 
Gorham Co. Three rhythmic curves in the profile 
are repeated on the cushioned surface in the handle. 


4. The "Concord" is General Electric's newest oc- 














casional clock. Styled in early New England manner, ‘i 
it has a mahogany case with a scrolled dial, black ‘ 
numerals and hands against an ivory-colored face. 
5. Thompson and Vogel, 602 Vine St., Cincinnati, is : 
presenting its new T-VX line of white gold ring set- 4. ; 
tings for precious stones of from 1/20 to I'/% carats. : 
6. Nephrite jade, combined with antique-finish 14K a : 
gold in a leaf motif for this earring and pin a7 
set. Both pin and earrings retail for about $120 
each. From Gems International, Slaudt-Cannon, L. A. 
7. Fashion locket in cultured pearls with gem quartz ; 
pendant in rose, amethyst or topaz quartz. Chain 
and heart are gold filled. Designed by Swoboda for 
Slaudt-Cannon Co., 315 W. 5th St., Los Angeles, Call. : 
5. : 
6. ; 
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_ spending 
She’s open-minded 


She’s older 


than you think ® 4 







See 


gpg 


THAT YOUNG WOMAN IN HER TEENS 


SHE’S SPENDING. ... giving, getting gifts like mad. The 
gifts she gets cost family and friends a fortune every year. 
And what she buys takes billions more! ($3,700,000,000 of 
her own money in 1950) 


SHE’S OPEN-MINDED ... on products, brands and pat- 
terns. But satisfy her once and you start a chain reaction. 
She'll keep coming back for more throughout her life. 


SHE’S OLDER THAN YOU THINK... buying and receiving 
most things jewelers sell. And when she marries—more girls 
do at 18 than at any other age—she becomes the purchasing 


agent for a brand new buying group. 
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Just one magazine reaches the spending 
power and molds the buying habits of the 
7,400,000 young women in their teens. 


seventeen seis! 


New York: 488 Madison Avenue, New York 22, N. Y. 
New England: Statler Building, Boston 16, Massachusetts 
Western: 400 North Michigan Ave., Chicago 11, Illinois 
Pacific Coast: 9126 Sunset Blvd., Hollywood 46, Calif. 
Southern: Rhodes-Haverty Building, Atlanta 5, Georgia 
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FUREhA 


StHeei tog (hel 


Guaranteed Tarnishproof 





DELUXE 
Solid Mahogany 


DRAWER CHEST 
#110 


Superbly styled from 
rich, beautifully grained 
solid mahogany, this 
FURERKA Silverware Chest 
is outstanding for mas- 
ter craftsmanship in 
every detail. Side han- 
dles, drawer pulls and 
name plate are of polished brass. Lined throughout with seal- 
brown Pacific Silver Cloth —“the cloth that prevents tarnish”. 


Holds up to 200 pieces. Approximately 19" x 13” x 733". 


The 
TAUNTON CHEST 


One of EUREKA’s most 
popular lower-priced 
chests, cabinet-crafted of 
selected hardwood with 
mitred corner joints. 
Available in modern 
blond or dark finish. Lined 
throughout with guaran- 
teed tarnishproof mate- 
rials. Holds up to 120 pieces, and has partitioned area for 
serving pieces. Approximately 16” x 12” x 4”. 





Made with cabinet craftsmanship of finest selected 
hardwoods, fully lined for anti-tarnish protection, 
every EUREAA Silverware Chest is guaranteed tarnish- 
proof for the life of the chest. EUREKA Silverware Chests 
are available in a wide range of styles and prices. 
Write now for free illustrated leaflet. 


Eureka Manufacturing Co., Inc., 5 Maple Street, Taunton, Mass. 
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‘Stag Night’ 
(From page 118) 


out of curiosity . . . but remained to subsequently make a 
purchase or two. 

For this occasion, the salesgirls left off the formal 
icing they usually bring to work with them. Instead of 
assuming the attitude that they were to wait on the direct 
descendants of the Gay 90’s dowagers, they were jolly 
and fun-provoking human beings. This overwhelmed the 
masculine customers. 

The men did not come to look at a watch or a ring for 
themselves. They came in search of appropriate gifts, 
Silverware, chinaware, and figurines became the centers 
of attraction. And in this informal atmosphere, they did 
not mind admitting they were pilgrims seeking directions 
and suggestions. The salespeople had lowered their bar. 
riers, and the customers dropped their’s. 

The men wanted information. They didn’t want to be 
told: “This is nice,” and “This is lovely,” and, “This is 
adorable,” and, “Any woman would appreciate this.” 

They wanted to know the significance of the terms 
“silver plate” compared to “Sterling,” or as some of them 
put it, “filled” or “solid.” They wanted to know the rela- 
tionship of one type of design with another, and what was 
meant by “hollowware.” In fact, they wanted to know 
both the functional use and the cultural usage of various 
items. They wanted to know what harmonized with 
what ... and why! 

Inasmuch as this was “their night,” they seemingly 
decided to make the most of it. 

The salespeople were too busy giving out information 
to be sales-conscious. Sales ensued, regardless. The men 
bought without urging on the salesperson’s part. 

But, if the men had not bought, would their wives have 
made the purchases anyway? “No!” said Thornton. 





Low-Priced Jewelry Sponsors Traffic 


Despite the time and effort consumed in merchandising 
low price costume jewelry, jewelers who overlook their 
trade value may be making a serious error, according to 
Al Knower, head of Peacock Jewelers in Biloxi, Miss. 
This is particularly true, he believes, of jewelers who are 
located in communities which attract many _ tourists 
annually. 

Peacock’s standard operating procedure is to show 
around 36 selections of costume jewelry priced at around 
a dollar, none of which is mass displayed in a single 
case. Instead, each of Peacock’s four window displays 
exhibit two or three pieces, carefully separated, and with 
the same fine backgrounds and neat display placement as 
diamond rings. Inside, too, costume jewelry suggestions 
appear at regular intervals along the cases, but only one 
or two together, investing each piece with individual ap- 
peal. Many of the low-priced costume jewelry items are 
purchased by tourists to be sent home as gifts, but Knower 
has found that the majority are bought by women to add 
extra interest to their vacation wardrobes. And it isn’t 
unusual, he pointed out, for a woman who is attracted 
by an inexpensive filigree necklace to become interested 
in a watchband, a watch itself, or even a diamond, after 
browsing through the store looking over the widely-sepa- 
rated offerings of costume jewelry. 
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EXPERIENCED 
SALESMAN 








To Cover Eastern Seaboard: 
New England, New York, Pennsylvania, 


Baltimore, Washington, Virginia, 


FEATURE RING CO., INC. 
126 W. 46th St. 
New York 19, N. Y. 


LUxemburg 2-1830 


Contact Sales Manager 
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“The items bought were for surprise gifts in most in- 
stances.” Besides, a great percentage of the customers 
were not regular store accounts. 


Thornton did not rely on newspaper and radio an- 
nouncements alone to bring the men in. He took advan- 
tage of this occasion to phone prominent men and extend 
a personal invitation to them. This gave him a chance to 
contact those whom he could not have otherwise, grace- 
fully. 

The two models—in evening dresses—lent a certain 
amount of glamour and excitement to the event. They 
were everywhere. They flitted from counter to counter 
to show a prospective customer just how a certain ring 
or necklace would adorn the one they were buying it for. 


Hartwell’s is one of Oklahoma City’s oldest prestige 
stores. This was probably the first time in its long history 
such goings-on ever took place inside its four walls. Yet, 
no one was offended. All remained within the bounds of 
what constitutes good taste. After all, it was a party... 
and parties imply a happy get-together. 

One customer, a typical illustration, was looking at 
some figurines for his wife. Alongside them were some 
crude pottery pieces. “This,” he said, picking up a 
mug with a devilish, smirking face on it, “matches my 
taste and my personality. But I don’t think my wife 
would appreciate its charm!” 

But before he left the store, he had acquired some 
knowledge about figurines, and bought a pair of the 
most expensive ones to surprise his wife on Christmas 
morning. 

When men buy—especially those who would come to 


an affair of this kind—they buy without too much price. 
consciousness. 

“Upon checking with the sales personnel,” said Thorn. 
ton, “not one could recall a customer asking the price 
before they bought. Obviously, they were guided by 
what they liked, not the price tag.” 

The success of this first venture has Thornton making 


plans for another “For Men Only Night” prior to Valen. 


tine’s Day. 





Fee ee oF AY: 





“The next one will ‘pull’ even better than the first,” | 


he concluded. “The men who came to our first one liked 


it, and they are talking about it to their friends. Many | 


have told us the prominent men they'll bring to the 
next one.” 

Any promotion is best judged by the taste it leaves in 
the public’s month. The reaction is more important than 


the amount of sales made. And this event, by popular | 


demand, is worth repeating, Thornton believes. 





“Take the Customer for a Ride” 


‘ 


Jewelry and aviation are coupled together in a jewelry | 
department promotion of the Jones Department Store in | 
Kansas City, Missouri. On the wall is a colored map of | 
all the airline routes into and out of Kansas City which | 
supplements an exhibit of “The Air Threesome”—a fine, | 
accurate wristwatch for making plane connections on the | 


split second; a briefcase or billfold; and a non-leakable 
pen and pencil set for “writing in the sky.” Sales receipts 
for each week’s over-$2.50 purchases are used in a weekly 


drawing, the customer selected to be “taken for a ride” | 


over the city. 
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21 West 46th Street 





Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM -° OSMIUM 


| W. solicit your Sweep —_ 


Filings — Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Ine. 


Tel. LUxemburg 2-2320 


PALLADIUM 


Platinum — Metals 


WILL RECEIVE 
Special At fention 


New York 19, N. Y. 
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Luggage 
(From page 122) 


gage department is to show a profit at Christmas (or any 
other time)” observed the buyer. “Only nationally adver- 
tised lines should be carried. People are extremely brand 
conscious, and a case or bag bearing the stamp of a well- 
known manufacturer needs little sales talk to convince 
the patron of its value. 

“The open stock method of selling should be adopted. 
The majority of people buy only one or two pieces, but 
most of them would like to own a complete set of matched 
luggage, and if we tell them they can gradually acquire 
one, it not only makes a present sale but paves the way 
for future ones. The wisest inventory policy is a stock 
made up of ensembles, which can be broken up to sell 
single wardrobes, overnighters, two-suiters, valet packs, 
etc. 

“Appeal to the masculine side of the family is impor- 
tant. Women are constantly coming into the store who 
are dubious as to what to get for a man—a fine leather 
bag is a perfect solution. A large percentage of our 
stock is in aniline-dyed leathers, cordovan, rawhide and 
other natural finished leathers. Lightweight metal air- 
craft luggage as well as heavy-duty varieties for traveling 
salesmen chalk up many sales for men. 

“At the Christmas season leather and luggage should 
be advertised by themselves. It creates a much deeper 
impression than if they are included in a general news- 
paper jewelry ad or window display. It is even advisable 
to break up the ads into luggage for men and for women, 
suggesting such a gift to many who are looking for some- 
thing different in a quality line. 

“Our luggage window last season attracted much atten- 
tion. This line is rather neutral in tone, so to give it color 
we had the display backed with wreaths and garlands of 
frosted greenery. In the center were cutout figures of a 
man and a woman standing outside a snowbound cottage 
—these figures being in bright colors. A card suggested 
“It’s Christmas time—time for fine luggage.” Ensembles 
of matched luggage were shown at each side; while on 
the floor were portfolios and small leather goods.” 





Combining Business With Business 


Harry Gamler, a prominent Buffalo, N. Y., jeweler, gave 
a new twist to the old adage which cautions against com- 
bining business with pleasure—he combined business with 
business. 

Last spring Harry Gamler and his wife flew to Europe 
on an extended buying tour which took them to all of the 
major continental jewelry centers. They took with them 
more than 10,000 specially printed post cards, sending 
personal greetings to customers and friends back in Buf- 
falo. Appropriate cards were sent out from each stop- 
ping place along the tour, keeping the jeweler in personal 
contact with the trade throughout his absence as well 
as building up good will. 

The front of each card carried a photo of Mr. Gamler 
superimposed on a map of Europe, along with this copy: 

My flight across the Atlantic to visit the Continent of 
Europe was thrilling. Harry Gamler.” 

On the message side of the pre-addressed cards was a 

message in long hand selected from one of ten offerings. 
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mean business! 


Brand new Sentinel display 





packaging pays off in 


increased sales and profits by attracting customers to 


the 3 outstanding features of 
make them popular favorites 


GOOD LOOKS ® LOW PR 


Sentinel timepieces that 
at the point of sale... 


ICES @ TOP QUALITY 


Sentinel means business . . . get your 


You P 


SENTINEL 
CLICK POCKET WATCH DISPLAY 


No. 114 Plain Dial (Illustrated) 
You SELL 6 @ $2.95 $17.70 
You PAY for 6 watches ......$11.94 


You MAKE $ 5.76 

No. 115 Radium Dial 
You SELL 6 @ $3.50 Yam? 
You PAY for 6 watches ......$14.22 


. You MAKE §$ 6.78 


NO. 119 SENTINEL 
LITTLE PAL PARADE PACK 


You See 3 
3 Plain @ $3.95 
3 Radium @ $4.50 


TOTAL 
I ie ie) ae Ma (ola 4; 


$11.85 
$13.50 


$25.35 


NO. 117 SENTINEL 


DIAMOND 


WRIST WATCH DISPLAY 


. a Se 
3.10 Kt. Rolled Gold 


Front (@ 


3 Chrome (@ $4.50 


TAL 


magazines will feature these Sentinel models. 


Q a Tl HL, LINE OF CLOCKS 
r : AND WATCHES 
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For the name of your nearest distributor, write 


The E. Ingraham Company, Bristol, Connecticut — Toronto, Canada 


Prices above are for 24 assort 


clusive of taxes. Specifications a 
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BE CERTAIN 


You are buying 
JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS Cir- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check to 
THe JEWELERS CirCcULAR-KEYSTONE 
... not to the Representative. This is 
a double safeguard. 


Misrepresentations have come to 
our attention where jewelers, think- 
ing they are being offered a subscrip- 
tion to JC-K and a copy of “Frade- 
marks of the Jewelry and Kindred 
Trades,” find out later that they have 
actually bought another jewelry mag- 
azine and a trademark book vet un- 


published. 


There is No Tieup between a trade- 
mark book and a subscription to 
JEWELERS CiRCULAR-KEYSTONE. $3.00 
is the price of a subscription to our 
magazine and it represents the best 
investment that you can make. 


Trademarks of the Jewelry and 


Kindred Trades is the only origi- 
nal complete and authentic Trade- 
mark book in this industry. It 1s 
copyrighted. It sells for $7.50. 


DON’T BUY AN 
IMITATION 
BY MISTAKE 
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Lamps for Sale 


(From page 124) 


tell of the Gift Shop, upstairs—and the Lamp Shop, 
downstairs. 

This Lamp Shop, in charge of Alton Mabry, carries 
an extensive line of indoor and outdoor lamps and fix- 
tures, the latter including doorway lantern-type fixtures, 
Colonial lights, reconstructed automobile lamps, coach 
lamps, ship lamps, and post lamps. Some of these are in 
wrought iron, some in copper, and others Japanned metal. 

Among the indoor lamps may be found a full array of 
boudoir lamps, desk lamps, table and bracket lamps, some 
with single and double-wing arms, and a large variety 
of floor lamps. 

These come in every conceivable type and variety of 
material, and with shades to match—some in china, some 
in crystal, and others in metal or wood. 

The Lamp Department also carries an exclusive line of 
hand-painted shades, the product of Helen Woods of 
Northampton, Mass., whose career in lamps dates back 
nearly 20 years, and whose hand-painted lamps and 
shades are to be found among leading decorators’ and 
house-appliance stores in the country. 

Numerous antique lamps are on display at Bigelow- 


Kennard’s, along with choice items in imported glass and - 


china. 
All are helping light the way to increased business. 





Biography of Birthstones Ads Build 
Gem Interest 


A sharp departure from standard jewelry advertising 
practices, and one which has gained a lot of prestige and 
additional sales volume for the Myron E. Freeman & Bros. 
Jewelry Co., Atlanta, Georgia, is the “Biography of Birth- 
stones’ ad series, run each week in the rotogravure section 
of leading Atlanta newspapers. 

The weekly “biographies” are written by Walter R. 
Thomas, president of the firm, and appear in a two- 
column, 8-inch article format under a photograph of the 
author. 

Each of the articles is the product of Thomas’ research 
and experience, translated into a short, easily-digested 
story. They touch on the discovery of precious stones, 
the historical role of each gem, something of its chemical 
construction, value, and desirability. Superstitions and 
historical facts associated with gems are also pointed out. 

“The articles are written,” said Thomas, “to be as 
interesting and entertaining as possible without getting 
over-technical. This, on the theory that a combination of 
brevity and interesting lore will considerably elevate pub- 
lic respect for various gems.” 

Since the ad series began, the Myron E. Freeman store 
has played host to many visitors who have come in for 
further information on particular gems and to thank the 
Atlanta jeweler for the series. Such contacts have proven 
very valuable inasmuch as most visitors leave the store 
with an excellent impression of the fine gem stock carried, 
Thomas has found. While it is difficult to determine the 
actual percentage of sales which can be traced to the series 
of articles, Thomas believes that they have been a prime 
factor in shaping the store’s public prestige. 
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Designed for Location 
(From page 166) | 

The most distinctive display fixture is a series of three | 
gray stands, approximately 3 x 6 ft. in size at the base. 
These are placed horizontally in the store. Sliding doors 
offer storage space. A superstructure has been created 
on.the top of this stand. It is approximately 1 ft. across 
and rises 4 ft. above the stand. There are a series of 3 
glass shelves offering the ideal display medium for silver- 
plate and glassware. The upper 3 shelves have 1 ft. 
clearance. The base has 2 ft. allowing for the display 
of larger items of merchandise. The end is mirrored. 
This not only lends sparkle, but is functional for those 
examining necklaces and ear rings in the jewelry section. 
Baby spotlights are used entirely for lighting. They are 
dropped to a height planned to highlight displays. 

Mahogany window boxes with natural plants further 

complement the green wall shade. 
_ The remodeling program results in 27 running feet of 
window display. This is important because the store’s 
location makes window display the most potent adver- 
tising media. 

The rear of the store has a series of tables showing 
place settings of china, stemware, and silver. Each table 
is set up to display the items being chosen by a bride. 
As soon as the wedding is scheduled, or if it is far distant, 
one month before the wedding, the table is set up. Store 
records guide gift buyers in choosing a gift which will be 
truly appreciated. 

Complete records are kept on the silver, stemware, and 
chinaware sets. The record is generally set up when 
young girls begin building their “hope chests.” These 
records act as a guide in stimulating wedding and per- 
sonal gift sales. Records of 2500 to 3000 are kept up 
to date. One competitor had this service in the past and 
obtained names of guests invited to the wedding. Per- 
sonal contact was established. This practice resulted in 
great ill will. It is this firm’s contention that conversa- 
tion with the bride or her family will result in people 
coming in to choose a place setting or stemware without 
solicitation by the firm. In keeping the records, if they 
learn the person has chosen china, for example, from an- 
other store, it is listed on the record card. Anyone com- 
ing into the store with the desire of adding to that set 
is told where to find it and the pattern chosen. This 
method of operation ties in with the prestige of the store 
and builds good will. 

Since the store was founded in 1885, all advertising 
packaging, and decoration has been planned around 
“Green” and “Griffin.” Webster tells us that a Griffin is 
“a fabulous animal, half lion, half eagle.” The symbol 
of the Griffin has been created in a huge, metal plaque 
which is displayed prominently on the store wall. The 
“Griffin” symbol is also placed in the center of each gift 
box, wrapping paper, letterhead, and envelope. The color 
used in conjunction is, of course, green. The color 
Green and the Griffin symbol have become synonymous 
with this jewelry store. 

Sales Tip—Building business friendships is the most 
difficult of all the lessons of selling to learn. The process 








is made up of many score essentials. Most important of | 


all, it is a never-ending procedure. 
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BE CERTAIN 


You are buying 
JEWELERS’ 
CIRCULAR- 
KEYSTONE 


Don’t Do Business with anyone 
who represents himself as a JC-K sub- 
scription salesman unless he has a 
letter of authority on JEWELERS’ CirR- 
CULAR-KEYSTONE stationery and also 
be sure to make out your check to 
THE JEWELERS’ CIRCULAR-KEYSTONE: 

. not to the Representative. [his is 
a double safeguard. 


Misrepresentations have come to 
our attention where jewelers, think- 
ing they are being offered a subscrip- 
tion to JC-K and a copy of “Trade- 


marks of the Jewelry and Kindred» 
Trades,” find out later that they have 
actually bought another jewelry mag- 
azine and a trademark book yet un- 


published. 


There is No Tieup between a trade- 
mark book and a subscription to 
JEWELERS’ CIRCULAR-KEYSTONE. $3.00 
is the price of a subscription to our 
magazine and it represents the best 
investment that you can make. 


Trademarks of the Jewelry and 
Kindred Trades is the only original 
complete and authentic Trademark 


book in this industry. It is copy- 


righted. It sells for $7.50. 
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P Always - 
Since 1903- 
Retail Jewelers 


can depend upon our prompt 
* handling of every Xmas Or- 

der — right up to the last 

shipment on Xmas Eve. 


Distributors of the finer lines 
that all better Jewelry Stores — 
sell. Hamilton Watches Zone 8. 


WRITE FOR OUR NEW 
1952 ANNUAL CATALOG 


The Wallenstein-Mayer Co. 


31 East Fourth Street 
CINCINNATI 2, OHIO 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 








Julius Goodman & Son 


~* MADISON AVE. MEMPHIS 1, TENN. / 
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Education Program 


(From page 116) 


away with the many public misconceptions about dia- 
monds generated through years of listening to generali- 
zations about diamonds derived from a gem’s color, size, 
or mounting. 

“A diamond may be perfect and still not be a good 
stone,” said Mr. Broer. “Words like ‘perfect’ have been 
used so long they no longer have any meaning.” 

Instead of using these generalizations, Broer-Freeman 
salesmen are urged to use terms indicative of the dia- 
mond’s quality and the extent of its imperfections. Six 
specific grades of clarity, as recommended by the Ameri- 
can Gem Society, are used. 

Carlton Broer, president of the American Gem Society 
from 1941 to 1943 and again from 1946 to 1947, said 
the company seeks continually to identify itself with the 
American Gem Society. In such a role, he thinks, it is 
only natural to try to emphasize the “scientific aspect of 
grading diamonds in particular and all stones in general.” 
He considers his brother’s advertising approach “a posi- 
tive rather than a negative approach.” 

“Instead of telling a customer ‘We have top quality 
diamonds, but watch out for the other fellow’s dia- 
monds,’” he said, “we use a positive approach. We 
assume that most diamonds are average and try to show 
our customers how ours are superior to them.” 

Broer-Freeman salesmen stay away from the word 
“perfection” in connection with diamonds. Fitting in well 
with the advertising program is the store’s long-standing 
policy of stocking only diamonds of the highest possible 
quality. 

The Broer-Freeman customer won't be asked to com- 
promise on a diamond’s cutting. That’s one place the 
firm won’t compromise. 

The company will compromise a little on the two other 
qualifications of a diamond, color and clarity, but only to 
a certain extent. 

This diamond education program isn’t the type of 





Diamond ‘Story’ Sparks Re-Styling Ad 

The development of the diamond industry was traced 
by Deister and Butler, 119 North Main Street, Elmira, 
N. Y., in an eye-catching newspaper ad designed to bring 
in diamond ring re-styling business. 

Caption of the ad stated simply: “A Small Boy Picked 
Up A Pebble—” 

Copy continued: “A small boy picked up a pebble and 
because of that seemingly inconsequential gesture, things 
began to happen, changing the history of South Africa 
and revolutionizing the diamond trade of the world. 

“Today, the diamond stands supreme in meeting the 
combined qualifications desired in the perfect gemstone, 
but it is always more valuable, more desirable, if it is 
a flawless gem. That is why we insist upon perfect dia- 
monds—for your protection and satisfaction.” 

Under a sub-caption suggesting that Elmirans “Re-style 
Your Diamond,” copy continued: “If you have a ring 
in which the setting is dated, a new setting will add to 
the brilliance and safety of your diamond. Deister and 
Butler have a large variety of modern settings. Ask to 
see these new designs.” 
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thing that snowballs into a stampede to a company's 
showrooms. Educating the people of Toledo, or any city 
of its size, on diamond quality, can’t be done overnight. 

But Broer-Freeman is satisfied with its start. The pro- 
gram brings in new customers and, what’s more impor- 
tant, it keeps them. Nobody gets the idea at Broer-Free- 
man’s that somebody’s trying to sell him with generali- 


zations. 
Broer-Freeman customers sell themselves. 





Quality Theme 


(From page 162) 


At all times, Clarke makes full use of his windows, for, 
as he says, “windows that are artistically trimmed serve 
as a magnet to pull the customers first of all to the front 
of your store and then into it.” He uses what he calls 
“plenty of white space” in his windows, displaying ar- 
ticles sparingly but with emphasis. 

During the years, he found his store too small to carry 
out fully his merchandising ideas. Located now in a store 
twice the size of his previous location, Clarke is able to 
give full vent to his display formula. 

He has set up a bride counsel department where a young 
bride can register patterns in both silverware, glass ware 
and china ware and see it displayed in full settings. Silver- 
ware, which has become a tremendous drawing card in 
Clarke’s business, is given a prominent spot in the store, 
although customers must pass the gem department to get 
to the silverware. 

There is no customer waiting while a clerk hunts for a 
particular silver pattern. All patterns are immediately 
available for inspection in a restful, unhurried atmos- 
phere. And when a customer finally decides on a pat- 
tern, it is immediately registered. 

“We use no pressure,” Clarke says, “as we can judge 
pretty closely from customer reaction which pattern she 
favors and is apt to buy. We merely point our sales 
demonstrations in that direction and usually achieve the 
desired result.” 

Along with quality merchandise and dignified promo- 
tion, Clarke stresses service. 

“We'll go out of our way to service our customers and, 
most importantly, develop loyalty in our relationship,” 
he states. “Ring cleaning and inspection, cementing of 
crystals, inspection of watches, advice as to the wearing 
and care of gems and other forms of jewelry are all part 
of our service to the customers. And it pays off. The 
majority of our business is repeat business.” 

Staying open after business hours to aid different young 
men in the purchase of that all-important engagement ring 
is illustrative of the owner’s concern in the development 
of customer loyalty. From that first contact come years 
of profitable relationship. 

“People who have never paused before my windows be- 
fore now spend considerable time viewing my displays,” 
Clarke says. “The other day a man walked in to purchase 
a small sift and left with three other items. I had never 
seen him before. A woman, a complete stranger, pur- 
chased an expensive ring which, I am sure, she thought 
she could find only in the New York market. Dignity 
and quality. I’m a firm believer in that slogan. It cer- 
tainly has been good to me.” 
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YOU CAN STAKE YOUR REPUTATION ON 


orth, amalon/ 


BLADES! ~~ 


a 








Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
the ultimate in quality 
and craftsmanship in 
forged stainless steel 
blades 






Prices 
and illustrations 
gladly furnished 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: « ESTABLISHED 18671 

















NEW INVENTION! 


HONBROS MOVEMENT HOLDER 









Now you , ry have to take the 
watch in dnd out of the case! 
Do all of your work while watch 
is still in the movement holder! 


Here is a new combination movement holder designed for 
use on all timing machines. With this holder you can time 
the watch in the machine while still in the holder. You need 
not take the movement in and out of the case in order to 
time it in the machine. You can place the watch in the holder, 
repair it, and while still in the holder, time it in the machine, 
make your adjustments and after you have finished replace 
in the case. 

You will find this a particularly good time-saver in the timing 
of 12, 16 and 18 size watches which require an extra amount 
of effort and time to take in and out of the case. 

With this holder you can also replace your standard move- 
ment holder for all bench work. 


JOS. B. BECHTEL & CO. 


729 SANSOM ST. PHILADELPHIA 6, PA. 
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DONT BE FOOLED 


THERE IS 
Only One Niash Patented* Wing Back 


clicks opening 
clicks closing 






Found on the Finest Jewelry 
It has perfect mechanical operation, clicks 
opening, clicks closing. Has non-corrosive 
spring. Available in all metals. 

*Patented. Design 155,535 


Patented Construction 2,472,958 
Infringers will be prosecuted 


NIASH REFINING COMPANY 


116 Nassau St. CO 7-4496-7 New York 7, N. Y. 














TAKE IT EASY, MR. JEWELER, 


AND WATCH THE PROFITS ROLL IN! 


Lean back and yet build up your repair business to high $$$ volume 
by relying on the up-to-date know-how and methods of our own 


MODERN WATCH REPAIRERS! 


Our WATCH REPAIR DEPT. for the TRADE, staffed by the most 
experienced Swiss and American Watch Mechanics, welcomes ALL 
your watches: From the cylinder to the finest timepiece including 
chronographs, stopwatches, calendars, automatic, and repeaters. 
All watches timed-tested on Watchmaster. Send us your watches 
and clocks for a FREE ESTIMATE BY RETURN MAIL! 


WATCH THESE ADDITIONAL FEATURES: 


V All repair jobs are guaranteed for one year 

\’ All watches are insured by us against damage, fire, or loss 
in the mail 

\’ We refinish every dial at ACTUAL COST ONLY 

V We polish all cases without charge 

\’ Five Day Service after receipt of order 

V We supply FREE, self-addressed shipping labels for your 
convenience 

V Our efficiency insures lowest possible prices 

V Special discount on large orders 


Request Trade Price List and FREE 
Shipping Labels 
ALSO: JEWELRY-CLOCK REPAIRING—SPECIAL ORDER WORK 
All imported & PP. 4 materials, move- 


ments, cases, attachments, all jewelers findings & sundries. All 
books on Watch-Clockmaking, Jewelry, Engraving, etc. inquire! 











JUST OUT! Largest enlarged catalog on all dress and surface 
watches, clocks: cuckoo clocks; watch bracelets; all books in your 
field. Write for your FREE copy today! 


QUICK MAIL ORDER SERVICE 


MODERN TECHNICAL SUPPLY CO. 


Dept. 11JCK, 55 W. 42nd St. New York 18, N. Y. 














Opened for Christmas 


(From page 120) 


business is secured throughout the year from guests at 
these places. 

Traffic in the Gould store is increased regularly through 
a fine watch repair department. People who come down. 
town shopping usually park their cars in various nearby 
lots, and while on the way to department and other stores, 
drop in at Gould’s with their watches for repair. 

“We find that radio advertising is effective in getting 
our sales story about fine jewelry to a wide audience,” 
the owner states. We are on WMAW three times weekly, 
with spot announcements on a 10-minute program. Cus- 
tomers mention that they hear our radio messages now 
and then and remember them.” 

Gould also likes direct mail advertising. He keeps a 
list of all regular customers and sends direct mail to 
them several times yearly. A large percentage of cus- 
tomers who were sent a direct mail invitation to the 
new store's opening, came in, although no special sales 
were stressed. Copy of this letter was as follows: 

Dear Friends: 

Every so often something happens in this life of ours 
which makes everything seem brighter and more worth- 
while. This is the feeling I now experience, and I can 
think of no better way than this to express my deep 
appreciation to you, who have helped me to make this 
possible. 

I am indeed pardonably proud of my store which 
has just been completely remodeled for your every com- 
fort and convenience and shopping pleasure. Yes... | 
have something to crow about, for now I can offer you 























Promotions Fill Out Silver Sales 


“Sterling silver is traditional with southern families,” 
said Frank E. Overholt, manager of Riders, Baton Rouge, 
La. “We sell a great deal more of it than we do plate, 
and we particularly push hollowware.” 

Two of Riders’ most successful promotions are (1) a 
check list, and (2) a tie-in with the local high school. 

The check list is made up of all previous silver pur- 
chases made by any bride or matron, together with her 
name, address, anniversary, and birthday. Shortly be- 
fore either date a short note is sent to the husband, re- 
minding him of the occasion, and, at the same time, ad- 
vising him of those silver pieces which would complement 
the ones already purchased. The husbands are as grate- 
ful for the gift suggestions as they are for the reminders. 

Riders is visited by a class from the domestic science 
section of the high school on an average of every two 
months. The classes are lectured on the difference be- 
tween sterling and plate, the history and romance of many 
of the patterns, the proper setting of the table and use of 
silver for different occasions, the care of silver, and other 
interesting information. The store makes no attempt to 
sell the students at the time. Similar lectures are also 
delivered before women’s clubs in many neighboring 
towns as well as in Baton Rouge. Despite the time and 
effort involved in the lecture promotion, Riders is con- 
vinced that its sales value has already established it as a 
worthwhile, fruitful program. 
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everything that is truly fine in nationally advertised 
traditional jewelry, silverware, gifts, etc., at prices that 
are sure to be in keeping with your budget. 

Can you blame me then for sincerely asking you to 
stop in today or tomorrow and let me show you around? 
You'll be pleasantly surprised and I know you'll agree 
that I do have something to crow about. 

Cordially yours, 
Joe Gould 





Predictions That Pay Off 


What Carl Adams will predict next, is what many 
readers of his jewelry advertising are wondering. Adams, 
a Pomona, California, jeweler, has turned prophet with 
predictions “of things to come” that, while not 8214 per 
cent correct, at least give his readers a smile along with 
the suggestion that they come to his store to buy their 
watches and jewelry. 

When serious predictions failed to attract sufficient 
attention, Adams decided to put a smile into each ad 
even at the expense of appearing a “bit screwy.” That 
paid off. People began to quote him, laugh with him, 
and go to his store to buy watches and jewelry. A typical 
Adams prediction is: “Someday scientists will fly to the 
moon and plant the Stars and Stripes on that planet, 
claiming it for the U.S.A. If there’s oil on the moon that 
may create a delicate international situation. We're 
hoping they find diamonds. Imagine an engagement ring 
set with a moon diamond!” 

Another was, “We predict that some smart inventor will 
figure out a vacuum cleaner that can be built right into 
the house and by pressing a button the housewife will 
set it going and vacuum the dirt out of every room with 
one big swoosh. Might have to nail a few things down, 
but it’s still a good idea.” 

Adams’ one column ads are seven or eight inches in 
length depending on the amount of copy. At the top is 
a turbanned fortune teller with his crystal ball. Below 
the illustration is the heading WE PREDICT, and then 
some farfetched look into the future. 

A second prediction usually tells the reader of the 
pleasure to be derived from the purchase of a piece of fine 
jewelry for personal use, or the enjoyment that goes with 
the jewelry as a gift: ““We predict that if you buy an Elgin 
or Bulova watch from this store, you'll decide that never 
before have you spent money more wisely.” Or, “We 
predict that birthdays, anniversaries, and other special 
days will be long remembered when the gift is a piece of 
fine jewelry—a bracelet, ring, locket or watch.” 

The final paragraph is about some famous diamond 
under a capitalized heading, DIAMONDS. 

Adams says he has not made a “hit” yet but there’s 
no telling when he will predict something that can really 
happen. “So far,” he says, “my predictions have proved 
1000 per cent untrue. But give me time,” he told a cus- 
tomer. “I can’t be wrong all my life. Anyway, the ads 
brought you into the store and that’s their purpose.” He 
has not made any weather predictions. “The weather man 
misses it often enough,” he says, “without me lowering 
the average.” 

Adams is a friendly man who lets his friendliness bubble 
over into everything he does. The humor in his ads is 
only one expression of his liking for people. His informal 
approach puts customers at ease. 
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COMPLETE NEW TROPHY LINE 


Sports Figures For All Events In Beautiful 
Duro-Glo with Ivory Bases 


From $1.65 LIST up 
(ILLUSTRATED) 


No. LEST 
Height: 6” 
LIST PRICE: 

$1.65 


Write for our completely 
new illustrated catalogue 





LAWRENCE MANUFACTURING COMPANY 


413 E. Sixth St. 526 North Ave. 
Los Angeles 14, Calif. Westfield, New Jersey 
Phone: MAdison 8609 Phone: 2-6770 








Increase Your Watch-Band Sales 50% 


With the new TRAY -MASTER — takes all 
brands, all sizes—Men's and Ladies’ Together! 


This long-lasting display accessory will boost sales imme- 
diately. Results prove it is worth much more—You can't 
afford to be without them. 


SPECIAL OFFER 

One TRAY-MASTER at no charge when you purchase an 
assortment of Bretton Watch Bands (at wholesale). You 
select the bands. Ask your wholesaler, or order direct. If 
ordering direct include name of your wholesaler. 
ORDER TODAY! Take advantage of 10 Day Free Trial. 
Money back if not satisfied. All prices F.O.B. 






TRAYS ONLY 
$6.95 EACH 
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H.L. MFG. CO. 


356 American Avenue 
Long Beach, California 
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CARVED 





HAND 
in ITALY 


Inspiring hand-carved 
Madonna gracefully re- 
posed in a handsome 
contrasting wood chapel. 
Ideal for a home shrine, 
as well as for spiritual 
comfort while traveling, 
in school, etc. 


Supplied in Light and Dark 
Woods in Three Sizes. Mini- 


mum order: 1 dozen assorted 


SMALL SIZE MEDIUM SIZE LARGE SIZE 
33%," high 41," high 51," high 
$4.85 $5.75 $6.95 

DEALER NET: DEALER NET: DEALER NET: 

$22 per doz. $28 per doz. $34 per doz. 








BE NARD SALE 150 Nassau Street 
Ss New York 38, N.Y. 











400-DAY 
CLOCKS 


with or without specially built, hand- 
decorated Wall Shelves 


Shown No. 35/4 EG with decorated 
enamel dial, standing on hand 
painted wall bracket, available in 
different colors. 

Large selection of Cuckoo, Novelty, 


Cuckoo-&-Quail, Cuckoo and Music 


























New Reduced Prices Blocks. 
Illustrations and Price List 
on request 





Fred J. Koch 


Direct Importer 


321 Breadway New York 7 


















MASONIC RIN G* 








Here's a Masonic Ring with real 

meaning, rich symbolism, elab- 

orate detail, fine craftsmanship! 

10-Kt. gold ... . $35 

14-Kt. gold ... . $42 
Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patent No, D-157620. 


ARTS « CRAFTS ce 


FINE MEN'S RINGS 












106 ANN STREET 
HARTFORD, CONN. 
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Christmas Display 


(From page 95) 


Your local florist will be able to supply either natural 
pine garlanding for the background or the sprayed pine 
which is fire proof and still natural looking. Princess 
pine would probably be the best in this case as it is smail 
in scale. Loop the garland with wide red ribbon bows 
and fasten clusters of tiny Christmas balls at frequent 
intervals. The Christmas packages should be colorfully 
wrapped. 

Although ordinarily it is better to keep jewelry, silver- 
ware and other items in separate windows, Christmas 
windows can frequently be made to look more “gift-y” 
if the merchandise is mixed. Small silver hollowware 
pieces, costume jewelry and precious jewelry, watches, 
small leather-goods might therefore all be included in 
such a display setting as the one sketched. 


Where it is desired to carry the same Christmas theme 
through several windows of different types of merchan- 
dise, the cherubs and garland would be an excellent 
choice. The mantelpiece should only be used with small 
items, but the cherubs could be used with almost any type 
of merchandise. The garland trimming on the background 
in all windows would also do a good job of tying the 
windows together so that your whole Christmas promo- 
ticn has unity. 





Customers Have Ideas 
(From page 126) 


window’ and think, instead, in terms of “sales windows.” 
He is convinced that the proper standard of evaluation 
of a display window is the extent to which it actually 
creates sales, whether it be a swank Fifth Avenue win- 
dow featuring one rare stone or just an average main- 
street window. Displays should sell, he insists, not merely 
attract attention. 

Wynne’s new display method features an up-right sup- 
port mounted close to the front glass, usually from three 
to nine inches. The positions of the display bars may 
be adjusted independently of each other and each bar 
may be easily removed from the up-right support. The 
base requires only three inches of floor space. The system 
includes velvet-covered ring-bars, watch-bars, bracelet- 
bars and earring-bars as well as special shelves, racks, 
holders and other devices. 

The first units of Wynne’s “Sho-Off’ were completed 
last year and have been in continuous use since then. 





Sales Tip—Gossip is out. We can pass along the news 
we have picked up but when we pass along the gossip 
we've heard everyone begins to mistrust us. The con- 
fidence of a customer is as valuable to a salesman as a 
reporter’s possession of the confidence of his source of 
news. 


Sales Tip—Good traits of personality must receive con- 
stant attention. They are hard to learn and acquire but 
even more difficult to keep a part of our business make-up. 
It is too easy to lose a trait acquired through years of 
study and practice. 
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HERE’S YOUR 
OPPORTUNITY 


COMPETE FOR 4° ANNUAL 





Brand Name Retailer of the Year Awards 


LAST YEAR’S TOP JEWELRY WINNER 


7 ~ ~ = 
-- (= = 









INCORPORATED 


ORD ANNUAL RETAIL AWARDS 


GIVEN TO 


5. & N. KATZ 
BALTIMORE, MARYLAND 


JEWELRY STORE 
BRAND NAME RETAILER OF THE YEAR 
For 1950 


ON 


BRAND NAMES DAY 
AT NEW YORK CITY, APRIL 11, 1951 





ip KAMER 





* | Build Prestige for you and your store with 


your customers and community. 


*% 2 Get National Publicity for you and your 


store In newspapers and magazines. 


* 3 Focus Attention of Trade and Suppliers 
on the job you’re doing as an alert, progres- 


sive retailer. 


























20 BIG AWARDS 


80 Certificates of Distinction in... 


ALCOHOL BEVERAGES— AUTOMOBILE DEALERS—BUILDING 
MATERIALS—CHILDREN’S APPAREL—DEPARTMENT 
STORES, CLASS I—DEPARTMENT STORES, 

CLASS II—DRUGS—ELECTRICAL APPLIANCES 
FOOD—FURNITURE—GASOLINE SERVICE STATIONS 
HARDWARE— JEWELRY — MEN’S APPAREL— MUSIC—SHOES 
SPORTING GOODS—STATIONERY AND OFFICE SUPPLIES 
VARIETY — WOMEN’S APPAREL. 
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SPONSORED BY 
BRAND NAMES FOUNDATION, INCORPORATED 


Given annually to retailers in 20 fields who best 
present the brand names story to customers and 
employees. Make sure your store is entered! No 
cost or obligation whatsoever! Simply mail the cou- 
pon below for full information and entry blank. 


Size of store does not matter. Last year over 
2,000 stores participated. Special awards were 
made in every field to big and little alike. 


Final awards will be presented April 16 at the 
annual Brand Names Day meeting, New York, 
before America’s top business executives. Here’s 
your chance to spotlight your establishment as tops 


in retailing. 





DIRECTOR OF RETAIL RELATIONS 

BRAND NAMES FOUNDATION, INCORPORATED 
37 West 57th Street 

New York 19, New York 


Our store would like to enter the competition for the 
Brand Name Retailer-of-the-Year awards. Please send full 


information to: 





Name_. 
Title 

Store 
Address 

















Type of Store 
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1. Porcelain Figurine 
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3. Italian Ceramics 


4. English Reproduction 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. One from series of new figurines by Ann-Tique of Cali- 
fornia featuring porcelain taffeta trimmed with feathers, 
flowers, lace. Retail prices range from $10 to $30 each. 


Sold through Edna Rymal Cox, 202 Brack Shops, Los Angeles. 


[] 2. A cascade of roses in soft sepia tones is this “Dawn 
Rose" pattern, done on the "Museum" shape, with tiny ac- 
cents in aqua appearing on handles; 5-pc. setting, $16.75 
retail. From Castleton China, Inc., 212 5th Ave., N. Y. C. 





[] 3. From new collection of Raymor's Italian imports, this 
ceramic wine bottle and vase by artist-designer Gambone; 
bottle 15" high, vase 9°; unusual color blendings; price, 
$8.75. From Richards-Morgenthau, 225 Fifth Ave., New York. 


5. Mix-Match 
Lamp 


[] 4. Reproduction of Old Derby-Imari, in typical Derby colors, 
on "Gadroon" shape, made by Pountney & Co.'s Bristol 
Pottery, England; dinner plate, $25 a doz. retail. Spring 
delivery from Fondeville & Co., Inc., 149 5th Ave., N. Y. C. 





[] 5. Classic Cone lamp with burlap shade is one of 4 basic 
designs in 4 glazes with two shade styles, to be mixed and 
matched by purchaser. In any combination, lamp retails at 
$10.95. From Royal Haeger Lamp Co., Inc., of Dundee, Ill. 
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HAVE YOU USED OUR BRIDAL REGISTRY YET? 


You’re missing a sales-building bet if you aren’t using this new 
wedding gift program, all rolled up in one complete, usable 
package—the Fostoria Bride Registry Service. 


Read what Fostoria dealers are saying about it: 


“We received your Bridal Registry Service and think it is great. 
We really appreciate this type of service which, as a small indi- 
vidual store, we could never afford. Thanks a lot.” 

“, « » You have done a swell job in all respects—the book— 
suggestions—ads and radio script.” 

“This is just to tell you how much we appreciate the work and 
effort behind your new ‘Brides’ Registry Service Book’—this new 
Fostoria book is by far the finest we have ever found. Our clerks are 
all pepped up over it. The advertising suggestions are excellent.” 


“Just a note to congratulate you on the very nice job you have 
done on the Brides’ Book. It certainly is neat and attractive.” 


And there are many more. But why wait to hear how other 
dealers are cashing in on this new Fostoria sales tool? Better get 
the plan for your store today. 








Here’s what you get: 


A Plan of Action giving complete details and 
illustrated suggestions. 


A Wéindow-Counter display card identifying 
your store as one having a bridal registry 
center. 


Registry Cards for the bride to register her 
selections in glass, china, silver and other 
appropriate gifts you carry. 

A Brides’ Registry Book, embossed in gold for 
registry cards listing the bride’s preferences. 


Ask your Fostoria representative or write 
direct to Fostoria Glass Company, Mounds- 
ville, West Virginia. 








to help you Sell GR@S ar 





FOSTORIA GLASS COMPANY ¢ MOUNDSVILLE, WEST VIRGINIA 


FOR NOVEMBER, 1951 





53 


ae 


= 


Fal 
a 


a ee 























ere — + ee. TERE eA cae fae 2 





1. Milk Glass 
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4. New China Pattern CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 





[] |. This wine elf compote is part of a large group of milk 
glass pieces; 8!/," high, it is made with either the natural 
shiny finish, retail $5.50; or mat "doeskin” finish, retail 
$6. From the Imperial Glass Corp., Bellaire, Ohio. 


[] 2. Here is a group of Christmas-gift pieces in heavy Tiffin 
crystal glass, including covered candy dish, vase, oblong 
dish for fruit or flowers—part of wide assortment of 
accessories from the United States Glass Co., Tiffin, O. 


[] 3. Fashioned in Spode bone china is this bird figure, oa 
cedar wax wing hand-painted in brilliant natural colors; 
7" high, retail $18. One from series of 48 bird figures 
stocked by Copeland & Thompson, Inc., 206 5th Ave., N. Y. | 





| 5. Large 
| Ash Tray 


aE oe 


[] 4. “Bamboo"—one of the newest patterns in French Havi- 
land china appears on the Louis XIV shape. It is done in 
vigorous rust tones touched with gray; 5-pc. setting, retail 
$12.95. From Haviland & Co., Inc., 26 W. 23rd St., N. Y. 





[] 5. An ash tray the pipe-smoker will like, large enough to 
be used as flower bowl; made in deep green, white, bronze, 
dubonnet, Venetian green, turquoise, gray; retail $15. By 
Karen of California, 8755 Lookout Mt. Ave., Los Angeles. 
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When Zippo’s Christmas campaign starts clicking, Lighters for Christmas gifts to millions and millions! So— 
an octopus would be handy to have around. Business is | even if you don’t know of a trained octopus at the moment 
going to be rushing! Full-page, full-color ads in Life, Sat- —take the first step toward the biggest, most profitable 
urday Evening Post, Look, Holiday and Esquire—and __ lighter sales you've ever had ... order your Christmas 
television spots in 31 major cities—will promote Zippo stock of Zippo Lighters from your distributor now!.” 


THESE ZIPPO MODELS ARE SURE-FIRE FOR CHRISTMAS SELLING! 





PLAIN CASE MODELS 
Brush finish chrome.... $3 retail 
Bright finish chrome... . $4 retail 
In sterling silver....$15 retail* 
In 14-karat gold..$165 retail* 

*plus Fed. tax. 





LEATHER-CRAFTED MODELS 
Cases covered in fine genuine 
leather. Hand-grained English 
Morocco and hand-burnished Calf- 
skin. 4 smart colors. . $5.50 retail 
Gold leaf initials......$1 extra 
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ENGINE TURNED MODELS 








INSIGNIA MODELS ‘TOWN AND COUNTRY MODELS 


In polished chrome....$5 retail Insignias of all important lodges 6 designs, engraved and hand- 
In sterling silver..... $20 retail* and national organizations em- painted in ceramic colors. 
In 14-karat gold... $175 retail* bossed in color....... $4 retail $7.50 retail 


Engraved initials......$1 extra 
*plus Fed. tax. 





SPORTSMAN’S MODELS 
All favorite sports designs, 
lifetime-engraved on brush 
finish chrome case, in color. 

$4 retail 
















2 ininniiy : 
ps2 “sg 
ae ad 223 chisiesacgaat a. 
SEES Py Pet eeen % 
33 
. > 


indproof Lighter 





one-ziPp W 


Pa. 
turing Company, Bradford, 








LADY BRADFORD TABLE 
MODEL — Heavily plated 
in tarnish-proof Rhodium— 
a metal rarer than gold or ee ee 
platinum......$10 retail ee se 


CRS RAN 


Engraved initial, $1 extra. ==" 
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1. "Chicken" Accessories 
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2. Duet Tumblers 


Wie rss be Be th oe re 


3. Swedish Glass 


PROFIT POSSIBILITIES 


CHECK THESE ITEMS FOR 
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three sizes of plat- 
In Brad Keeler Artwares, 
19 E. 26th St., N. Y. C. 
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FOR ELGIN NATIONAL WATCH CO. 


We are open to serve a few 
non-competitive jewelry accounts. 
Our associate -will call at your re- 
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HICKOK JEWELRY COUNTER DISPLAYER 


SCHICK DELUXE COUNTER DISPLAY 


( ae /)) WoL. STENSGAARD AND ASSOCIATES, INC. 


346 N. JUSTINE ST., CHICAGO 7, ILLINOIS 


Specialists in Merchandise Presentation * Demonstration * Displays * Exhibits 
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by MADELINE LOVE 


N° retail jeweler really needs to be told this, of course, 

but let’s say it anyway. The next few weeks bring 
him by far his biggest business of the year, and here in 
the early days of November it is by no means too soon 
to set snares for additional sales. Records show that 
November business is only a small percentage higher 
than October, but December is another matter. Twenty- 
three per cent of the year’s selling is done in that one 
month in the jewelry store, so it is well worth while to 
give it a great deal of merchandising thought. 

Everything a jeweler carries in stock is really a poten- 
tial gift, from ash trays to diamond necklaces. But with 
each item he sells as a gift, the jeweler gives an extra 
something—the glamour and prestige of his white 
jeweler’s box and the integrity of his name. These are 
the things which bring the customer to the jeweler. He 
wants to be proud not only of his gift but of the source 
from which he buys it. 

Are you thinking of ways in which you can utilize 
this prestige theme in your holiday advertising and 
general store merchandising? It can be the magnet which 
draws business away from other retailers, not only for 


tf: 





diamonds and watches and silverware, but for china, and 
glass and gifts, as well. 





















x % *% 


A W. SAGE, advertising manager of Castleton China, 
® Inc., shows the firm’s new selling brochure to 
Joseph Giarracco, china and glassware buyer. This book, 
11 in. by 17 in. in size, and modern in layout and styling, 





offers to Castleton retailers six forms of selling services, 
free for the asking. They include more than 100 mats 
for newspaper advertising; a group of mat illustrations 
by top artists; a number of different suggestions for 
advertising copy; glossy prints for all Castleton patterns; 
a series of mailing pieces; and proof sheets and order 
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19 East 26th Street (Near 5th Avenue) 





PAUL A. STRAUB & CO., INC. 


PASCO | 
OPEN STOCK | 
DINNERWARE | 


Pattern No. 7947 


Chrysanthemum 
yeas 4 
<PACE 











from 


LORENZ 
HUTSCHENREUTHER 
Available in 


94 and 64 
Piece Sets 


Immediate 
Shipment 





New York 10, N. Y. ' 
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sheets clipped into the book for ready use in ordering 
these different sales aids. 


* % *% 


OBERT SHELDON, who has been merchandising 

manager of the S. Gump store in San Francisco, 
recently resigned to become china and glassware buyer 
for the Shreve & Co. jewelry store in San Francisco. 


% % 


HE Mid-Winter Market Week at the Parker House in 
Boston, is scheduled for January 27 to February 1. 
The Show will open on Sunday noon and close Friday 


noon. 
% % 


EWELERS who were in New York in September and 
attended the Homefurnishings Show at Grand Central 
Palace may—like many others—have wondered why so 
few china, glass and gift companies take advantage of the 
promotional possibilities in this annual event. Only two 
of the important concerns in this field—Haviland & Co.., 
Inc., and the United States Glass Co.—were exhibitors, 
though a small amount of merchandise from other houses 
were included in dining-room setups displayed by interior 
decorators and furniture concerns. 

Both the Haviland and the Tiffin (U.S. Glass) booths 
were smartly arranged, with eye-catching backgrounds 
for the ware. Softly-lighted blue walls showed off the 
Tiffin glass, with huge vases of flowers giving additional 
touches of color. 





The Haviland booth, which is illustrated here, was 
dominated by a pair of almost-duplicate table settings 
done by Gertrude Brassard. Placed side by side, the 
settings showed the proper and the improper combina- 
tions of the same china, glass and accessories, and 
revealed the ease with which only a few touches can 
create harmony and balance in the setting. 


* # *% 


AMBRO HOUSE OF DESIGN, New York, has just 
issued a new catalog in its three lines of Swedish 
glassware—Kosta, Boda and Afors. A foreword gives 
the history of the oldest factory—Kosta—and succeed- 
ing pages illustrate 20 different patterns of the glass. 

Ridgway & Adderly, Inc., subsidiary of Hambro, has 
also put out a new brochure, showing many different 
designs in Adderley bone china and Ridgway earthen- 
ware. It is bound in black and gold. 
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NEW from EUROPE 


Outstanding Decorations in Fine 
Bavarian Translucent Dinnerware 








(Upper) (Lower ) 
“Rosemary” “Patricia” 


““Rosemary’—a rose pattern that is different, in 
pale gray centered with pink, green leaves, gold 
and green lines; “Patricia”—cluster of stylized 
leaves in green and gold with wide border of Nile 
green, gold lines at rim and shoulder. 


5-Pc. Place Setting — $15.00 Retail 


Both patterns are available for immediate 
delivery in 93-pc. sets and in open stock. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 East 23rd Street New York 10, N. Y. 
1355 Market St. (Merchandise Mart) San Francisco, Cal. 
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Designed for 


Wales National Advertising will 
pre-sell your customers 
through LIFE, 

ESQUIRE, SEVENTEEN, 
MADEMOISELLE, AND 
THE NEW YORK — 
TIMES MAGAZINE / Same 
+ J-1404 ES 
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Sales will zoom with this terrific twosome 


where even the package is a present. An 
attractive Gentleman's Billfold with gilt 


edge shield, suitable for engraving, plus 
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packaged in a Leatherette Moire 
(It will be re-used 
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Wales has 
“BUY APPEAL” 
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THE VWFINE ENGLISH 


DINNERWARE 


COPELAND 


i) de since 1770 


[233] 


Fine English Earthenware 


SPOUVE 
i ' LANL 
English Bone China COPELAND'S CHINA 


Lowestoft Stone China 


Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


SPOD 


Ratt 


ENGLAND 








Over 15,000 jewelers, stationers 
and gift shops are today success- 
fully using Kingsley’s Machine 
to promote sales. Its proven 
speed, simplicity and ease of 
operation assure you of 

», extra profit. 






‘ite for catalog and copy o 
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Lee 


-KINGSLE 
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Writing Papers 
Book Matches 
Napkins 
Gift Items 








MACHINE 


STAMPS 
Fountain Pens 
Leather Goods 





f “THE KINGSLE} 


STAMPING MACHINE CO. 
1606 Cahuenga Bivd. « Hollywood 28, Calif. 
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Commercial Clubs Beneficial to Jewelers 


Support or non-support of your local business organiza- 
tion boils down primarily to a question of economic self- 
interest. Will active participation in the activities of your 
business district's commercial club or chamber of com- 
merce repay your time and effort in terms of dollar vol- 
ume for your jewelry store? The answer, certainly, is 
an unqualified “Yes!” 

The fact that your local business group as it is pres- 
ently organized is not getting the kind of results that 
should be expected does not call for less participation but 
more, looking toward a change of leadership. 

What, specifically, are the benefits which you can ex- 
pect to gain from an aggressive and intelligently man- 
aged community business organization? Following are 
some of the most outstanding, not necessarily listed in 
the order of their importance. 

1. Through your commercial club better relationships 
can be fostered between businessmen of the community. 
The natural antagonism toward one’s immediate com- 
petitor (always inimical to the interests of the com- 
munity) can be consciously combatted and overcome in 
group meetings. 

2. The commerci | club can plan and execute effective 
community promotions. Asa result, your advertising dol- 
lars as a member of a business group can be 10 times 
as productive as your individual advertising expenditures. 


3. You can get more and better publicity of the type 
that brings shoppers into your shopping center. The 
stronger and more active your commercial club, the more 
respect it will command from newspapers and radio sta- 
tions. 

4. You will be able to attract new businesses into your 
district. It is as true of a shopping district as of a single 
retail establishment, that the wider the variety of goods 
and services offered, the more shopping traffic will be 
attracted to that area. 


9. Your commercial club is the agency through which 
you can work with fellow merchants to attack problems 
with which you as an individual would be powerless to 
cope. Through your group’s representative, your per- 
sonal opinion can be voiced more articulately, more ef- 
fectively, and will command more respect from city 
authorities, other merchants, etc. 


6. As a member of a strong and active business group, 
your political influence in matters affecting your district 
will be respected. Planning commissions and other politi- 
cal groups will consult with your commercial club about 
proposed civic improvements while they are still in the 
planning stage. Such projects have a bearing on the flow 
of productive shopping traffic into the district. If prop- 
erly planned, they also contribute to the general welfare, 
but they still require the impetus furnished by a strong 
and interested group to bring them to completion. 


7. Your commercial club can save you both time and 
money by functioning as the clearing house for requests 
for contributions to various worthy and not-so-worthy 
causes. 


Whatever the situation in your district may be, it is to 
your direct personal advantage to support the organiza- 
tion with your participation and your money. 
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LIFE TIME 100% att-ptasti 


PLAYING CAR 


SOO 


 — 


NATIONALLY ADVERTISED to help you sell. Above, the 
Jewel Box: 2 multi-color decks in a clear plastic jewel box with 
hinged lid and lift-out tray. Rich, smart card designs include choice 
of a bird and dog set. Retails at $6.95. 


Small counter space...pays BIG profits 
when you feature popular LIFETIME cards 


Sale of these beautiful playing cards in test 
jewelry stores has been sensational! LIFE- 
TIME 100% all-plastic cards are gorgeous 
display pieces that sell on sight. Unusual gifts 
...prestige items for the home. The finest 
card made, with absolutely no paper con- 
tent. Outlasts 100 ordinary decks. Can’t warp 
or chip. Washable. Over 2,000,000 decks in 
use. Advertised in Esquire, House Beautiful, Ladies’ Home Jour- 
nal, and Sunday rotogravures. 


NEW! DIFFERENT! 
WALLET-PAK 


for servicemen... for travelers 


i 3) oe 









No other kit like it on the market. 2 decks in a 
flexible, wallet-style case of tough, heat-sealed plastic. Perfect for 
the rough treatment of hunting and fishing trips, military use, travel. 
Retails at $5.95. 


GAME ROOM SET 


2 colorful decks in a modern 
2-piece plastic case. Retails at $5.95. 


Other attractive double deck sets 
to retail at $4.95 and $5.75. Single decks$2.55, $2.75, $2.95. 
NORTHBROOK PLASTIC CARD CO. Dept. JC-I!, Northbrook, Illinois 


SEND NOW FOR SPECIAL DEALER DISCOUNTS 


NORTHBROOK PLASTIC CARD CO. Dept. JC-I!, Northbrook, Illinois 
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1952 MATERIALS PICTURE DIM FOR JEWELRY TRADE. Announcement of first quarter (1952) 


alloc tions for controlled and critical materials in October, made it clear that 
consumer durables industries as a whole would have tough sledding, and that 
some, such as jewelry, would have it toughest. Outlook for the jewelry industry 
in first and second quarter allocations of critical and controlled materials is, 
in the words of a National Production Authority official, "lousy." Despite 
present inventory conditions which would seem to point to the contrary, supplies 
of copper—based jewelry will be non-existent and jewelers will be back in the 
World War II days of selling gold—on-sterling. 


WATCH AND CLOCK MFRS. HARD HIT BY FOURTH QUARTER ALLOCATIONS. Watch and clock 


manufacturers have told NPA that although considered highly essential indus- 
tries, they have had a hard time getting by with their metal allowances. Only 
supplemental allowances enabled them to get by in the fourth quarter, they 
stated. They predicted that, if additional materials are not available to the 
industry in the first quarter of 1952, production of most of their civilian 
items will cease. If this happens, skilled workers now employed in clock 


factories will be forced to seek other employment and will not be available for 


the manufacture of military needs in the event of all-out war. 


FUTURE OF CZECHOSLOVAKIAN IMPORTS UNCERTAIN. Recent action by the U. S. in with- 


drawing 'favored—nation' treatment from Czechoslovakia and subsequent action 
by the Treasury Department announcing maximum penalties may be assessed on 
merchandise imported from that country without consular invoices, make the 
future of imports of imitation stones, etc., as well as finished jewelry ex- 
tremely uncertain. Ernest S. Heller, President of the Costume Jewelry Trade 
Association, through this group's counsel protested the move in Washington. 


GOLD PROBLEM STILL COMPLEX. Officials of the International Monetary Fund are of 


the opinion that gold—producing countries will have to police their operations 
very carefully to prevent driving down the price of gold with an excess of the 
metal on the market. Alteration of the IMF's official stand on external deal- 
ings in gold, through making each country the judge of its own activities, does 
not alter the organization's thesis that "to the maximum extent practicable" 
gold should be kept in official reserves, rather than released to private 
hoards. Strong pleas for the sale of U. S. gold at unrestricted prices have 
been made by Delegate E. L. Bartlett, of Alaska, and Senator Pat McCarran of 
Nevada, but Secretary of the Treasury John W. Snyder has reiterated his belief 
that this country should adhere to the existing $35-—per-—ounce gold price. 


LITTLE PROSPECT OF FAIR TRADE LEGISLATION. Congress continues to show an almost 


total lack of interest concerning passage of new fair trade legislation. Con- 
gressmen of both political parties seem unimpressed with arguments that small 
retailers need such a law on the books now for protection before trouble 
starts——not after. Probe of the Small Business Committee of the Senate pro- 
gressed no further than a committee report stating that price-warfare had 
ended. 
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JEWELERS ACCEPTANCE CORPORATION. New organization by this name has been chartered 
under the banking laws of New York State, to engage in the financing of re- 
ceivables arising from sales made on the installment plan by retail jewelers. 
Directors of the corporation are: Beardsley Ruml, president; H. Christian Sonne, 
Wayne Chatfield Taylor, Wilson W. Wyatt and Arde Bulova. 


TAXES. The week of October 15 was a busy one for the Senate and House tax-—writing 
bodies. Sent to the House on October 16 by conferees of the House and Senate, 
the bill was promptly rejected by the lower body and sent back to conference 
for further study. On Friday of that week the bill had been approved by the 
House and signed by the President. Only few changes were made but despite the 
fact that the increased revenues provide far short of what had been asked for 
by President Truman, the fact* remains that the wage earner is going to have to 
dig a little deeper into his so-called 'spendable income' after November l. 


TARIFF QUESTION STILL HANGS FIRE. Tariff Commission officials are still not ready 
to make their report and recommendations to the White House on modifications 
or changes in present import duties on Swiss watches and movements. Prospects 
are that the matter will not be ready for presentation to the President before 
December, perhaps not until after the first of the year. Officials, meanwhile, 
say they are making good progress. 


FTC HEARING ON RULES FOR PEARLS. The Federal Trade Commission will hold hearings 
at the Waldorf-Astoria hotel in New York, on November 15, on proposed trade 
practice rules for the pearl, cultured pearl and imitation pearl industries. 
Proposed definitions of the three would provide against the misuse of any one 
of the three terms in advertising. 


GOVERNMENT CONTRACT RENEGOTIATION FILING DEADLINE EXTENDED. Firms having fiscal 
years ending prior to November 30 and which hold government contracts subject 
to renegotiation, now have until March 1, 1952, to file their financial state— 
ments with the U. S. Renegotiation Board. Announcement was made on October 9 
by Chairman John T. Koehler of the Renegotiation Board. 


BUSINESS TRENDS. Jewelry store sales rose an indicated 1l per cent in August 
over July, this year, according to the monthly retail trade report issued 
by the Department of Commerce. This report is based upon a survey of larger 
stores throughout the country by the Bureau of the Census. According to the 
report, August 1951 sales by these stores was 12 per cent less than for the 
Same month in 1950. 


WHOLESALERS' SALES AND INVENTORIES. Sales of jewelry wholesalers was up an in- 
dicated 72 per cent in August this year over the preceding month, July, accord- 
ing to the monthly trade report by the Bureau of the Census. August 1951 sales 
were down 25 per cent from the same month last year but for the first eight 
months of the year were up 13 per cent over the corresponding period in 1950. 
Inventories in August 1951 as compared with August 1950, were up 235 per cent; 
down 6 per cent in August this year from July, 1951. 


SOME JEWELRY STORE ITEMS EXEMPTED FROM PRICE CONTROL. On October 19, the Office of 
Price Stabilization released certain commodities from price control, the idea 
being that these items were out of the pale of cost of living commodities and 
unimportant enough to have no effect on the controls of commodities remaining 
under price ceilings. Of these items, those with which a jeweler might be con- 
cerned are: miniature size novelties of glass, china, wood, plaster, etc., of no 
tableware use and made only for collector items; novelties made of alabaster, 
marble, onyx, shell, etc., for decorative household use or as collector items; 
novelty wood cigarette boxes when sold separately and not as part of a set; 
costume jewelry made from sea shells or from nuts, seeds or other vegetable 
product; custom made picture frames; figurines and ornamental statuary designed 
solely for decorative use, but not for any other purpose; wood-—carved figures; 
coffee and pepper grinders. 
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here’s a book that ¢ 
makes money 


for you 


READ HOW IT TURNS 
EVERYDAY QUESTIONS INTO SALES 


Again and again, knowing quickly who made a 
silver pattern, where to get replacement parts for a 
watch, or how to fill in a prized piece of fine china is 
the first step to making a sale—and making a steady 
customer. 


And you can have the answers . . . quick as the 
flip of a page . . . in the new, revised 1950 edition 
of TRADE MARKS OF THE JEWELRY AND 
KINDRED TRADES. 


This standard reference, the only book of its 
kind, and a sales-maker for jewelers for half a century, 
is now completely revised for the first time in seven 
years. It is packed with more trade marks and trade 
names than ever before—new addresses—all handily 
cross-indexed for easy finding. 


When customers ask questions, they expect you 
to have the answers. You are the authority, on silver, 
watches, jewelry and giftware of all kinds ... and you 
want to keep that authority, by having all the facts of 
the field at your fingertips. 





TRADE-MARKS 
OF THE JEWELRY 
AND KINDRED TRADES 


new sixth edition 


| $97.50 


postage prepaid 








Money back if you do not 
TRIAL OFFER » « e believe this book is 


essential to your business. 


é THE JEWELERS’ CIRCULAR-KEYSTONE 
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TRA DE-MA RKS 
Of the Jewelry 
and Kindred Trades 





In this new edition of TRADE MARKS OF 
THE JEWELRY AND KINDRED TRADES, you'll 
have 388 pages of important information .. . illustra- 
tions and lists of more than 4200 trade marks and 
names; about 3650 watch names; 3300 sterling silver 
and plated ware pattern names — all with current 
addresses of manufacturers and distributors. In addi- 
tion, you'll have reference data on giftwares, whole- 
salers’ names and addresses, and the current state and 
national Trade Mark and Stamping Laws as they affect 
your business .. . the result of two years of work by 
THE JEWELERS’ CIRCULAR-KEYSTONE, primary 


source of data for the jewelry field. 


As more and more people buy by trade-mark, 
and more and more manufacturers clearly identify 
their products, this book becomes an increasingly valu- 
able basic tool of your trade. At a mere $7.50, it can 
pay for itself over and over by closing sales you might 
have lost with an “I don’t know.” Order it today. and 
be sure every salesman uses it daily. 


100 East 42nd Street, New York 17, N. Y. 


Enclosed find... check... money order for my 
copy. It is understood that if | am not completely 
satisfied, | may return it after 10 days trial, and 
receive my full money back. 


STORE. 
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Truman OK’s Bill Raising 
Taxes Over $5%% Billion 


President Truman has signed into law 
legislation providing for $5,691,000,000 in 
increased federal revenues, including higher 
individual and corporation tax rates, and 
new and higher excises on many products 
sold at retail. 

Incorporated firms are now taxed at 
from 25 per cent to 30 per cent on the 
first $25,000 of their incomes, and from 
47 per cent to 52 per cent on all incomes 
above $25,000. Effective date of the new 
corporation rates is April 1, 1951. 

Individual income tax rates are increased 
as of November 1], 1951. The hikes range 
from 1] per cent to 12 per cent. Top- 
bracket increases are relatively small. 
Taxpayers are advised by the Internal 
Revenue Bureau to consult the new tax 
withholding tables now being distributed 
to employers. 

New and higher federal excises, calcu- 
lated to yield about $1,204,000,000 annually, 
also became effective on November 1. 
Among the products affected by the rate 
increases are the following: 

PENS, PENCILS, LIGHTERS—Manu- 
facturers’ excise of 15 per cent now ap- 
plies. Mechanical pencils, fountain pens, 
and ball-point pens are affected. 

PHOTOGRAPHIC EQUIPMENT—For- 
mer 25 per cent manufacturers’ tax on 
photographic equipment is cut to 20 per 
cent, but the 15 per cent tax on film is 
increased to 20 per cent. Cost-of-business 
supplies and materials are exempt. 

APPLIANCES—tThe 10 per cent manu- 
facturers’ rate previously applying to a 
limited list of appliances now applies also 
to home-type movie projectors, dishwash- 
ers, mangles, clothes driers, floor polishers 
and waxers, and power lawn mowers. 
Industrial-type appliances are exempt. 

COSMETICS—Baby oils, powders and 
lotions, cosmetic samples used by door-to- 
door salesmen, and toilet preparations pur- 
chased by beauty parlors and barber shops 
and consumed on their premises are exempt 
from the previous 20 per cent tax. 

SPORTING GOODS— Manufacturers’ 
rate on nearly all sporting-goods items is 
increased from 10 per cent to 15 per cent. 
Fishing equipment remains at 10 per cent. 
Sporting goods sold for use in schools or 
by children is now exempt. 

Office of Price Stabilization regulations 
prohibit the addition, under the General 
Ceiling Price Regulation and the manufac- 
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Jewelry Trade Faces Cut 


In 52 Metal Allocations; 
Outlook Seen as Dismal 


Proposals ior a so-called death sentence 
which would prohibit the manufacture of 
several hundred less essential items pro- 
duced from copper, aluminum, and other 
critical materials has again been discarded 
by control officials. But the first and second 
quarter outlook for controlled and critical 
materials for the jewelry industry, in the 
words of a National Production Authority 
official, is definitely “lousy.” 

It was made clear in October through 
the announcement of first-quarter alloca- 
tions that consumer durables industries as 
a whole would have hard sledding, and 
that some, such as jewelry, would have it 
toughest. Consumer durables as such were 
allotted only (in round figures) 870,000 
tons of steel, 38,000,000 lbs. of copper, and 
49,000,000 of aluminum. 

Out of this overall allotment would have 
to come the specific set-asides for the indi- 
vidual industries (exclusive of motor ve- 
hicles which have been taken out of the 
consumer durables classification and 
watches and clocks which are in the 
scientific and technical category), some of 
which are regarded as essential. 

This breakdown by industry had not 
been agreed upon late last month. Affected 
claimant agencies were still battling with 
Defense Production Administration for 
readjustments in the proposed tentative 
individual industry allotments. Indications 
were that jewelry industries would suffer 
an over-all cut of 10 per cent from the 
fourth quarter allocations (JCK, October, 
p. 227). Cutbacks in specific jewelry lines 
would vary. 

Pending final allocation, little change 
was indicated for the watch and clock in- 





dustry—which was hard hit by fourth 
quarter allocations. Watch and clock manu- 
facturers have told DPA that although con- 
sidered highly essential industries, they 
have had a hard time getting by with their 
allowances. Only supplemental allotments 
enabled them to keep going in the fourth 
quarter. Some expect to be able to divert 
additional small quantities of materials 
into watches and clocks by dropping some 
lines such as timers for appliances. 


Overall first quarter allocations for the 
scientific-technical group of industries in- 
creased copper allowances by 12 per cent 
but reduced steel and aluminum supplies 
by four and 13 per cent, respectively. 


A serious problem for the industry, DPA 
has been warned, is threatened loss of 
skilled manpower. While some government 
defense orders have been received, these 
have been spctty and irregular. Officials 
have promised aid in getting subcontracts 
if possible in order to help hold skilled 
workers. 

In announcing that he has _ turned 
thumbs down on proposed bans on specific 
end item production, at least in the fore- 
seeable future, DPA Chief Manly Fleisch- 
mann said: 

“It is my belief that it is preferable to 
permit all manufacturers, including those 
who make non-essential goods, to operate 
at low levels rather than for the govern- 
ment to put them out of business by cut- 
ting off supplies of basic materials. This 
way permits exercise of ingenuity in mak- 
ing use of substitute materials and the op- 
portunity to be ready to use materials now 
under control when they are in greater 
supply again.” 

Fleischmanu admitted that perhaps some 
producers of nen-essentials might be forced 
to shut down their plants if they could 
not find or make use of substitute ma- 
terials. But he does not think the casualty 
rate will be very high. 





turers’ price-control regulation, of amounts 
in excess of the actual dollars-and-cents 
increases. Percentage increases are not 
permitted. Retailers pricing their goods 
under Ceiling Price Regulation 7 are dis- 
cussing the tax increases with OPS ofhf- 
cials. OPS has not yet indicated whether 
or not CPR 7 will permit the addition of 
percentage markups. 


No Interest by Congress in 
New ‘Fair-Trade’ Legislation 


Congress continues to show an almost 
total lack of interest concerning passage 
of the new fair-trade legislation. 








There apparently is little or no prospect 
of a new fair-trade law before 1952—at the 
earliest. Congressmen of both political 
parties are unimpressed with arguments 
that small retailers need such a law on the 
books now for protection when trouble 
starts—not months afterward when price 
warfare may have taken its toll of inde- 
pendent merchants. 

Last spring, following the Supreme 
Court ruling that nonsigners of fair-trade 
agreements were not bound by state fair- 
trade laws, committees of the Senate and 
House were loud in their announced decla- 
rations to enact new protective legislation 


(Please turn to page 203) 
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Interesting and Well-Balanced ProgramDraws 
Registration of 1200 at Ohio RJA Contab 


This year’s annual convention and 
jewelry show of the Ohio Retail Jewelers 
Associatioh, held September 16 to 18 at 
the Deshler-Wallick Hotel in Columbus, 
provided some 1200 registrants the oppor- 
tunity of viewing products of exhibitors 
valued at well over $1,000,000. 

The organization’s efficient and _ hard- 
working managing. director, Clarence 
Moses, together with association officers, 
presented a streamlined program designed 
to provide visiting retailers the greatest 
possible benefit from the business sessions 
and still allow them plenty of time to view 
the exhibits and make their convention 
contacts. 

Feeling that audience participation was 
the best means to fully develop interest, 
all business meetings were designed to 
bring about that end. 

Miss Mary West, gift wrapping expert 
from the Chicago Printed String Co., con- 
ducted the first lecture and demonstration 
on Sunday afternoon. Using various shapes 
and sizes of boxes, Miss West demonstrated 
the latest techniques in practical and eco- 
nomical gift wrapping. She pointed out 
to the audience the tremendous advantages 
accruing to the store which recognizes the 
service value of attractive gift wrapping. 
Miss West answered individual inquiries 
throughout the convention at the Chicago 
Printed String Company’s exhibit. 


RECORDED SALES TALKS PLAYED 


Tom O’Connell, regional sales manager 
of the Elgin National Watch Co., con- 
ducted the Sunday evening business ses- 
sion which featured the first presentation 
of the candid recordings of “over-the- 
counter” sales talks which are an impor- 
tant part of the Elgin retail sales training 
program. Mr. O’Connell told his audience 
that no job was more important than the 
tearing down of the “three-foot wall” 
which exists between the retail sales clerk 
and the customer. He added that the 
Elgin sales training program was designed 
to help them accomplish this. The “over- 
the-counter” candid recordings enabled the 
audience to listen in on examples of good 
and bad selling and to offer their sugges- 
tions from the floor on how they might 
handle the same individual sales problem 
in their store. 

An illustrated lecture on how the retail 
jeweler can successfully tie-in with na- 
tional advertising was presented at the 
Monday luncheon meeting by David 
Aubrey, retail representative and zone 
manager for Life, who was assisted by Ed 
Graf of Life’s Cleveland office. Their pres- 
entation included slides showing actual 
photographs of windows and store interiors 
decorated to take advantage of nationally 
advertised brands of jewelry merchandise. 
Many retailers in the audience joined the 
open forum and related specific instances 
where they effectively used store promo- 
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tions which tied-in with consumer ad- 
vertising. 

A new association policy with regard 
to past presidents was unanimously ap- 
proved at the annual business meeting on 
Monday morning. Past presidents in the 
future will serve on the newly created 
advisory committee to the board of di- 
rectors instead of being appointed to the 
board. This will permit a constant influx 
of new blood to the board of directors 
which will now have at all times the sage 
counsel of the experienced advisory 
committee. 





Lester Thomas (seated left}, new Ohio— 


RJA president, is presented with gavel by 
Howard Hawk (seated right), retiring pres- 
ident. Standing left to right are Howard 
T. Evans, newly elected vice president; Hugh 
N. Beattie, re-elected secretary, and Clar- 
ence Moses, executive director. 


Elected as officers for the coming year 
were: Lester Thomas, Findlay, president; 
Howard T. Evans, Urbana, vice president; 
Hugh N. Beattie, Cleveland, secretary, and 
James Aylward, Bucyrus, treasurer. Mr. 
Aylward was re-elected treasurer for the 
29th consecutive year. 

The convention banquet on Monday eve- 
ning featured, in addition to a delicious 
meal, a detailed account by a young Ohio 
couple of the undercover work they did 
for the FBI while enrolled as members of 
the Communist party. 

A note of restrained optimism seemed to 
be the theme of the convention. Many 
retailers told THe JEWELERS’ CIRCULAR- 
KEYSTONE that store sales in the few weeks 
immediately preceding the convention had 
showed signs of definite improvement and 
they looked forward to healthy year-end 
business. A spot check of several exhibitors 
revealed considerable satisfaction with 
business transacted at the convention itself. 





Detroit Jewelers Plan Ad Series 


An extensive advertising campaign is 
planned by the Greater Detroit Jewelers 





Association, built around the slogan: 
“Jewelry says it best . .. Your jeweler 
serves you better!” Luckoff, Wayburn & 
Frankel, advertising agency, has been se. 
lected by the board of directors to handle 
the association’s advertising campaign, ac- 
cording to Maurice Winston, president of 
the association. 





Novel Brochure Calls Attention 
To Gorenfio's Fall Show 


A novel and ingenious brochure was 
used by the Gorenflo Co., Inc., wholesale 
jewelers of Detroit, Mich., to call attention 
to their Fall Show which was held from 
October 7 to 9. 

On the envelope that contained the 
brochure, under the bold caption, “Don’t 
you be what’s inside,” was a line of smaller 
type which read: “This is the second of a 
series to ‘remind’ you.” 

The “reminder” proved to be a large and 
humorous sketch of a donkey sporting a 
blanket on which the dates of the show 
were surprinted. An appendage to the 
brochure pointed out that there would be 
no “donkeys” at Gorenflo’s Fall Show but 
that those attending would get a “kick” 
out of selecting their fall requirements. 





Helzberg Names Mrs. Cousins 
Public Relations Manager 


The appointment of Mrs. Kay Cousins 
to the newly-created position of public 
relations manager for the Helzberg Dia- 
mond Shops, Inc., was announced Sep- 
tember 27th by B. C. Helzberg, president. 
In her new post, Mrs. Cousins will handle 
publicity, special promotions and educa- 
tional programs for the public. 

Mrs. Cousins was formerly public rela- 
tions manager for Macy’s of Kansas City. 
Prior to that she was State Advisor on 
Women’s Activities for the National Foun- 
dation for Infantile Paralysis. 





Savitt, Inc., Wins First Prize 
In Post Promotion Competition 


Announcement was made September 21st 
by Robert K. Farrand of The Saturday 
Evening Post that Savitt, Inc., jewelers of 
Hartford, Conn., has been awarded first 
prize for stores doing under $5,000,000 
annual business in a nationwide sales pro- 
motion contest sponsored by that magazine. 

The prize was awarded to William M. 
Savitt, president of the firm, for the most 
completely coordinated promotion for an 
item advertised in the magazine. 

The Remington Rand line of electric 
shavers was the item for which Mr. Savitt 
planned his promotion. He sponsored & 
“Why I Want a Remington Rand Electric 
Shaver for Graduation or Father’s Day” 
contest which ran from May 17 to 25 of 
this year. 

Mr. Savitt used the newspapers, the 
radio and mail in promoting the contest 
and received many thousands of replies. 
Twenty-five winners were selected from the 
entries and each winner was awarded a 
Remington Rand electric shaver. 
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IMF Feels Quickened Trading 
May Drive Gold Price Down 


There is an expectation, in the offices of 
the International Monetary Fund, that gold- 
producing countries will have to police 
their operations very carefully to prevent 
driving down the price of gold with an 
excess of the metal on the market. 

For a number of weeks, sale of processed 
gold at premium prices has been a matter 
in which individual nations have a para- 
mount responsibility. The Fund, while pre- 
pared to confer with member governments 
on the effect of gold prices on exchange 
stability, has made it clear that operating 
decisions must be made on the individual- 
nation level. 

Alteration of IMF’s official stand on ex- 
ternal dealings in gold, though making 
each country the judge of its own activi- 
ties, does not alter the organization’s thesis 
that “to the maximum extent practicable” 
gold should be kept in official reserves, 
rather than released to private hoards. 

According to Ivar Rooth, managing di- 
rector of IMF, “the only dependable way 
to get rid of premium gold markets and 
private hoarding of gold is to create the 
economic conditions under which the pri- 
vate demand for gold will become negli- 
gible.’ Mr. Rooth and his associates are 
watching with interest Canada’s handling 
of gold sales to premium markets. Pro- 
ducers selling to those markets no longer 
are eligible for government subsidies. 

Since IMF announced its modification of 
policy, Delegate E. L. Bartlett, of Alaska, 
and Sen. Pat McCarran, D., Nev., have 
entered strong pleas for sale of U. S. gold 
at unrestricted prices. Secretary of the 
Treasury John W. Synder, however, has 
reiterated his belief that this country 
should adhere to the existing $35-per-ounce 
gold price. 


AGS Counterpad Sticker 
Sent to Member Stores 


To better identify the Registered Jewel- 
ers of the American Gem Society, a coun- 
terpad sticker, in addition to the window 
and counter identifications now being used 
has been recently sent to the mensher 
stores of the Society. 

. The small sticker, designed to be placed 
in the corner of the counterpad, is of heavy 
silver foil paper with black lettering. The 
purpose is a point of sale contact with the 
purchasers of jewelry, giving the sales per- 
sons an opportunity to discuss the mean- 


ing of Registered Jeweler with their cus- 
tomer. 





Van Cleef & Arpels of Texas 
Opens Branch Store in Dallas 


Van Cleef & Arpels of Texas, Inc., a 
subsidiary of the well-known international 
Jewelry concern, opened a Dallas store 
early in October at 1407 Commerce in the 
Magnolia Building. 

I. M. Goodman and Edwin H. Tompkins, 
veteran members of the Van Cleef & Arpels 
organization, are in charge of the store, 
which was moved from Houston to Dallas. 
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Goodman said the Texas store was re- 
located in Dallas, because it is the center 
of a very large market for exclusive, quality 
merchandise. 


The firm was established in 1860. It 
maintains shops in London, Paris, Deau- 
ville, Monte Carlo, Cannes, Vichy, Cairo 
and three other cities in America—New 
York City, Newport, R.I., and Palm Beach, 
Fla. The first store in the United States 
was opened in 1939. 





Named 
Assistant 
Sales Manager 
at Benrus 


AL GOODMAN 





The appointment of Al Goodman to the 
newly-created position of assistant sales 
manager of the Benrus Watch Co., was 
announced recently by S. Ralph Lazrus, 
chairman of the board. Mr. Goodman, who 
has been closely associated with the Benrus 
sales staff since 1949, brings to his new 
post many years of broad and diversified 
experience in the fields of sales and 
marketing. 

According to Mr. Lazrus, the appoint- 
ment of additional executive supervision 





has been necessitated by the company’s 
expanded sales and advertising programs. 





‘Fair Trade’ Legislation 
(From page 201) 


for retailers. Thus far, this has been the 
extent of their action. 

Although one committee (Small Business 
Committee of the Senate) promised an in- 
vestigation of price-cutting among retailers, 
the probe progressed no further than a 
committee report stating that price-warfare 
had “ended.” 

Since both houses of congress are at this 
writing striving to clear the agenda in 
order to adjourn, there is little prospect of 
further action on this important subject for 
sometime. Inaction probably will continue 
—until retailers convince the lawmakers 
that legislation is needed to protect their 
interest. Part of this congressional lethargy 
is due to a belief that shortages and high 
prices will prevent price-cutting for an 
indefinite period. 





Nathan Berrie & Sons Plan 
Move to New Modern Plant 


Nathan Berrie & Sons, manufacturers of 
jewelry findings and inventors of NAOMI- 
PAC (packaged and protected findings), 
will move to their new modern plant on or 
about December 1. The new plant is lo- 
cated in the Island Park section of Long 
Island, New York, and was built at a cost 
of $120,000. 

Functional design and interior engineer- 
ing will allow for increased and more 
eficient production in the future. 





THEY'VE RESPONDED TO THE BLOOD APPEAL—HAVE YOU? 





Four of 12 disabled veteran students of 
the Joseph Bulova School of Watchmaking 
shown donating a pint of their blood for 
military use to the American Red Cross 
last month at 70 West 40th St., New York 
City. They are, left to right: Everett 
Hemingway, Louis Nirenstein, Raymond 
Walsh, and Ernest Maresch. 

Response by the students to the current 
appeal for blood was so enthusiastic that 
85 per cent of the currently enrolled class 
volunteered to donate blood for this cause. 





Physicians at the school believed it in- 
advisable to accept the gift from 63 of 
the other disabled veteran students. Vet- 
erans attend this unique school at Wood- 
side, Long Island, N. Y., which has been 
operated by the Bulova Foundation since 
1945 “To Serve Those Who Served Us,”— 
the disabled veterans of World War II. 

On hand to accept the gift in behalf 
of the Armed Forces was Rear Admiral 
Walter S. DeLany, Commandant, Third 
Naval District. 


203 








2 ff 4 


. 


4tteww = +z ~ueeté % treet rH ryt? 2¥ 


Missouri RJA Meets, 
Re-elects Kamp President 


A heavy business agenda was neatly bal- 
anced with an equally concentrated pro- 
gram of fun and informality by the Mis- 
souri Retail Jewelers Association at their 
one-day convention in Jefferson City at 
the Governor Hotel on Sunday, September 
16th. Approximately 150 were in at- 
tendance. 

Although the convention formally opened 
on Sunday, many jewelers and their wives 
were on hand the preceding night for a 
Dutch lunch and get-together sponsored 
by the Missouri Mules. 

The opening convention session got un- 
der way early Sunday morning and was 





highlighted by reports on state and na- 
tional association activities during the 
past year. This was followed by the show- 
ing of the latest Hamilton Watch Co. film, 
“Metallurgy in Miniature.” 

Following the noon luncheon, F. E. Troy, 
sales manager of the Sheaffer Pen Co., 
gave an interesting and beneficial talk on 
“Selling and Merchandising.” The next 
speaker on the afternoon program was 
Dr. W. D. Shipton of Washington Uni- 
versity whose address on “Proper Identi- 
fication of Gems” illustrated the pitfalls 
that may befall a jeweler with insufficient 
knowledge of gemstones. Ray Schneider of 
Kiger & Co., Kansas City, Mo., gave an 
extremely interesting report on his “Visit 
to the Diamond Mines of South Africa.” 
The last speaker on the afternoon agenda 
was Bill Rice, representing the Watch- 
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Uncor.citionally guaranteed to protect your watch 


material from moisture, rust, dust, and corrosion. 


Something new on the watchmaking horizon . . . the revolu- 
tionary PERMATEX "'SEE-THRU" PACKAGE. Now you can 
get your watch material sealed in this completely airtight 
package. Moisture, rust, dust, and corrosion cannot reach 
your material . . . yet you can see each watch part right 
through its transparent package. Write today for a sample 
of a Genuine Swiss Factory Stem sealed in a PERMATEX 
“SEE-THRU" PACKAGE—absolutely free! There's no obliga- 
tion. Only C. & E. Marshall Co. and its distributors supply 


the Permatex Package 
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DEPT. J, 1445 W. JACKSON BLVD., CHICAGO 80, ILL. 
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makers of Switzerland, who gave an jp. 
formative talk on the benefits of “Instj- 
tutional and Group Advertising.” 

New officers elected at the convention 
were: T. W. Kamp, Moberly, re-elected 
president; Clinton Holt, Jefferson City, 
secretary-treasurer; Henry Drosten, St. 
Louis, vice president; Clem M. Wolff, St. 
Louis, vice president, and Geo. Hale, Jr, 
Sikeston, vice president. 

The pre-banquet and social hour was 
followed by a banquet in the evening, 
Attendance prizes, donated by manufac. 
turers and wholesalers, were awarded be- 
tween each phase of the program and dur. 
ing the luncheon and the banquet in the 
evening. 

At the close of the banquet, entertain. 
ment was furnished by a costumed Square 
Dance Set under the direction of Edgar 
Eagan of Jefferson City, which was thor. 
oughly enjoyed by all present. 





Henry R. Arnold, 77, Dies; 
Well-Known Boston Jeweler 


Henry R. Arnold, 77, head of the Boston 
wholesale jewelry firm that bears his name, 
died suddenly October 2nd of a_ heart 
attack in Amherst, Mass., while engaged 
in his business calls. 

A native of Boston, Mr. Arnold was for 
many years employed by D. C. Percival & 
Co., wholesale jewelers of Boston, and in 
1925 he established his own business, In 
later years, he was joined by his son, 
H. Roger Arnold, Jr., in traveling the New 
England area, selling and displaying their 
merchandise. 


HENRY R. 
ARNOLD 





Mr. Arnold was long active in various 
jewelers’ associations and trade groups. 
He was a past president and honorary 
member of the Boston Jewelers’ Club; 
past president and charter and honorary 
member of the Diamond Peacock Club; 
past vice president of the National Whole- 
sale Jewelers’ Association, and honorary 
member of the New Hampshire Retail 
Jewelers’ Association. 

Surviving besides his widow are three 
sons, a daughter, sister, brother and eight 
grandchildren. 

One son, Richard T. Arnold, is a sales- 
man with D. C. Percival & Co., Jewelers 
Building, Boston. 





Frep S. Koun, 61, sales representative 
for Koscherak Bros., Inc., New York City, 
died October 2nd. Mr. Kohn was with the 
firm for the ,:ast 20 years and prior to that 
was associated with Lazarus & Rosenfeld, 
New York. He is survived by his widow. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








5s EERE TRIS TI Ta ote 


PS en eee ae eh 





Pale ge ey, eee 


oe ee 3” 


—~— en ee 


2 SRO Sper + 


TE Ey 


eT ER Dag Te 





ye 





eletiate tes -todan neti. ta 


PANO IIIT Ras em e - 


7 2 Eo 



















0-B Story Featured on TV 


Ostby & Barton Co. was the subject of 
a 15-minute television show, “Autocrat 
Coffeetime,” broadcast recently over Sta- 
tion WJAR-TV, Providence. 

Appearing on the program were N. G. 
Anitole, O-B vice president and sales 
manager, and Henry Hiltz, O-B chief de- 


signer. 


N. 6. ANITOLE 


Y.P. and Sales Mogr., 
Ostby & Barton Co. 





The story of Ostby & Barton from its 
founding in 1879 to the present was out- 
lined by Anitole. Hiltz used drawings 
and models to describe the steps in the 
design and manufacture of a fine stone 
ring. 


— -—_—___—__ 


Costume Jewelry Mfrs. 
Hit Czech Import Action 


Opposition to the Government’s recent 
action suspending trade concessions on all 
imports from Czechoslovakia after No- 
vember lst, was voiced recently by Ernest 
S. Heller, president of The Costume Jewelry 
Trade Association. Mr. Heller said the 
action is of considerable significance to 
the industry because American imports of 
costume jewelry and stones constitute a 
substantial portion of our trade with 
Czechoslovakia. He added that after No- 
vember Ist, any imports from Czecho- 
slovakia will carry approximately twice the 
duty previously payable on such mer- 
chandise. 

Events leading up to the Government’s 
action were culminated on October 3rd 
when President Truman notified the Secre- 
tary of the Treasury that trade concessions 
with Czechoslovakia will be suspended with 
regard to all merchandise imported after 
November Ist. He did this following Con- 


gressional action requiring him to take . 


such measures, largely in retaliation for 
the Oatis case. The Government presented 
the proposal to cut off most-favored nation 
treatment from Czechoslovakia to the 
GATT conference in Geneva late in Sep- 
tember, which cleared the way for such 
action. The President did, however, pro- 
vide a thirty-day grace period until No- 
vember Ist for the purpose of providing 
American importers an opportunity to 
bring in merchandise on order or presently 
held in bond. 

The salutary effect of this provision was, 
however, materially reduced by a Treasury 
Department announcement, on October 3rd, 
that maximum penalties (the value of mer- 
chandise plus duty) may be assessed on 
merchandise imported from Czechoslovakia 
without consular invoices, unless such in- 
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voices are received within six months. | Trade Association pointed out this situa- 


Simultaneously with this surprise move, | tion to Treasury and Customs Bureau 
the State Department announced that con- officials in Washington. Customs has an- 
sular invoices for Czech goods would not nounced that they will grant remission or 
be certified for an indefinite period. mitigation only when the merchandise was 
These two actions not only practically afloat before the importer could learn of 
cut off future imports of merchandise from the new ruling, or some other reason he- 
that country, but place importers of goods sides the inability to obtain consular in- 
presently on order in a very unsatisfactory voices. It was informally indicated that 
position. First of all they double the cost financial loss would not be sufficient unless 
of the duty on merchandise imported after it can be proven that the importer could 
November Ist, and secondly, double the not somehow have avoided the loss without 
cost of goods imported prior to November importing the merchandise into the United 
Ist without consular invoices. Since it is States. 
virtually certain that such invoices will not This problem will be considered at a 
be forthcoming, this may have a serious meeting of The Costume Jewelry Trade 
effect on importers of such merchandise. Association to be held in New York City 
The counsel for The Costume Jewelry this month. 
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“ee FROM YOUR OLD GOLD AND SWEEPS 
AND PLATINUM 
GOLD FILLED SCRAP We make use of the most modern, efficient metal- 
WATCHES lurgical processes. This results in maximum 
refinery recovery of metals ordinarily lost in the 
MOVEMENTS form of smoke, vapors, or gases, and enables us 
SWEEPINGS to make maximum payment. Furthermore... 
FILINGS —— ; 
POLISHINGS e Our accurate scientific assay determines maxi- 


mum values... 


Our Check Will Be 


Mailed Promptly e We buy the metals for our own manufacturing 


use, and hence can afford to pay top market 
prices at all times... 


Your shipment will be 
returned intact if our 
check is not entirely 
satisfactory. 


e The middleman’s profit is eliminated, because 
@ we pay you direct — and in full. 






GOLDSMITH BROS. SMELTING & REFINING CO. 


109 N. WABASH AVE., CHICAGO © 74 WEST 46th STREET, NEW YORK ¢ MICHIGAN BUILDING, DETROIT 





Outlook for Defense Contracts is Brighter’ | '1%,<* jhe annual meeting included: | 
NEMJ&SASecretaryTellsMembers atMeeting | 3.22) ic een rs Sues 


president; Paul Levinger, Speidel Corp, 





Six new members of the nine-man board Paisner of Brier Mfg. Co., Providence, and 
of directors of the New England Manufac- Arthur S. Reinherz of Uncas Mfg. Co., Providence, third vice-president; Emil E, 
turing Jewelers’ & Silversmiths’ Association Providence. Fachon, Bulova Watch Co., Providence, | 
were nominated at the association’s annual Selected for another three-year term on secretary, and Edson W. Sawyer, Improved [ 
meeting Oct. 18 at the Sheraton-Biltmore the board were George A. Ruehmling of Seamless Wire Co., Providence, treasurer, [| 
Hotel in Providence. The term is for three J. F. Sturdy’s Sons Co., Attleboro Falls, G. Richard Frankovich, executive secre. | 
years, and Hayward H. Sweet of R. F. Simmons tary, confined his resumé of the year largely [ 

Chosen were Olof V. Anderson of Anson, Co., Attleboro. to a recital of association activities in the | 
Inc., Providence; Albert G. Berghahn of The president for the ensuing year, industry mobilization program. 
Armbrust Chain Co., Providence; Fred M. elected each year at the organization meet- He recalled the engagement early in the 
Burton of Chase Brass & Copper Co., ing of the directors, was expected to again year of J. E. Hanson, formerly with th 
Providence; Robert P. Mason of Mason be Edgar F. Baker. optical tadeaer eanmiaiatihien as Washi a 

’ ngton 

Box Co., North Attleboro, Mass.; Isadore Officers selected for additional one-year representative. " 








A report on the many and varied activi. 
ties of the association in the interests of 
defense work for the jewelry plants showed 
that to date little has been accomplished jn 
procuring government contracts. 


Frankovich explained that it was largely 
because prime contractors had been able 
to handle the defense contracts without the 
aid of sub-contractors in the jewelry field, 

He said, however, that the outlook ap.- 
pears to be mildly brighter. His reasons 
for the improved outlook were threefold: 





















* 
ve 
"se 
* 
e 
° 
- 


EVERY JEWELER NEEDS... 


MYRTLE I I 








—_—~ 
= 


CO: ASS TRE 


1. Prime contractors are beginning to get 
filled up with orders, and their big tooling 
job is nearing completion. 

2. The government, now that the gun, 
ship and tank programs are getting rolling, 
is beginning to think of the smaller com- 
ponents that will likely bring the jewelry | 
plants into the picture. E 

3. Increasing evidence that both pro- : 
curement agencies and prime contractors ~ 
are considering the spreading of available 
procurement to smaller firms. 

Frankovich cautioned that it is unlikely | 
defense work for the jewelry plants will : 
even approximate the volume of World © 
War II. He said it is doubtful that it © 
will reach more than 12 to 15 per cent of & 
capacity in contrast to 70 per cent in the Ff 


World War II era. ' 
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PROCUREMENT WORK SOUGHT 


It was pointed out that during the yeara §& 
considerable portion of the budget had been § 
spent on procurement work. 

The association started out the year with 


Sa 4 44 4 tem i me ee 


Model GM—For the average jeweler. It Only Engr avogr aph the publication of an illustrated booklet § 

engraves names, monograms, sentiments, on ——e . a which described the wartime activities of , 

m . s Lad e . . ° ; 

jewelry, watches, lighters, compacts, silver- Has self centering vise the industry and its potential in the present — 

i we . emergency. 

ware, baby cups, fountain pens, and similar e Engraves 15 sizes This booklet was widely circulated, par- 

gift items up to 514” width by any length. ticularly among procurement agencies. It 
from ONE alphabet tended to show the type of work the jewelry 


firms could be called upon to do. 


EB 78@C&HW fe @r res In addition, members of the staff have § 


been in constant touch with procurement 


| 1 agencies, but to date have found little of 
f) \V/ 0) interest to the jewelry producers. 

: The staff, Frankovich and Hanson both 
pointed out, have been active during the §& 


year on government orders. : 
Numerous trips to Washington were re & 
ported. Many of these were made to in 
form government groups of the impact of 
proposed orders on the industry. 
These trips, the 225 jewelers were ad- 


GET ONE AND P AY OUT Oo F PROFIT Ss vised, were helpful in having eliminated 
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from many orders features that would have 
been harmful to the industry. 

The Washington trips, and innumerable 
other contacts there, were used by the as- 
sociation to clarify orders as they were 
issued. Interpretative bulletins were cir- 
culated among the membership as fast as 
they were warranted, pointing up features 
of orders and_ outlining compliance 
measures. 

Frankovich said that non-mobilization ac- 
tivities of the association were curtailed 
this year to make available the funds and 
facilities necessary to carry on the defense- 
related activities. 

Membership in the association was in- 
creased by 47 during the year, bringing the 
total up to 375 firms. 

The membership was advised that the an- 
nual banquet will be held next February as 
is the annual custom and that the favors 
for the event have been purchased. 


‘METAL OUTLOOK BLEAK’: BRADY 


Guest speaker at the meeting was Col. 
George S. Brady, Conservation Officer, 
Consumer Durable Goods Division of the 
National Production Authority, who con- 
fined his address largely to the outlook 
for controlled and critical materials for 
the jewelry industry. 

He declared that the overall allotment 
of copper, steel and aluminum to con- 
sumers goods is a proportional share of 
what is left over after the military and 
defense-supporting requirements have been 
subtracted from the whole supply. Col. 
Brady said that copper is not plentiful 
and there is not the slightest possibility 
that in the next year there will be sufh- 
cient to run the defense effort and a full 
scale civilian economy at the same time. 

In speaking of the jewelry industry’s 
efforts to find substitutes for scarce metals, 
Col. Brady pointed out that there are 
definite limits to the use of plastics. 

“Many items could be made of plain 
carbon steel with some changes in tools 
and extra cost in labor and tool upkeep,” 
he said, “but steel presents finishing prob- 
lems that add extra cost to manufacturing 
operations and that carry durability prob- 
lems. Also, steel is too far down the 
scale of values in the public mind to 
serve as an article of adornment. Never- 
theless we have been impressed with the 
willingness of members of this industry 
to spend time and money in trying te 
use steel as a substitute metal.” 

Col. Brady explained that, as the world 
situation now stands, the jewelry industry 
cannot look forward to any easier supply 
position in copper, nickel silver, stainless 
steel or the white metals of tin, zinc and 
lead. The only bright spot in suitable 
metals is in the hope for more aluminum 
—and here no one is willing to promise 
any great increase before at least six 
months. 

. “Therefore, as long as the present world 
situation holds,” said Col. Brady, “your 
supply of customary raw materials will 
be adequate only for a percentage opera- 
tion of your industry—and that percentage 
novel be nowhere near the high level of 


6“ ° 
Many jewelry manufacturers have the 
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facilities to make small parts that will 
be needed for defense production work 
and you should be alert to the possibili- 
ties of such work as a way to counter- 
balance the effect on your business of 
the metal shortages. Regardless of whether 
you can or cannot obtain such defense 
work, we shall attempt to provide you 
with materials that will enable you to 
remain in business, but that is a mattter 
of increasing difficulty, unless the industry 
itself takes strong measures to reduce its 
dependency upon these critical materials.” 


Burdick Co. in New Quarters 


The H. W. Burdick Co., wholesale jewel- 
ers of Cleveland, opened September 16 the 








new and enlarged quarters of their Colum- 
bus branch at 235 N. Front St. The open- 
ing coincided with the start of the Ohio 
Retail Jewelers Association convention 
which was held in Columbus on September 
16 to 18. 

The Burdick company held open house 
during the three-day convention. 


Cusher Buys DeLawter Store 
Effective October Ist, Charles S. Cusher 


of Indianapolis assumed ownership of the 
DeLawter Jewelry Store, 13 West llth St., 
Anderson, Ind. Former owner E. W. 
DeLawter and James Masters, business as- 
sociate, announced that they are no longer 
associated with the firm in any way. 











Model GT—A larger all purpose engraver. 
It accepts everything from the smallest lady’s 
watch and other jewelry items up to a large 
trophy cup 6” in diameter or a 12” wide tray or 
platter. In other words, it will engrave every- 
thing model GM can, and large objects as well 


Diamond cut— 
. . . Brilliant as hand engraving! 


Tracer guided— 
. . . Anyone can operate it! 


Send For Free Catalogue G, "'How to Make 
Money with Tracer Guided Engraving."' 
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ANWA and Wisconsin 
Watchmakers Convene 


According to officers of the Wisconsin 
Watchmakers and the American National 
Watchmakers Associations, the two-day 
joint convention of both groups, held in 
Milwaukee at the Hotel Pfister on Sep- 
tember 23 and 24, was as successful as 
predicted and anticipated several months 
ago. The success of the convention is to 
be credited to the untiring efforts of con- 
vention chairman R. R. Meissner, of 
Racine, and his committee. 

On the agenda for the first day of the 
convention was an interesting and well- 





planned business session of the Wisconsin 
Watchmakers Association. This was fol- 
lowed by election of state officers as follows 
for the coming year: Charles B. Price, 
Milwaukee, president; William Rosenbaum, 
Stoughton, vice president; C. R. Christoff- 
erson, Racine, secretary, and Joseph Soltis, 
Milwaukee, treasurer. Warren Te Ronde 
and Howard T. Adam, both of Milwaukee, 
were named technical directors. 

Members of the state association voted 
to have a display card prepared and posted 
in the windows of all members, the design 
to include the wording: “Licensed member, 
Wisconsin Watehmakers Association,” with 
a dial of a clock as a background. 

The ANWA convention, held on Monday, 


September 24th, was well attended, with 








Heart's Desire 


“Two hearts as one” in lustrous 
Pearl Plastic. The new Dennison Ring 
Case Number 7750TX — molded in a 


unique twin heart design — provides 


the perfect setting for one or two rings. 
Another triumph of Dennison design 
and workmanship. 


Cover opens and closes smoothly on 
a sturdy pin hinge. Available in White, 
Blue, Pink or Green Pearl Plastic with 
Rayon Satin cover cushion and lus- 
trous Velvet ring pad. Individual White 
packers, 12 to a carton. Order by 
Number 7750TX. 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 
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Novel wire stand, shown in picture 
at left, tilts case at an easy-to-see angle, 
swings flat under case when not in use. 
If not needed, stand simply snaps out 
and may be discarded. Another 
Dennison “display appeal” feature. 





FOR MANUFACTURERS 


Dennison makes a wide range of specially 
designed paper jewelry boxes and cases 
for manufacturing Jewelers. Consult 
us about your packaging problems. 


— = 
Dennison Manupachuing So. 

. JEWELERS DIVISION _ 

FRAMINGHAM, MASSACHUSETTS 
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a reported registration for the morning 
session of 82. By the afternoon session, 
the registration figures had climbed to 138, 
plus eleven visitors. 

Newly elected ANWA _ officers are: 
J. Phillip Sommer, Pittsburgh, re-elected 
president; George M. Montgomery, Louis- 
ville, Ky., vice president; Orville Oestreich, 
Horicon, Wis., secretary, and C. W. Gaskell, 
St. Paul, Minn., treasurer. Imro Peterman 
of Nacogdoches, Texas, was retained as 
business manager, and B. W. Heald, Mil- 
waukee, was appointed legal adviser. 

George M. Montgomery has offered a 
Hamilton watch to the member bringing 
in the greatest number of new ANWA 
members by or before the next convention 
date. If membership reaches a total of 
1500, Mr. Montgomery will have that same 
movement placed in a solid gold case. 
Mr. Montgomery is in charge of arrange- 
ments for the 1952 convention which will 
be held in Louisville, Ky. 





Charles B. Price (left), newly elected presi- 
dent of the Wisconsin Watchmakers Asso- 
ciation, and Richard R. Meissner, conven- 
tion chairman, view new display card for 
members’ shop windows. 


Color Ads in Sheaffer's 
Big Christmas Campaign 

The W. A. Sheaffer Pen Company will 
start the biggest Christmas advertising 
campaign in its history in November, R. H. 
Whidden, the pen company’s general sales 
manager, announced today. 

The campaign, built around Sheaffer's 
new TM (Thin Model) line of fountain 
pens, ballpoints and pencils, will reach 
309,000,000 readers through 106 newspapers 
and magazines. It will include the greatest 
number of ads ever run for any single gift 
item, according to Mr. Whidden. 

All ads will be full-color and full-page. 
Illustrations feature Thin Model writing 
equipment against Christmas motif back- 
grounds. Copy stresses the gift value of 
the products pictured. 

“We expect this campaign to give retail- 
ers the most effective Christmas sales aid 
Sheaffer has ever offered,’ Mr. Whidden 
said. “To encourage dealers to capitalize 
on this powerful program, we're offering 
them localized advertising and promotion 
material tied into our magazine and news- 
paper ads.” 

Promotion aids for dealers local use in- 
clude newspaper ad mats, radio spot an- 
nouncements, television commercials, store 
displays and window and counter cards. 
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New Jersey Watchmakers 
Attend Novel Monthly Meeting 


The October meeting of the Watchmak- 
ers Association of New Jersey, held on the 
16th at The Ivanhoe in Irvington, was an 
innovation for most members. Instead of 
listening to the address of some speaker, 
each paidup member in attendance at the 
“closed” meeting had to deliver a_ short 
talk. 

Purpose of this novel meeting, according 
to Secretary William E. Drost, was to learn 
from each member how and in what way 
the association can continue to grow and 
flourish, who are the men to guide its 
future and in what direction. Before the 
meeting was held, he advised each member 
in the association’s monthly bulletin to 
“make your notes, rehearse your gestures, 
keep it short, and let’s hear from you.” 

Highlight of the November meeting of 
the group. will be an address by a repre- 
sentative from the L. & R. Mfg. Co., Ine.. 
Arlington, N. J., who will display the new- 
est products in the company’s line. 


Perret Assumes Management 
Of Eterna Watch Company 


Robert Perret, president of the Eterna 
Watch Co. of America, Inc., has _ tem- 
porarily assumed active management of the 
company located at 580 Fifth Ave., New 
York. He replaces Jaques H. Monod, 
former vice president who became dis- 
associated from the organization on Oc- 
tober 8th. 

Mr. Perret will conduct a general reor- 
ganization of the old established Swiss 
firm’s American subsidiary to fit expand- 
ing needs, according to an announcement 
by Dr. Rudolph Schild-Comtesse, of 
Grenchen, Switzerland, director general of 
Eterna which has agencies in 8] countries 


of the world. 








FLORENTINE GIFT 





Col. Arthur A. Ashworth (left), president 
of Reed and Barton, accepts from Capt. 
Pasquale Pezzuto a special gift from the 
City of Florence, Italy. The award was 
made to Reed and Barton in recognition of 
the master craftsmanship executed in their 
new pierced sterling pattern, Florentine 
Lace. The presentation took place Septem- 
ber 26th on board the Italian Line's flag- 
ship, Conte Biancamano, which was in port 


at New York City. 
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Wyler Stem & Crown Kit 
Now Available to Dealers 


To help Wyler dealers do repairs quickly 
and easily, a Stem & Crown Kit for Wyler 
Waterproof Watches has been made avail- 
able, it was announced by the Wyler 
Watch Agency, 630 Fifth Avenue, N. Y. 

Attractively packaged in a sturdy box 
that fits any drawer of a watch maker’s 
bench, the Wyler Stem and Crown Kit 
contains a compact, specially selected as- 
sortment of stems and crowns for the most 
popular Wyler Waterproof models. 

High-quality sealing gaskets on the 
crowns insure that Wyler Waterproof 
Watches will retain their resistance to 
water. after repair. 





All parts in the kit are packed in glass 
vials, numbered to correspond with an 
identification chart. 


Three New GE Appointments 


Arthur A. Brandt, general sales manager 
of the General Electric Co., announced 
October 16th the appointment of D. S. 
Beldon as national account sales manager ~ 
for the Receiver Department in Syracuse, 
N. Y. 

Mr. Brandt also announced the appoint- 
ment of D. E. Weston, Jr, as radio sales 
manager for the department, and R. V. 
Buivid as assistant radio sales manager. 
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Telechron in High Gear 
With Christmas Ad Plan 


“Easy to give . . . wonderful to get 
That’s the new advertising-sales promotion 
theme designed to help Telechron electric 
clock retailers increase their sales during 
the Christmas selling season. The slogan 
spearheads the largest holiday merchandis- 
ing program in history on clocks bearing 
the Telechron trade-mark. 

From now until the height of the pre- 
Christmas selling season, millions of con- 
sumers will be presold on Telechron elec- 
tric clocks by full-color, full page or center 
spread ads appearing in leading publica- 
tions. This advertising will be climaxed by 


#°? 





center spreads of thirteen “easy to give... 
wonderful to get” Telechron clocks appear- 
ing in Life magazine, November 19 and 
Saturday Evening Post, December 1. 

Tying in with the holiday selling slogan 
are two new Telechron electric clocks timed 
for Christmas selling—Aladdin and Miro- 
larm. Aladdin features a “magic eye” 
that glows red when alarm is set, thus 
ending fumbling in the dark to see if owner 
has set alarm. Mirolarm expresses the 
richness found only in much more expen- 
sive clocks. It’s beauty is heightened by 
high styled white numerals on a_ polished 
mirror, lustrous gold bezel, decorative hands 
and tiny ball feet. 

An elaborate six page, full-color dealer 
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ED AT RODANA FACTORY IN SWITZERLAND 





brochure telling the story of the 195] 
Christmas program has been prepared to 
help Telechron electric clock retailers make 
more profits. An unusual feature is that 
sections of this brochure can be clipped out 
‘and used as window or counter posters, 





Permatex Package Introduced 
By Marshall at lowa Convention 
The C. & E. Marshall Company’s Per. 


matex Package, hailed as a great improve. 
ment in watch materials packaging, was 
introduced for the first time to the 
jewelry and watchmaking industry at the 
recent convention of the Iowa Retail 
Jewelers Association in Des Moines. The 
package is made of a clear “see-thru” ma- 
terial which permits easy inspection of the 
contents, and is hermetically sealed in 
dehumidified air to prevent any moisture 
from being enclosed with the material. 





Dressed in a gown made of Permatex mate- 
rial, "Miss Permatex Package" handed out 
genuine four leaf clovers to visitors of the 
Marshall display at the lowa Retail Jewelers 
Association convention in Des Moines. The 
clovers were hermetically sealed in pack- 
ages made of the clear "see-thru" material. 


Since moisture, rust, dust and corrosion 
cannot penetrate this package, watch parts 
are completely protected. 

Also on exhibit at the Marshall display 
hooth were giant-size models of a staff and 
a setting bridge, both sealed in _ huge 
Permatex Packages. The staff was two- 
feet long and the setting bridge was two- 
and-one-half feet long: both were made to 
scale. Another conversation — stimulant 
among the visitors was the new edition of 
the Marshall Handy Manual, just off the 
presses. This new edition has again been 
enlarged to include more information, and 
all instructional material and information 
has been brought up-to-date. 


24-K. Club Meets in Buffalo 


The Jewelers 24 Karat Club of Western 
New York held its first meeting of the 
fall season on September 25th at the 
Hotel Statler in Buffalo. Marvin Gingold, 
club president, presided. 

Other officers for the current year are: 
Howard E. Duysters, vice president; Mil- 
ton H. Levy, treasurer, and Austin J. 
Horton, secretary. 
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q One of the most interesting programs of 
the season was presented by the Horologi- 
cal Society of New York at their Septem- 
ber 10th meeting. Appearing for the second 
time as guest speaker before the group was 
Louis Jaeger, Registered Jeweler of the 
American Gem Society, whose interesting 
lecture on synthetic gemstones was enthu- 
siastically received. Mr. Jaeger illustrated 
his talk with a display of both synthetic 
and genuine gemstones. A lengthy ques- 
tion and answer period followed his ad- 
dress. 

q Announcement was made recently of the 
location of the executive offices and factory 
of Alton Watchbands, Inc., new firm 
formed by Albert Walden and Milton J. 
Friedman, both formerly associated with 
Bruner-Ritter, Inc. The offices and factory 
of the new concern are located at 132 
Lafayette St. in New York City. 

4 John J. Gleason, Jr., resigned recently as 
store manager of Frederick Loeser & Co., 
Brooklyn, to become general manager of 
Wm. Wise & Son, jewelers and silversmiths 
of Brooklyn and Garden City, L. I. Mr. 
Gleason said his changeover would not 
affect other personnel and that no staff 
changes are contemplated. Hugh  D. 


ay NEWYORK 





O’Rourke will continue as president and 
manager of the Brooklyn store. Charles E. 
Lape will remain as vice president and 
manager of the Garden City branch. 

q David Jacobson, partner in the Leather 
Specialty Co., manufacturers of leather 
watch attachments at 16-20 W. 19th St., 
New York, has withdrawn from the part- 
nership and sold his interest in the busi- 
ness to the remaining partner, Morris 
Sherry. The business will be continued 
without change by Mr. Sherry. 

q Members of the Horological Society of 
New York were glad to hear that Andrew 
Park, former president of the organization, 
is improving and is definitely “on the 
mend” from a recent major operation. Mr. 
Park was confined to the hospital for more 
than five weeks and at last report was still 
convalescing at home. 

q As this issue went to press members of 
the 24 Karat Club of Western New York 
were scheduled to attend a Halloween 
party on Tuesday, October 30th, at the 
Buffalo Trap & Field Club. Games, prizes, 
dancing and refreshments were on the pro- 
gram. 

q Dave’s Jewelry Store has been opened at 
228 Bleecker St., Utica, N. Y. 





Oliver Announces Resignation 
From Landers, Frary & Clark 


Robert M. Oliver, general merchandising 
manager, electric housewares’ division, 
Landers, Frary & Clark, New Britain, 
Conn., announced his resignation October 
8th to take effect as soon as a mutually 
satisfactory termination date is arranged. 
Reasons were not stated. 

Mr. Oliver has been associated with the 
electrical industry for 26 years. Prior to 
his association with Landers, Frary & 
Clark, he was vice president and general 
sales manager of the Proctor Electric Co. 
of Philadelphia. 

He is prominently identified with indus- 
try work as chairman of the sales promo- 
tion committee of the electric housewares 
section of the National Electrical Manu- 
facturers Association and currently vice 
chairman of the section. 


FTC Chairman to Address 
Fair Trade Council Meeting 


Federal Trade Commission Chairman 
James M. Mead has accepted an invitation 
to address the 12th annual meeting of the 
American Fair Trade Council to be held 
at New York’s Waldorf-Astoria Hotel on 
November 8th. 

Mead’s recent statement that “there ap- 
parently is no legal way to get around 
the Supreme Court decision outlawing 
nonsigner’ clauses under the Fair Trade 
law; and that the remedy, if any, must 
come from Congress” further emphasized 
to the Fair-Trading manufacturers of the 
nation the need for a discussion of this 
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important problem and of the plan for its 
solution. 

The November 7th and 8th conclave of 
the American Fair Trade Council in New 
York is aimed at perfecting a better under- 
standing and co-ordination of the operation 
for the restoration of Fair Trade to its 
former capacity for service to the public. 


—_ 


Appointed 
Vice President 
at Winston 


DON CARNEVALE 





The appointment of Don Carnevale as 
vice president of Harry Winston, Inc., 
owners of the Yonkers, Vargas and Liber- 
ator diamonds, was announced October 8th. 

Mr. Carnevale has been well known in 
the fine jewelry field for 20 years as a 
designer and creator of custom-made 
jewelry for a selected clientele. He stated, 
at the time of his appointment, that he 
has given up his own business and joined 
the Winston firm because he believes he 
will have a better than ever opportunity 
to serve old and new customers in working 
with one of the world’s greatest gem 
collections. 
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Opals 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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CULTURED PEARLS 
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ENCRUSTERS 


STONE ENGRAVERS 
COATS-OF-ARMS 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 7, N. Y. 
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DIAMONDS 


All Sizes - All Qualities 


Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for Price List No. 18 of May 1951. 


H. SORIN nevis 
SIMONS BROS. CO. 
THIMBLES 


269 So. 9th ST. PHILADELPHIA 
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NEW PATTERN 
IN 14Kt Gold 





Also Available in 
Cuff Links Tie Clips 
Bill Clips Belt Buckles 

Photo Lockets 


LOUIS TAMIS & SONS 


Manufacturers of 


Gold Cases Novelties 
Fountain Pens Pencils 
36 West 47th St. New York 


Los Angeles Representative: 
Herbert Wood, 649 S. Olive St. 











Genuine 


BOHEMIAN GARNET JEWELRY 


made by the finest 
Artisans in American 
occupied Germany. 


The most fashionable 
and popular jewelry 
today —is made in 
attractive earrings— 
bracelets—rings and 
necklaces—at reason- 
able prices. 





Memo approval packages sent to 
rated jewelers — 


ASIATIC ART JEWELRY CO. 


225-5th Ave., New York 10, N. Y. 

















JEAN NAFTULE 


Importer of Synthetic & Semi-Precious 


STONES 
Specializing in Calibre 1%, 134-2 mm 
Round Machine Cut 1 to 10 mm 


35 Maiden Lane, New York 38, N. Y. 
BOwling Green 9-8973 














WATCH MATERIALS 


Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 


7/2 N. Atlantic Ave., Daytona Beach, Fia. 
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NORMAN M. MORRIS COMPANY OPENS NEW OFFICES 





One of the most important rooms in the new offices of the Norman M. Morris Corp. is their 

modern conference room. The room is carpeted throughout in deep emerald green pile with 

dark green and chartreuse walls. Two sections of the wall are covered with specially designed 

grey-green wallpaper with tiny replicas of the Greek Omega symbol. A modern polished 

walnut table extends the length of the room with the other furniture in the room of the same 

wood. Note especially the folding door which, when closed, turns this conference room into 
two self-contained showrooms. 


The new ofhces of the Norman M. Morris 
Corp., sole importers for the United States 
and Territories of Omega watches, were 
officially opened September 18th at 655 
Madison Ave., New York, with a reception 
attended by M. Vallat, international gen- 
eral manager of the Omega Co. in Switzer- 
land, who flew to this country for the occa- 
sion. Norman Morris was guest of honor. 
He received the congratulations of friends 
and notables in the jewelry trade for the 
continued expansion of Omega sales under 
his -guidance which necessitated the move 
to larger and more modern quarters. 


The new quarters are planned to give a 
sense of dignity and richness. The color 
scheme is grey, fawn, and a mixture of 
ereens ranging from a muted grey-green to 
a deep emerald. Natural walnut panelling 
is used extensively throughout. An im- 


portant decorative feature is the use of a 


specially designed wallpaper covered with 
tiny replicas of the Greek Omega symbol. 


Mr. Morris’ personal office is decorated 
throughout in soft glowing tones of fawn, 
grey and brown, with deep fawn pile carpet- 
ing in a slightly darker shade than the 
walls and one wall panelled in walnut. 


All offices other than the conference room 
and Mr. Morris’ personal office have 
asphalt tiled floors varying in color with 
their individual color schemes. The same 
muted shades of green, beige and grey are 
used for the reception foyer, with strong 
splashes of dark green supplied by drapes 
and growing plants. A large polished brass 
Omega symbol dramatically lit by a hidden 
spotlight is the focal point of the foyer. 

The whole space was laid out with a view 
to maximum efficiency in traffic flow and to 
make it easier for the outside visitor to 
reach offices without congestion in the 


corridors. Lighting is planned in various 
ways to suit specific areas: for maximum 
elliciency in the working areas and for 
sense of refined drama in the reception 
foyer and showrooms. 

Swiss to Continue 

‘Quality Jeweler’ Emphasis 


The Watchmakers of Switzerland will 
continue to emphasize the position of the 
quality jeweler in his community during 
the coming months, it was reported by Paul 
Tschudin, director of The Watchmakers of 
Switzerland Information Center, in New 
York, upon his return to the U. S. from a 
two-month trip to Europe. 

“The Swiss watch industry understands 
that only a qualified retail jeweler has the 
proper background and training to sell and 
service fine Swiss timepieces, and our mer- 
chandising and advertising will continue to 
heavily underline that fact,” he stated. 











ALLCRAFT NOVELTY CO., INC. 
6-18 Maiden Lane, Dept. A, New York 38, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























Obituaries 








CuarLes W. ALSTERLUND, Sr., 64, head 
of the jewelry firm at 220 W. Fifth St., 
Los Angeles, Calif., which bears his name, 
died September 14th at his home in La 
Canada, Calif. Mr. Alsterlund had for 45 
years been associated in the jewelry busi- 
ness in Boston. Early in his career he 
founded with his brother, Henry, the re- 
tail business known as the Charles, Henry 
& Crowley Co. at 8 City Hall Ave. in Bos- 
ton. He later formed the C. W. Alsterlund 
Co. at 387 Washington St., Boston, with 
which he was associated until moving to 
California four years ago. Mr. Alsterlund 
was a recognized authority on diamonds, 
pearls and colored stones. Surviving are 
his widow, a son and a brother. His busi- 
ness will be continued by his widow. 


WILLIAM Burns, 58, director of chain 
store sales, United States Time Corp., died 
as a result oi a recent heart attack Sep- 
tember 29 at his home in Moriches, L. I. 
A graduate of McGill University in Mon- 
treal, Mr. Burns had been associated with 
United States Time Corp. for over three 
decades. He started with the Robert H. 
Ingersoll Co. which was taken over by the 
Waterbury Clock Co. in 1921 and later be- 
came the United States Time Corp. He 
was divisional manager in charge of the 
Chicago area until the war period. During 
this time he was a member of the Chicago 
Golden Roosters. He contributed to the 
company’s war effort at their Waterbury, 
Conn., factory, and since the war’s end. 
functioned in the New York office as man- 
ager of all sales to department and chain 
stores. He is survived by his widow and 
two daughters. 


Cirarence. W. (Crain) DeBus, 52, 
jewelry designer, died September 30th at 
the Veterans Administration Hospital in 
West Los Angeles, Cal'f. Mr. DeBus had 
been a resident of Los Angeles for 30 
years, retiring three months ago to live 
in Laguna Beach. He is survived by his 
widow, a son and two daughters. 


Frep Goipner, Sr., 65, owner of Gold- 
ner’s Jewelers, 220 Fifth Ave., N., Nash- 





TRAVELING CLOCK CASES #1 11J—Sheepskin ease—Black, 


rk Brewn, Dark Rlue, Red, 
Wine, Red, Black, Blue, 


with gold tooled border, Black, 


tham. Immediate Delivery. 
ARISTO. IMPORT CO., INC 
630 Fifth Ave., New York 





DL t-,¢6teeehincs bn $7 K 
#2) Genuine Morocco Leather 
case 


Brown, Green ......... $it K 
#35J3—Genuine Calf Leather 


Red and Light 
aN a ns 2%” for Swiss and 








WATCH CASE REPAIRS 


BEZELS, BACKS, ETC., MADE TO 
ORDER—IN ANY METAL 


MICHAEL KAHANE 


36 West 47th Street, New York 19, N. Y. 
udson 2-4539 





‘E. 50th St., 
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ville, Tenn., died October 6th following a 
heart attack. Born in Nashville, Mr. Gold- 
ner had been engaged in the jewelry busi- 
ness in that city for 47 years and had 
been in business for himself since 1918 
when he became associated with Sam Mar- 
cus, now of California and formerly of 
Nashville. In the late 1930’s, Mr. Goldner 
purchased Marcus’ interest in the business. 
Surviving, in addition to his widow, are 
two daughters, a son, two sisters and two 
grandchildren. The business will be con- 
tinued without change by the family. 


Roya. J. Grece, 71, well known jeweler 
of Providence, R. I., died September 24th 
after a short illness. A native of Damas- 
cus, Pa., Mr. Gregg moved to Providence 
in 1906. He joined the Ostby & Barton Co. 
in Providence as auditor in 1907 and re- 
mained in that position until he was ap- 
pointed secretary in 1930. Mr. Gregg was 
elected president and treasurer of the con- 


ROYAL J. 
GREGG 


cern in May, 1939, and served in that post 
until his resignation early in 1947. He 
was a past president of the Jewelers Board 
of Trade and served for many years as a 
member of the executive committee and a 
director of that organization. He was also 
at one time a director of the New England 
Manufacturing Jewelers’ & Silversmith’ As- 
sociation. 


LinpLEY Morton HicHAm, 76, well 
known jewelry manufacturer, died Sep- 
tember 16th. Mr. Higham started his ca- 
reer in the jewelry industry with the old 
firm of Ball, Black & Co. in New York 
City. During his many years with the firm 
he made elaborate and costly jewelry for 
many New York socialites and such well 
known personages as “Diamond Jim” 
Brady. Mr. Higham had a great foresight 
into creating unusual pieces and was al- 
ways one of the first to start a vogue. He 
was one of the first to eliminate the mill- 
eraining from jewelry. 


Cuirrorp J. Waters, 57, head of the 
Clifford J. Walters Corp., jewelers at 16 
New York, died September 
2ist. Mr. Walters was one of the first to 
sell jewelry on the installment plan. He 
began extending credit prior to World War 
I when it was still more or less of a nov- 
elty. Surviv'ng is his brother, Austin, who 
is also in the jewelry business in N. Y. 











REDUCED PRICE 





on account of increased production 
+ 





$5.50 per carat 


dozen lots $5.00 per carat 


Vy ct. stones $4.00 each )\ 10% off 
V4 ct. stones 3.00 each in 
Vg ct. stones 2.50 each dozen 
smaller stones 2.25 each lots 


When ordering consider that one carat 
spread weighs approx. 1.25 ct. 
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NEW YORK 19, N. Y. 








Used by Pott <a 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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= FREE samples 


Ss.j. surnamer co. 
N.Y 1 coe 








370 7th Ave., 








‘heapentons of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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14kt. Gold 
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Bangle Watches 


LINK BRACELET WATCHES 


Exclusive Designs 
Styled and manufactured by 


ERIC E. SIEBERT 


INCORPORATED 
665 Fifth Ave., New York 22, N. Y. 

















KEYSTONE 
Cultured Pearls... PRICES 
A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. 14K Cup Mtgs. 7MM Cult. Pearl Earr...$15.00 


S. SMIGROD 


32 WEST 47 STREET, N. Y. 19, N. Y. 











THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufactures of Gold-Filled Crowns 
Sold fkzough Jobbers & Mfrs. 
NEW YORK 2, N. Y 


50 ELDRIDGE STREET 











PERSONAL 


It’s more than a personal matter when you 
need ‘‘Hard-to-Get’’ Watch Parts in a hurry 
—it’s customer satisfaction, too! POLTOCK 
has EVERYTHING! Write Dep’t. J for 
FREE Ligne Gauge, Catalog, and Stationery. 
JOHN A. POLTOCK & CO., 15 MAIDEN 
LANE, NEW YORK 38, N. Y. 
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New Swiss Watch Fashions 
Follow Dictates of Style 


The new style-wise timepieces that milady 
will see in quality jewelry stores this win- 
ter will reflect the latest in dress fashion 
trends, 

For with designers decreeing styles 
reminiscent of yesteryear’s fashions, The 
Watchmakers of Switzerland are keeping 
pace with chic creations to serve as eye- 
catching accessories for the new wardrobe. 





This unusual, diamond-shaped watch em- 

phasizes the trend back to rectangular 

shapes in quality Swiss watches. The time- 

piece is yellow gold, with hands and hour 

markers also in gold, set off with a black 
suede band. 


Swiss timepiece designs, displayed in 
Geneva, Switzerland, at the annual Montres 
et Bijoux (Watch and Jewelry) Exposition, 
revealed the following trends: 

1. Concealed dials for women’s evening 
wear. Seen at the Basel Fair last Spring on 
only a few models, covered watch faces 
have now been widely adopted by the in- 
dustry. This trend is a reflection of the 





ANRJA Names Van Cott Head 
Of "52 Convention Committee 


Kenneth I. Van Cott, immediate past 
president of the American National Retail 
Jewelers Association, announced October 
3rd his appointment as chairman of that 
organization’s 1952 convention and trade 
show committee. 

Announcement of his appointment was 
contained in a letter sent to exhibitors at 
this year’s trade show in which he invited 
them to send comments, criticisms and 
suggestions on the exhibit so that the com- 
mittee may make more improvements to 
insure a bigger and better show next year. 

“If you have any ‘gripes’,” said Mr. Van 
Cott, “let’s have them too! We want you 
to feel that we plan to do everything 
feasible to make this annual event more 
effective in 1952.” 

Enclosed with the letter was a complete 
break-down of attendance at the 1951 trade 
show which showed a total registration of 
9,955. The figures confirmed the fact that 
the Waldorf show draws most heavily from 
New England and the Middle Atlantic 
States. A total of 4,697 retailers from all 
over the country were in attendance—and 
4,033 of these were from the Eastern Sea- 
board area. 


early-art of watchmaking, when the large, 
egg-shaped watches dangling from Eliza. 
bethan waistcoats usually had elaborate en- 
graved and jeweled encrusted covers. 


2. Enameled dials. Enameling reached 
its zenith in Napoleon’s time, but died out 
in the following century. It is being re. 
vived with artistic productions worthy of 
the finest of the old masters. 

3. Rectangular-shaped watches. Rect. 
angular watches were favored by both men 
and women from the time when wrist 
watches first came into vogue, during World 
War I, until the mid-thirties when round 
models moved into the limelight. Now, 
suddenly, rectangular models are again be- 
ing featured. 

4. Engraved dials. Few of these have 
been seen since the turn of the century, 
Several manufacturers, however, exhibited 
dials engraved with heraldic coats of arms, 

Hundreds of jewelers and_horologists 
from all over the world attended the show. 
The Geneva exposition is to the watchmak- 
ing world what the Fall showings by Paris 
couturiers are to the world of fashion. 
Many of the watch styles first shown will 
eventually appear in quality jewelry store 
displays during the winter months. 


- 





The semi-rigid spring bracelet and watch 

case of this fashionable timepiece are in 

yellow gold. The gold hands and silver dial 

with raised figures are protected by a high 
dome crystal. 
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Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


Wm. Wishinsky 655 Sixth Ave., NewYork, N.Y. 


Phone: WAtkins 9-3170 
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Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DIAMONDS—AII Sizes and Qualities 


JosEPH BLANK 
COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 




















For NEW IDEAS In Jewelry Styling 
Subscribe To Our Imported 


JEWELRY DESIGN SERVICES 


Ask For Descriptive Price List 
Overseas Publishers’ Representatives 











66 Beaver St. BOwling Green 9-5477 New York 4, N. Y. 
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TRADE LEADERS PAY HOMAGE TO BYRNE AT TESTIMONIAL 





Shown above are a few of the guests who flew into Omaha to honor Joseph P. Byrne, 
president and founder of J. P. Byrne & Sons Co., wholesale jewelers in Omaha and Denver. 
From left to right are: John J. Byrne, Omaha retail jewelry store owner; Maltby Stevens, 
president, and A. L. Zeitung, director of sales, International Silver Co.; Joseph P. Byrne; 
Henry Wagner, vice president, Westclox Division, General Time Instruments Corp. In fore- 
ground: Miss Farrell, office manager of Omaha office of J. P. Byrne & Sons Co. for many years. 


A host of old-time business associates 
from all over the country were on hand 
September 8 to honor Joseph P. Byrne, 
founder and president of J. P. Byrne & 
Sons Co., wholesale jewelers in Omaha 
and Denver, at a surprise testimonial and 
birthday luncheon. The affair was held 
to celebrate the joint occasion of Mr. 
Byrne’s birthday, his fiftieth year in the 
jewelry business, and the thirty-fourth 
anniversary of the founding of his firm. 

In addition to meeting old-time friends 
and the entire staff of his Omaha office, 
Mr. Byrne was pleasantly surprised to see 
the entire staff of his Denver office, who 
had flown into Omaha that morning for the 
occasion. 

Charles F. Byrne, son of Mr. Byrne and 
organizer of the surprise affair, was kept 
busy the preceding day and night meeting 
planes and trains arriving hourly. The dif- 
ficult part of the affair was keeping the 
visiting dignitaries out of sight until the 
surprise guests were announced at the 
luncheon. 

Many of the guests who knew Mr. Byrne 
when he first started his firm, have since 
retired, but returned to “active duty” and 
made the trip to Omaha to honor him. 

On hand to honor Mr. Byrne were: 
Maltby Stevens, president, International 
Silver Co., Meriden, Conn.; D. E. Sander- 
son, vice president and director of sales, 
Oneida Community Ltd., Oneida, N. Y.: 
Henry Wagner, sales manager, Westclox 
Division, General Time Instruments Corp., 
LaSalle, Ill.: Howard D. Schaeffer, retired 
vice president, Elgin National Watch Co.., 
Elgin, Ill.: A. L. Zeitung, vice president 
and director of flatware sales, Interna- 
tional Silver Co., Meriden, Conn.: Robert 
Jacobs, partner, Jacobson Brothers Dia- 
mond Corp., New York; Fred Lounsbury, 
district sales manager, Oneida Ltd., 
Oneida, N. Y.: Albert Pretzfelder, former 
Partner of Bayer, Pretzfelder & Mills. Inc.. 
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New York: J. L. Keenan, district manager, 
Hamilton Watch Co., Chicago, Ill.; Nate 
Blank, district manager, Speidel Corp., 
Chicago, IIl., and Howard Marshall, sales 
representative, Seth Thomas Division of 
General Time Corp., Thomaston, Conn. 





Hysteria Rules Retail Trading, 
W. D. Evans Tells Jewelers 


Retail merchants were told September 
24th they must scrap their “hysteria” and 
adopt an attitude of “patience and faith” 


if they desire to evolve any _ business 
stability. 
In a speech before the Iowa Retail 


Jewelers Association, W. D. Evans, general 
sales manager of Elgin National Watch 
Co., declared that “the traditiona] even 


- tenor of business is being replaced by 


frantic, spur-of-the-moment decisions.” 

American business has never been in 
so neurotic a condition and so desperately 
in need of mass psychiatric treatment, he 
asserted. 

“We buy quickly or sell quickly, re- 
trench suddenly or expand suddenly,” he 
said. “If today’s headlines indicate the 
possibility of a shooting war, we scurry to 
build inventories, and if the headlines in- 
dicate peace, we scurry again—this time 
to liquidate.” 

This “calculated policy of confusion” 
is being encouraged by communistic ele- 
ments, Mr. Evans, charged. He urged a 
calmer approach, instead of building “our 
defenses against a peril we do not under- 
stand.” 


OPS Approves Forstner Prices 


Wm. Forstner, president of the Forstner 
Chain Corp., Irvington, N. J., announced 
recently a decision by the Office of Price 
Stabilization approving the prices quoted 
hy the firm in its price list dated January 
1, 1950. 
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14 KT. GOLD & PLATINUM 


Cigarette Cases ¢ Bracelets 
Necklace Clasps ¢ Clips 
Lipsticks « Cuff Links 
Brooches « Rings 
Earrings 


GUTENSTEIN BROTHERS 


18 EAST 53 STREET 
NEW YORK 22, N. Y. 




















SALES 
REPRESENTATIVE 


experienced and well-known, call- 
ing on wholesale jewelry trade. 


We offer a line of well-known 
watches which has been sold only 
through these and kindred chan- 
nels and is highly respected in 
our trade. 


Proposition is clean, on straight 
commission basis. We probably 
sell most of the accounts on 
which you call. 


We are looking for a "top" rep- 
resentative who can really profit 
with our line. 

Line is ready for 1952; consists 
of ladies’ and men's watches, 
specialties, retailing from $19.95 
to about $39.95. 


Open territories: New England, 
East Coast to Florida, parts of 
Middle West and South; also the 
Pacific Coast. 


OUR SALESMEN KNOW OF THIS AD. 
Address Box “K., 2288," care 
JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., New York 17, N. Y. 
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Style #2039 
Tailored Earrings .. . 


Don’t buy Alice earrings if you don’t like 
’ paper work, because you'll find you have 
to reorder twice as often (and twice the 
quantity) to prevent your entire Alice 
stock from selling out before you know it. 


Thru the wholesaler $7 00 
JEWELRY CO. 


p 8 hanno St., Prov., R. I. 4 
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Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


LM M. FISHER CO., Attleboro, Mass. 














FINE STERLING 
HOLLOWWARE 


and 
i AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 








Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 








NICKEL SILVER 
id s (Oho) ts LO) i msy ten yA 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q Paul J. Algers and John O. Kercheval, 
owners of A. K. Jewelers, Inc., Stoneham, 
Mass., opened a new retail jewelry store 
recently in Reading, Mass., which will be 
operated under the same trade name. 

q As this issue went to press, members of 
the Diamond Peacock Club gathered for 
their annual meeting and election of officers 
at the Parker House, Boston, on October 
26. A full report will be included in next 
issue. 

q Members of the Boston Jewelers Club 
met a week later, on November 2, at the 
Hotel Statler, for their annual Beefsteak 
Dinner, business meeting, and annual elec- 
tion of officers. Details of this meeting also 
will be included in next issue. 

q Plans also were under way for holding 
the first fall meeting of the newly organized 
Jewelers Association of Greater Boston, a 
group made up for the most part of manu- 
facturers, wholesalers, and retailers located 
in the Province Building, 333 Washington 
St., Boston. 

q Nathaniel I. Goodman, 1006-7 Jewelers 
Building, and president of medical units 
of the Yankee Division, World War I divi- 
sion, will stage a get-together with former 
buddies at the Y-D Poultry Farm, Bedford, 
Mass., during the Christmas season. This 
will mark the 35th and final reunion of his 
103rd Ambulance Co. Mrs. Goodman was 
installed as chaplain in the order of Forest- 
ers of America in ceremonies in Brookline, 
Mass., Oct. 11. 

q Clyde H. Davis, jeweler of Lebanon, 
N. H., has taken space next door to his 
present quarters, and is engaged in enlarg- 
ing his store. 





PEARLY FELINE 





Proudly admiring her feline beauty and 
pearl ensemble is Princess Imperial Mooky, 
prize cat of Dave Goldstone, vice president 
of Imperial Pearl Syndicate. The collar and 
tiara she's wearing, which contain over 400 
matched Imperial cultured pearls, were the 
subject of an Associated Press story that 
received widespread coverage throughout 
the country. As a result of the story, the 
Princess appeared on the coast-to-coast 
CBS television network and her photograph 
with movie star Corinne Calvet appeared 
in most of the nation's major newspapers. 





NEW ENGLAND 


q A new New England unit of the chain 
of 10 Swiss-American Watch Hospitals was 
opened on September 21, at 23 Bromfield 
St., Boston. This is the third New England 
unit, two others being located in Providence 
and Bridgeport. Most of the units are ]o- 
cated in New York State. All three watch- 
makers, in their natty white coats, lend a 
hospital atmosphere to the place. They are: 
Benjamin Rubin, manager, formerly with 
Jordan Marsh department store’s watch re- 
pair department, and before that with the 
Smith-Patterson Co.; Frank O’Brien; and 
Edward Ganocik, the latter formerly with 
Kingsley Gordon Co., Boston. 

q John McAuliffe & Sons announce a new 
location at 137 Newbury St., Boston. This 
firm was formerly known as McAuliffe & 
Hadley, and was located in Barristers Hall, 
Boston. 

q Louis Lemay, of Lemay Brothers, Man- 
chester, N. H., together with Bernie Smith, 
of Smith and Zaff, Boston, and “Andy” 
Anderson of Manchester, attended the 
Rochester, N. H., Fair late in September, 
taking great interest in the electrical dis- 
plays on exhibit there. 

q Odias “Pete” Dumont, jeweler of Fall 
River, Mass., has been on a trip to Michi- 
gan to visit old friends there. 

q Gilbert Nadeau of Millinocket, Maine, is 
moving to a new location, and planned to 
hold a formal opening late in October, or 
early in November. 

4 Ralph Cohen, an occupant of the Jewel- 
ers Building for more than 48 years, and 
for many years associated with A. Frisch & 
Co., Inc., in Rooms 307-8, resigned from 
that firm on October 5, and has gone into 
business with his son, Haskell W. Cohen, 
located in the Province Building, and the 
new firm will he known as Ralph Cohen & 
Son. 

q Oreste Dell’Orfano, sales manager of 
Travis, Farber Co., 909 Jewelers Building, 
is also an ardent art lover. During his re- 
cent vacation at the Waldorf-Astoria, New 
York City, he spent most of his time at the 
outdoor art exhibit in Greenwich Village, 
and came back with two original oil paint- 
ings by Stein which he is proudly dis- 
playing. 

4 Henry Desjardins, of Desjardins-Jeweler, 
Beverly and Salem, Mass., made his annual 
hunting trip to Maine, hopeful of bringing 
hack another deer this year. 

q Mr. and Mrs. Harry J.-Haselton of Hasel- 
ton Co., 702 Jewelers Building, took a vaca- 
tion trip through the Pocono Mountains 
section of Pennsylvania, and while in that 
area visited Harry A. Ruthhart, who re- 
cently retired as manager of the materials 
department of the Hamilton Watch Co., 
Lancaster, Pa. They called also on Ed- 
ward Hendrix, and before returning to 
Boston went to Washington, D. C. 

q Roy L. Spring, of 706 Jewelers Building, 
one of several yachting jewelers, is an 
ardent “Izaak Waltonite.” and brings back 
tall tales of blue fish he has encountered— 
so-0-0-0 long, or possibly shorter! 
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q Two Portland, Maine jewelry stores, 
Don’s Jewelry Shop, 43 Free St., and Wil- 
liam A. Quinn, 12 Monument Square, are 
being forced to look for new Quarters, as 
the two adjoining buildings in which they 
have been located are to be torn down for 
parking accommodations. 

q Carol Moody, at one time with the ship- 
ping department of Mauran Watch Co., 712 
Jewelers Building, is back with the com- 
pany again. Miss Mabel Sterling has re- 
turned from a vacation trip, and Roy 
Brooks, the owner, is back from an ex- 
tended trip to Maine. 

q Carl F. Lawton, for many years asso- 
ciated with the E. H. Saxton Co., and who 
recently retired from that firm, has an- 
nounced the opening of new quarters for 
the wholesaling of diamonds and diamond 
jewelry in Room 905, Jewelers Building, 
quarters at one time occupied by the late 
Henry R. Arnold. With Mr. Lawton, as 
bookkeeper, is Mrs. Carol Howland, form- 
erly with Louis F. Guiness, Inc., 711 Jewel- 
ers Building. 

q Among out-of-towners to attend a party 
arranged by the Katherine A. Murphy Co., 
509-11 Jewelers Building, during Gift Show 
week at the Parker House, were: Mr. and 
Mrs. Elmer J. “Jockey” Johnston, of Cari- 
bou, Maine: Mr. and Mrs. Walter N. 
Adams, of Brattleboro, Vt.; Mr. and Mrs. 
A. Earl Wilson, of Springfield, Vt.; Mr. 
and Mrs. Donald F. Trask of Ludlow, Vt.; 
and Mr. and Mrs. Edward Beaulieu of the 
George T. Springer Co., Portland, Maine. 
The party was held in Jimmie O’Keefe’s 


' popular Back Bay restaurant. 


q Mrs. Loretta Manning, formerly book- 
keeper with Patrick J. Gill & Sons, 709 
Washington Building, before her marriage, 
is back part-time assisting her successor, 
Miss Mary Golding. 

q Edward Hopfgarten of Hopfgarten 
Brothers, 707 Washington Building, re- 
cently moved into a new home in West Rox- 
bury, Mass. 


q Friends of Harold W. Battis, 701 Wash- 
ington Building, who has been out ill for 
several months, are happy to see him back 
on the job part time, looking and feeling 
much better. 


q Joseph Sullivan, salesman for Alfred 
F. DeScenza & Son, 609 Washington Build- 
ing, was engaged recently to Miss Barbra 
O’Brien. 

q Directors and officers of the Massachu- 
setts & Rhode Island Retail Jewelers Asso- 
clation attended a business meeting of that 
organization at the Hotel Bellevue, Boston, 
on September 19, 


q Vincent O’Keefe, formerly with Mahar & 
Engstrom, 506-10 Jewelers Building, was 
home on leave recently from Bright Field, 
Air Force Base, in Ohio. “Mike” Mahar, 
Jr., formerly of the same firm, was operated 























FOR 


SETH THOMAS 
WATCHES AND CLOCKS 


d many other Nationally 
Advertised Brands 





9. A. Silver Co. 
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on recently for appendicitis at Tinker Field, 
Oklahoma City, where he is now stationed. 
q The Gassett Jewelry Store, Bridgewater, 
Mass., which was operated for a time by 
Mrs. Gassett after the passing of her hus- 
band, and which was sold to G. Clarence 
Smith, has been re-sold since by Mr. Smith 
to Henry L. Cormier, a young watch-school 
graduate, who will operate the store. 

q Thomas Harriott, 47 Winter St., dealer 
in Masonic and Eastern Star jewels, and 
a past grand patron of Eastern Star in 
Massachusetts, is convalescing slowly at his 
home after being confined to a_ hospital 
with a broken leg, an accident which took 
place when he fell while vacationing in 
Maine. 

4 Jorge Epstein, proprietor of the firm of 
the same name, 412-16 Washington Build- 
ing, has added antique automobiles as his 
latest hobby, and has joined the New Eng- 
land Antique Auto Club. He has acquired 
a 1918 Ford Beach Wagon, one of the 
earliest of Ford beach wagons, and tried 
in vain to haul the vehicle into his quarters 
for display—but it was just a little too 
large for the freight elevator. He’s now 
scouting around for an ancient Franklin 
car. Anyone know of one for sale? 

q Hub Material Co., 408-12 Washington 
Building, was delegated to send out invi- 
tations to attend a symposium on watch- 
making, given by the Joseph Bulova School 
of Watchmaking, and conducted by Max 
Schwartz, senior instructor, in the Parker 
House on October 17. Mr. Schwartz dis- 
cussed “Self-Winding Watches,’ and sup- 
plemented his talk with motion pictures and 
slides. 

q Herbert W. Stranger of the firm of the 
same name, 306-8 Washington Building, 
was off for a few days on his annual bird 
and deer hunting expedition to Patten, 
Maine. Members of the firm held a sur- 
prise party at the Stranger home in Milton 
on September 21 for Robert McLaren, on 
the occasion of his 50th birthday. Many 
former employees and friends were present. 
q Mr. and Mrs. Ellsworth W. Read, of Ket- 
tell, Blake & Read, 201 Washington Build- 
ing, celebrated their 25th wedding anni- 
versary, October 9, with a trip to New York 
City. 

q Teams of the Boston Jewelers Bowling 
League are still rolling hard, with last re- 
ports showing the twice-winning Mahar & 
Engstrom team still holding the lead this 
season; the D. C. Percival & Co. team in 
second place; and the Frank Gendreau 
team in third place. 

q Two new faces are seen in D. C. Per- 
cival & Co., 2nd floor, Jewelers Building— 
Miss Catherine Montgomery in billing 
department, and Miss Eileen Heanue 
in memorandum department. Three former 
employees, now in the armed. services, 
dropped in for visits while home on leave 
recently—David Stumpf, of watch depart- 
ment, now in the Army; Frank Hennig, 
shipping Department, now in the Navy; 
and Joseph Place, memo department, now 
in the Air Force. 

q A new firm, known as Knight Jewelry 
Co., Inc., opened quarters in Room 611 
Providence Building on October 1, carry- 
[PLEASE TURN TO PAGE 228] 




























































A NEW 
and OUTSTANDING 


MASONIC RING 


created by Gran 





HIS NEW RING is one of our most 

beautiful and attractive numbers in 
this year’s line. Designed for the dis- 
criminating Mason, it has the fine finish, 
massive construction and expert work- 
manship which gives the “GRAN” line 
of emblem jewelry distinction and fast 
turnover. 

Each side emblem is encrusted in gold 
on a triangle shaped synthetic ruby se- 
curely set in a full bezel. It is topped by 
a beautifully engraved and brilliantly 
white rhodium plated masonic emblem. 
May also be had with center bezel for 
diamond. 


A copy of our folder of “GRAN” 
Emblem Rings is yours for the asking, 
— and your inquiry about this new ring 
will receive prompt response. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 
























































“The Card Specialists” 


© Harris 
e 


EARRING CARDS 

For Manufacturers 
MADE TO YOUR SPECIFICATIONS 
Send for literature and samples 


and Wholesalers 
SAMUEL P. HARRIS, INC. 


55 Pawtucket Ave. East Providence, R. 1. 
EA 1-1526 


e Fancy and ‘‘Plastic’’ 
coated finishes 


@ All styles and designs 
© For all purposes 


© Any quantity 
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ONLY 75¢ BUYS 
THESE TWO VALUABLE 


WATCHMAKER’S BOOKS 


@ THE CHRONOGRAPH WATCH CALIBRE GUIDE— 


Complete identification to all popular 
chronographs now sold in the U. S.... 
137 illustrations, 48 pages . . . a page for 
every chronograph with a photo of both 
movement and dial sides .. . ONLY 
£5 CENTS! 

@ THE CHRONOGRAPH WATCH MAINSPRING 
GUIDE— Shows width, strength and length 
of chronograph mainsprings in both Denni- 
son and metric measurement .. . AND, a 
quick, accurate method for estimating 


chronograph mainspring job charges. Fully 
illustrated. ONLY 50 CENTS! 


order TODAY from 


Esembl-0-Graf Research Laboratories 
Desk C-18, 807 Ridge Ave., Pittsburgh 12, Pa. 











WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES _ 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


* Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 











LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 316 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept."’K"' Ill'd Catalog 
BAIidwin 9-1376 
Arthur T. Johnson, Principal 
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TECHNICAL SCHOOL 
COURSES FOR SUCCESS FOR 
wnrennceRtc ugeoers 


GRADUATES PASS CERTIFIED MASTER 
WATCHMAKER, 41.1.0. AND ALL §TATE 
LICENSING EXAMS. 


©63 YEARS SERVICE o 
John J. BOWMAN, Director -LANCASTER PA. 












WATCH REPAIRS 


FOR THE TRADE 
Our usual fine quality workmanship at a 


new 
LOW PRICE 
Price list on request 
ANITA WATCH COMPANY 
116 Nassau St. New York 38, N. Y. 
MEMBER: Jewelers Board of Trade 
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des PHILADELPHI 


q Robert’s, Inc., at 205 W. State St. in 
Media, announced recently a revision of 
advertising policy in this year-and-a-half- 
old business. Radio advertising on a local 
station has been tested and discontinued 
in favor of increased newspaper advertis- 
ing and direct mail. During the current 
pre-Christmas season, four mailings have 
gone out. Half of these were made with 
manufacturer’s mats and the other half 
were original layouts by Robert’s. 

q This December Maurice J. Coleman will 
celebrate the first anniversary of the found- 
ing of his store at 6600 Tackawanna St. 
in Mayfair and the 25th anniversary of his 
store at 2436 S. Broad St. Despite the 
pressure of business in both stores, Mr. 
Coleman has found time to be active in 
jewelers’ associations, to serve as_ vice 
president of the Mayfair Business Men’s 
Association and, most recently, to head the 
Display Committee of the Hire the Handi- 
capped Drive. 

4 When watching the crowds gathered 
around Howard Mackey as he announces 
winners on “Appreciation Day” in Oak- 
mont, one wonders how the business men 
who sponsor it could be considering giving 
up this promotion. For the past year lo 
merchants have participated, each con- 
iributing to the fund from which prizes 
are drawn. Everyone making a purchase 
at one of the participating stores receives 
a ticket entitling them to a percentage of 
the jackpot if they win—the exact amount 
of the percentage being determined by the 
amount of the sale. The drawing is held 
in front of one of the stores—a different 
store each week. The promotion has beer 
favorably received and the cost to sponsor- 
ing merchanis has been negligible. Yet, 
Howard Mackey at 24 E. Eagle Road in 








DIAMOND ENSEMBLE 
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The shimmering beauty of the elegant dia- 
mond necklace worn by model Audrey 
White at a recent film premiere in London 
brought excited gasps from onlookers. The 
lovely choker necklace consists of a circle 
of marquise cut diamonds and numerous 
dangling brilliant-cut diamonds. A pair of 
tiny diamond earrings completes the en- 
semble. 








Oakmont, and the other sponsoring retail. 
ers are, at this time, uncertain whether 
to continue the promotion for another year, 
q It looks as though, in spite of proposed 
increases in mailing costs, a much greater 
amount of jewelers’ advertising will be 
carried by mailmen this year to house- 
wives in the Philadelphia area. B. Cohen 
and Sons, Inc., of 533 Market St. in 
Chester, and other jewelry firms, are plan- 
ning substantial increases in this form of 
advertising over that done during the same 
period of last year. The Cohen company 
will use manufacturer’s mats incorporated 
in personalized letters to customers, 

q Another jeweler who is making increased 
use of direct mail is Lou Dallett of 513 
Edgmont Ave. in Chester. He started 
early this season by mailing invitations to 
customers to inspect and lay-away gifts 
for Christmas. The direct mail brochures 
showed suggested gift items without price. 
Subsequent brochures were sent out with 
priced items pictured. All promotional 
material was enclosed in personally ad- 
dressed envelopes, mailed first class. Mr. 
Dallett has found that a direct mail letter 
sent by first class has as much as 50 per 
cent more chance of being opened and read 
than letters bearing the mark of the indicia. 
q The first anniversary celebration of the 
shop, Jewelry by Martin, at 1013 Pontiac 
Road in Drexel Hill, began late in October 
and will continue the early part of this 
month. Owner of this “store-with-the- 
personality” is Ann Martin. 

q Allen Schlack of 520 Main St. in Darby, 
is stressing the use of local newspaper 
advertising and effective window displays 
this season. He has tested direct mail, 
radio and other forms of advertising and 
found, for his purposes, a loca] newspaper 
with a circulation of over 10,000 giving 
intense coverage of his area, is a most 
effective media for daily use. This daily 
advertisement will be supplemented by a 
weekly appearance on the suburban page 
of Philadelphia’s Evening Bulletin. 

q Starting early in January, residents of 
Media can watch the extensive renovations 
next to Wiltshire Brothers at 100 E. State 
St. in Media. Brothers Arthur and Frank 
Wiltshire have been in business since 
1939; in their present location for the past 
eleven years. Now they are completely re- 
modeling and doubling the size of the store. 
q Charles Clymer’s store at 132 E. Main 
St. in Newark, Delaware, although only 
six months old, is the scene of aggressive 
Christmas promotions including much per- 
sonal contact work through the efforts of 
Raymond Gross, manager, who was form- 
erly with Morris Jewelers. At the same 
time Charles Clymer’s original store at 
21% E. Hinckley Ave. in Ridley Park, Pa., 
has added several nationally advertised 
brands to the already well-balanced stock. 
q Samuel Rothenberg, formerly of De Wolf 
Jewelers, and his son, Gilbert, are now 
the proud owners of Abbott Jewelers at 
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9 S. 60th St. in Philadelphia. New paint 
and increased lighting have “made it more 
appetizing.” 

4 George Zaret of 1509 W. Columbia Ave., 
Philadelphia, is planning a window display 
of novel watches to show how closely time- 
pieces follow the dictates of fashion. Ring 
watches, chatelaine watches and other dual 
purpose timepieces will appear beside the 
more conventional watches with placard 
explanations of their unusual forms. 

4 Hamilton watches, Parker pens and 
other items from nationally known manu- 
facturers have been added to the stock of 
Frank A. Jaskiewicz at 2701 E. Allegheny 
Ave. 

4 An unusual sale of antique jewelry is 
currently being sponsored by Mrs. Vera 
Frank of 104 S. 7th St. The individualized 
direct mail campaign which promoted the 
sale featured photos of antique jewelry in 
a folder which contained an individually 
typewritten letter. The sale, which will 
continue until December 10th, is a new 
experiment in the promotion of antique 
jewelry which Mrs. Frank has collected 
for many years. 

q The mailing list of Asherman & La 
Maina at 4359 Germantown Ave., has been 
enriched with names and addresses in the 
“territories where it would do the most 
good.” 

q Luggage and more appliances have been 
added this month to the merchandise 
offered at Beitcher’s Jewelers at 2111-13 
S. 7th St. Since the store has been re- 
cently enlarged to three times its original 
size, the new merchandise has ample room 
to be well displayed. 

q Abe and Ben Horowitz believe that no 
form of promotion can equal personal con- 
tacts for developing business. Accordingly 
they are both out “on the road” bringing 
in customers to their store at 2822 W. 
Lehigh Ave., Philadelphia. 

q The Francis Haggerty shop at 3707 
Germantown Ave. is again the scene of 
an eye-catching, customer-catching promo- 
tion. The entire window has been devoted 
to merchandise “As Advertised in Life” 
for the month of October. 

q The 90th anniversary of the founding of 
the Sauter Jewelry store at 2713 W. Girard 
Ave. will be cause for a conservative cele- 
bration by that firm in 1952. 





Wallace 50-Year Club 
Welcomes Two New Members 


Members of the 50-Year Club of R. Wal- 
lace & Sons Mfg. Co. were guests at a 
dinner held Tuesday evening, October 2nd, 
at the Oakdale Tavern. This marked the 
ninth formal meeting of the club since it 
was organized in 1945. The purpose of 
the meeting was to welcome into member- 
ship Mary J. Clyne and Vincent C. Sittnick. 
Miss Clyne completed 50 years’ service 
with Wallace on September Ist. Mr. Sitt- 
nick will observe his 50th year with the 
firm on November 12th. 

John W. Leavenworth, Sr., chairman of 
the board of directors, acted as toastmaster 
and presented the 50-year awards. 

Active members of the club and their 
years of service to date include: Albert J. 
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Brooks, 60; Joseph L’Heureux, 54; Henry 
Simmons, 53; William B. Conroy, 50; 
Frank L. Huntington, 50; Mary J. Bridgett. 
50; Mary J. Clyne, 50, and Vincent C. 
Sittnick, 50. 

There are 24 inactive members in the 
club who served the firm for a combined 
total of 1288 years prior to their retirement. 





Jeske Joins Gruen Watch Co. 
As Director of Manufacturing 


Benjamin S. Katz, president of the Gruen 
Watch Co., announced September 20th the 
appointment of Harold H. Jeske as di- 
rector of manufacturing. All manufactur- 
ing operations in both the watch and de- 
fense divisions will be under his direction. 

Prior to his connection with Gruen, Jeske 
was vice-president and general manager of 


HAROLD H. JESKE 


Director of Mfg., 
Gruen Watch Co. 


the O. D. Jennings Co., Chicago. Previously 
he was associated for 12 years with the Hot- 
point Co., finally as general superintendent 
in charge of manufacturing for all six of 
that company’s plants. During the war he 
directed the manufacture of a variety of 
precision war instruments made by Hot- 
point. Jeske also served with the Maytag 
Co. where he played a major part in the 
development of a new $8,000,000 plant to 
manufacture intricate mechanisms for 
various Maytag products. 


New Corporation Formed 
To Handle Financing 
Of Jewelers’ Credit Sales 


The Jewelers Acceptance Corporation, 
chartered under the banking laws of New 
York State, received authorization from 
the Banking Department on August 30th 
to conduct financial operations. This new 
corporation will engage in the financing of 
receivables arising from sales made on 
the installment plan by retail jewelers. 

Directors of the corporation are: Beards- 
ley Ruml, president; H. Christian Sonne, 
Wayne Chatfield Taylor, Wilson W. Wyatt 
and Arde Bulova. Chief operating officer 
of the corporation is Herbert C. Hautau, 
executive vice president, to whom inquiries 
should be directed. Alphonse A. Laporte is 
secretary-treasurer. The corporation’s offices 
are located at 608 Fifth Ave., New York 
City. 

The form of financing for retail jewelers 
will be similar to that customarily em- 
ployed in financing retail business. This 
financing involves among other methods: 
the pledging of installment accounts re- 
ceivable with the financing organization 
against accommodation repayable in install- 
ments or on a revolving credit basis. 


























From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


PLATINUM, PALLADIUM AND GOLD JEWELRY 
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DIAMONDS, CULTURED PEARLS AND GEM STONES 
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YOU CAN'T 
Play every instrument 
in the band 


and you can't stock 


every item that's made, but 
the NEW 


1952 ENGEL CATALOG 


will help you meet your needs 
profitably and prompitly. 





BALTIMORE 1, MD. 
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q Appointment of. W. L. (Bill) Stewart 
as manager of the Duval Jewelry Co., 226 
E. Flagler St., Miami, Fla., was announced 
recently by Henry V. Jenkins, vice presi- 
dent of the company. Mr. Stewart, who 
has been in the jewelry business for the 
last 15 years, formerly managed the Duval 
Jewelry Store at West Palm Beach. 

q Friedman’s Jewelers, Inc., Greenville, 
S. C., has been organized with capital 
stock of $10,000 to own and operate a 
general jewelry business, wholesale and 
retail. B. I. Friedman is president. 

q Jerald Fisher has been appointed man- 
ager of Gordon’s Quality Jewelers, 1605 
Main St., Dallas, Texas, according to an 
announcement made October 6th by Aron 
Gordon. Mr. Fisher was formerly manager 
of Gordon’s in Jackson, Miss., and prior 
to that was associated with Gordon’s in 
Beaumont, Texas. 

q Mr. and Mrs. Paul A. Otts have opened 
recently a new watch shop at 12 South 
Sixth St., Fort Smith, Ark. Mr. Otts, a 
former salesman, is a graduate watchmaker 
with 25 years experience in the jewelry 
business and has taught clock and jewelry 
repairing and engraving at a Georgia 
school. 

q Retail jewelry stores in Texas will pay 
an increased state license fee as a result 
of a measure passed by the last legislature 
raising the fee from $1.50 to $5.00 a store. 
The measure became effective on Sep- 
tember Ist. 

q Larry W. Lawrence, who formerly oper- 
ated the Blue Bonnet Jewelry store at 121 
Alamo Plaza, San Antonio, Texas, has 
opened a new store at 6422 North New 
Braunfels Ave., in the recently completed 
Sunset Ridge Shopping Center of that city. 
q Al Knower, head of Peacock’s Jewelers, 
305 W. Howard Ave., Biloxi, Miss., is one 
traveling sales representative who finally 
settled down on the “other side of the 
counter.” Mr. Knower was a sales repre- 
sentative for the Helbros Watch Co. for 
12 years and spent most of that time cover- 
ing the Southern territory for the firm 
in the ’30s. 


Baltimore-Washington News 
q Hennegen-Bates Co. of 301 N. Charles 


St., Baltimore, announced recently the open- 
ing of a branch store at 508 York Road in 
Towson, Md., under the supervision of 
George Tidwell, Jr. A satisfactory “grand 
opening” is reported and all indications 
point to a very successful venture. Towson 
is located in the thickly populated northern 
suburban area of Baltimore. 

q Orbach’s jewelers has moved to a new 
location at 8015 Harford Road, Parkville, 
Md., where a well-balanced stock of jewelry 
merchandise is featured. This firm was 
formerly in business at 726 Poplar Grove 
St., Baltimore. 

q Robert M. Eggleston is readying his new 
store at 205 Main St., Annapolis, Md., for 
occupancy about the middle of October. 
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Completely new showcases and fixtures 
should make this establishment one of the 
most attractive in this locality 

q The Carl J. Doederlein Co., 320 N, 
Charles St., Baltimore, announced recently 
the election of new officers for the firm, 
Nelson R. Coleman, Jr., has been named 
president; Thomas M. Williams, Jr., vice. 
president, and Mrs. Helen J. Holladay, 
secretary-treasurer. Carl J. Doederlein has 
been named chairman of the board. The 
employees of this firm, at a recent annual 
banquet, presented Mr. Doederlein with 
his portrait done in oils. The portrait was 
done by Harvey Bronson. 

q After 25 years of dutiful service, Mrs, A. 
V. Taylor has retired as secretary, of the 
Baltimore Jewelers Association. She was 
presented with a sterling silver coffee ser- 
vice as a token of appreciation. Signatures 
of the officers and board of directors were 
reproduced on the tray along with a suit- 
able inscription. Mrs. Rosalie McDonnell 
has been named to succeed Mrs. Taylor in 
her former capacity. 

q Stanley Roll, junior member of Irving 
Roll & Co., 3124 W. North Ave., Baltimore, 
recently enlisted in the U. S. Navy and is 
now at Great Lakes Naval Training Station. 
His activities at the present time are con- 
cerned mainly with the usual “boot train- 
ing.” 

q Walter N. Greenabaum of S. & N. Katz, 
Inc., Baltimore, has been elected to the 
board of directors of the Retail Merchants 
Association. 

q Jack Fetting of the A. H. Fetting Mfg. 
Jewelry Co., Baltimore, has been designated 
as representative of the Retail Merchants 
Association on the Coordinating Council 
for Fund Raising Campaigns. 

q Sol Lynn, president of the Greater Wash- 
ington (D. C.) Retail Jewelers Association, 
announced recently that the organization’s 
fourth annual banquet will be held at the 
Shoreham Hotel in Washington on Novem- 
ber 7. Mel Foer, banquet chairman, ad- 
vises all arrangements are complete for 
an expected attendance of more than 350 
persons from this area. 

q The Greater Washington Retail Jewelers 
Association is using the medium of local 
newspapers for periodic advertising in be- 
half of the association featuring the slogan 
“Buy Jewelry at Your Jewelers.” Revenue 
from the association’s banquet program 1s 
being used for this purpose. 

q Julius H. Wolpe & Co., Inc., located at 
3322 14th St., N. W., Washington, D. C., 
announced recently the opening of a com- 
pletely new branch store in the newly con: 
structed shopping center at College Park, 
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Md. Donald Wolpe is manager of the new 
store which is well designed and up-to-date 
in every detail. Fixtures, wall cases and 
display shelves blend with the unusual style 
of the floorcases. Ample window and floor 
space as well as a vault and air-condition- 
ing lend to efficiency of operation. Better 
than anticipated business was noted at the 
formal opening which was held on Septem- 
ber 6, 7 and 8. The shopping center is 
adjacent to the campus of the University of 
Maryland on Washington Blvd. 

q Carr Jewelers at 936 F St., N. W., Wash- 
ington, D. C., opened its doors for business 
on September 27. The store is operated by 
Lou Neiberg, formerly of Scott’s Jewelers, 
and displays popular priced nationally ad- 
vertised merchandise A satisfactory formal 
opening is reported. 

q Art Sheinbaum of Melart Jewelers, Inc., 
405 Rhode Island Ave., N. E., Washington, 
OD. C., has been named chairman of the 
Fair Trade Committee of the Federation of 
Business Men’s Associations of the Greater 
Washington Area. Purpose of the commit- 
tee which Mr. Sheinbaum heads is to pro- 
cure enactment of Fair Trade laws in the 
District of Columbia. 





French Still Inspire 
U. S. Jewelry Trends 


Most of the important U. S. trends in 
precious jewelry are still inspired by French 
craftsmen, is the opinion of Nadja Buckley, 
one of this country’s leading designers. 

She nevertheless believes that American 
jewelry designers are on a creative par 
with the French, noting in explanation that 
“we cater to vastly different jewelry tastes.” 
U. S. women generally lean towards more 
advanced ideas, and have the courage to 
wear pieces they like, no matter how daring 
the design, according to Miss Buckley. 

This year’s big fashion news, she points 
out, is the emphasis on delicacy of feeling 
in important palladium and gold jewelry 
pieces, whether large or small, containing 
gems. The massive feeling in necklaces, 
pins, earclips and rings has been replaced 
by an airy look, a trend which originated 
in Paris, 

The precious white metal palladium, 
which is in the white gold price range, is 
being increasingly used by designers to 
gain this “fluid and flexible” look. In ad- 
dition to its brilliant white color, Miss 
Buckley explains, palladium is especially 
adaptable in large jewelry pieces because 
of its light weight. 
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Providence AGS Guild Meets 


A one-hour lecture by Dr. Alonzo Quinn 
on the “Occurrence of Minerals” high- 
lighted the first meeting of the Providence 
Guild of the American Gem Society which 
was held September 11 at Brown Univer- 
sity. A lab session followed under the di- 
rection of Orlando S. Paddock (C. G.), 
president of the guild. 

The following members were present at 
the meeting: Robert Cheetham, Santos 
Lembo, Clinton Chace, Fred Howson, 
Louis Silva, Albert Bucklin, Bruce Fisher, 
Luciano Fluor and Robert Quinn. 
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Hendrix 
Succeeds 
Ruthhart 

at Hamilton 


Cc. EDWARD HENDRIX 


Material Sales Mor., 
Hamilton Watch Co. 


C. Edward Hendrix was recently named 
material sales manager of the Hamilton 
Watch Co. to replace Harry A. Ruthhart 
who retired September Ist after 54 years 
of service with the company. Announce- 
ment of Mr. Hendrix’ appointment was 
made by L. F. Halligan, vice-president in 
charge of sales. 

Mr. Hendrix, who has been assistant 
material sales manager since 1949, started 
at Hamilton in September, 1936, imme- 
diately after completing a watch repair 
course in Hamilton’s school. His first 
assignment was in the mechanical depart- 
ment and in 1937 he was transferred to 
the casing department. 

In 1942 Mr. Hendrix was made a job 
boss on time fuse production and a year 
later was assigned to production control. 
Following World War II he was transferred 
to the material sales department where he 
became assistant manager in 1949, 
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q R. J. Pausback of Agnini and Singer, 
656 N. Western Ave., announced the ap- 
pointment of Paul H. Kelley as the firm’s 
new salesman in the Cleveland territory. 
Mr. Kelley was formerly with B. A. Ballou 
and Co. and recently moved with his family 
to Columbus, Ohio. He will travel all 
over Ohio, Michigan, part of Indiana, and 
part of Kentucky. 

q Barclay Jewelry, Inc., 36 S. State St, 
were looking forward to the opening on 
October 29 in New York of Marvella 
Pearls, recently announced collection of 
pearls for resort wear. 

q The Chicago Jewelers’ Association held 
a luncheon meeting in the Crystal Room 
of the Palmer House on October 18. Louis 
J. Alber spoke on “What the Far East 
Means to Us, Including Iran.” All of the 
past presidents attended and members 
were invited to come and meet them. 

q John R. Keller, assistant treasurer and 
credit manager of the Heirloom Sterling 
and Wm. A. Rogers Divisions of Oneida, 
Ltd., was a recent luncheon guest of Vince 
Newman of the Jewelers Board of Trade, 
at the Jewelers Club. 

q Word was received here late in Sep- 
tember of the death in an Arizona plane 
crash on Sept. 14 of Stewart S. Bassett, 
Jr., former Chicagoan. Mr. Bassett oper- 
ated a guest ranch and jewelry store in 
Williams, Ariz. His private plane crashed 
on a wooded mountainside. He was a 
Navy veteran of World War II. Surviving 
are his widow, Colleen; a son, Charles, 2; 
his father, Stewart Bassett, Oak Park; 
and his mother, Mrs. Frances Bassett 
Tuthill, Momence, III. 

q Bill McGreevy, Mason and McGreevy, 
95 East Washington St., was gradually 











CHICAGO 


recovering early in October from a five. 
week bout with virus-pneumonia. Although 
still on the weak side, he was doing his 
best to’ get under way again. 

q Einar Bagge, former district sales man- 
ager in the Chicago area for the Waltham 
Watch Co., celebrated his 50th wedding an- 
niversary on October 2. Bagge, an expert 
clock and watchmaker, was 80 years old 
October 30. After coming to Chicago from 
Norway in 1890, he was with C.-D. Peacock, 
Jewelers, for 13 years. In 1903 he joined the 
Waltham Watch Co., and retired in Feb- 
ruary, 1950, after 25 years as the Chicago 
district sales manager. He holds bronze, 
silver and gold medals from the Chicago 
Swedish Watchmakers Society and _ the 
Horological Institute of America bronze 
medal for superior workmanship. Bagge 
and his wife, Christine, who reside at 2418 
North Kimball Ave., were married October 
2, 1901. They have a son, Arthur, and 
three grandchildren. The golden wedding 
anniversary was quietly celebrated with a 
small family dinner in the Boulevard Room 
of the Stevens Hotel. 

q As this issue went to press, members of 
the Jewelers Club of Chicago were sched- 
uled to attend a roast beef dinner on 
Thursday night, October 18th, in the club- 
room at the Pittsfield Building. 

q Members of the Golden Roosters and 
the Jewelers’ Club mourn the passing of 
a former member, William Burns, who 
died early in October. Mr. Burns, who 
resided in the East, lived in Chicago for 
many years and was with the Ingersoll- 
Waterbury Co. His Chicago friends last 
saw him at the National Association of 
Credit Jewelers Show this summer at the 
Stevens, when he visited this city. 
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Clarence Williams Observes 
50th Year in Jewelry Trade 


Clarence J. Williams of the Williams 
Jewelry & Mfg. Co., 10 S. Wabash Ave., 
celebrated his 50th anniversary in the 
jewelry trade in September. The youngest 
son of the late 


Andrew L. Williams, 


CLARENCE J. 
WILLIAMS 





founder of A. L. Williams & Co., a jewelry 
trade shop, he joined his father’s firm in 
1901 as a jewelry journeyman at $3.50 
a week. 

In 1928 he started his own business, 





Williams Jewelry & Mfg. Co., following 
the industrial jewelry line, plus a personal 
following. These operations were later ex- 
tended to include two subsidiaries—The 
Peerless Bronze Works and the Trophy 
and Medal Shop. The Trophy and Medal 
Shop is one of the largest trophy houses 
in the country. 

Mr. Williams is known throughout the 
country as a pioneer in safety, having 
made emblems, plaques, and trophies for 
every large company in the United States. 
He has always been active in lodge, civic 
organizations, and church work. 

At the present time, he is associated 
with his sons, Tex and Paul, who have 
been with him since 1928 and 1936, respec- 
tively. He is the father of five children 
and very proud grandfather to thirteen 
grandchildren. He has never given 4 
thought of retiring as he says he keeps 
young and fit trying to keep up with the 
modern trend of business. 





Weisbuch Joins J. W. Thomas 


Irving Weisbuch, formerly of Weisbuch 
Jewelers, Rochester, N. Y., recently joined 
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John W. Thomas & Co., Minneapolis, 
Minn., as merchandise manager of the 
Budget Department and assistant to the 


general manager. 





Two Chicago Jewelry Schools 
Merge Instructional Facilities 


In a move designed to give Chicago a 
permanent training facility for men needed 
‘n the various jewelry trades, all of the 
instructional facilities of the Chicago In- 
stitute of Watchmaking were recently 
made a part of the Jewelers Training Ser- 
vice which is located at 226 S. Wabash ia 
Chicago. 

As a result of the transfer of courses, 
students and faculty of the former school, 
The Jewelers Training Service has become 
one of the largest and most complete 
jewelry schools in the country. 

The Jewelers Training Service is a non- 
profit school sponsored by various jewelers’ 
associations in Chicago and has trained 
men in watch repairing, jewelry repairing, 
engraving and stone setting. Several hun- 
dred men are currently enrolled in day and 
evening classes. Charles Goldstein will con- 
tinue as executive director of the greatly 
enlarged school. 





Martin Installed as President 
Of Chicago Jewelers’ Group 


The Jewelers Association of Greater 
Chicago held its annual meeting Wednes- 
day, September 19th, at the Standard Club. 
Among the more than 250 guests at the 
dinner meeting were representatives of 
leading manufacturers in the jewelry field. 

Highlighting the proceedings was the 
installation of Dave Martin as president 
of the organization for the coming. year. 
A partner in the retail firm of Martin 
Jewelers, Dave Martin has been active in 
the Jewelers’ Association for several years. 
His brother and partner, Phil, is a past 
president of the organization. 

Norman Kernis, president of the group 
for the past two years, was installed as 
honorary president. Other officers, all 
reelected, included: Ira Marks, Marks 
Brothers, vice president; John Baumrucker, 
Jones and Baumrucker, treasurer; and 
Sheldon Phillips, Phillips Jewelers, sec- 
retary. 

As a token of gratitude for his tireless 
efforts in behalf of the association, Ben- 
jamin L. Sacks, executive secretary and 
counsel, was presented with a three-piece 
silver Ronson set consisting of lighter, tray 
and cigarette holder. 

It was also revealed at the annual meet- 
ing that the group’s cooperative advertising 
program would swing into high gear on 
October 15 with full page ads tying asso- 
ciation members in with Gruen’s national 
watch promotion slated to begin at that 
time. 

A newcomer to the cooperative adver- 
tising plan is Zenith Radio, which will 
sponsor 10 ads, one appearing every week 
from October 18 until Christmas. 

An Elgin-American promotion, con- 
ducted especially in cooperation with the 
Jewelers’ Association of Greater Chicago, 
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will run through the entire month of 
November. 





Jewels Steal Spotlight 
At Chicago Fashion Show 


Approximately $275,000 in jewels be- 
dazzled the audiences at the Chicago 
Tribune’s 12th annual fashion show, held 
October 3, 4 and 5. This was the retail 
value of the jewels worn by the 11 lovely 
models who exhibited the 47 prize winning 
gowns from the Tribune’s annual American 
Fashions Competition. 

The jewels, under constant guard during 
all performances, were loaned especially 
for the show by Lackritz Jewelers, Inc., 
947 N. Michigan Ave., and the Seaman 
Schepps Co. of New York City. They were 
selected especially for the costumes by 
Mrs. Grace Pickering, director of the show, 
whose assistant in handling the jewelry 
for the models was Mrs. Rita Smith of 
the American Gem Society. 

One of the most fabulous pieces was a 
necklace containing 28 pear shape dia- 
monds and 100 baguette diamonds, valued 
at $35,000. This was worn with a peacock 
blue slipper satin and net evening gown. 
The model also wore a spray clip of mar- 
quise and baguette diamonds valued at 
$9,000, a diamond bracelet with a huge 
five carat emerald cut diamond, and huge 
pear shape diamond earrings of five carats 
each, valued at $18,000. 

Another model wore a giant 55 carat 
Ceylon sapphire set with stylized sunburst 
baguette diamonds in a 100 baguette neck- 
lace. This was worn with a. strapless 
white net evening gown embroidered with 
sapphire blue paillettes. 

Other valuable gems worn were a silver 
serpent bracelet dappled with rose quartz, 
sapphires, and an emerald scarab, and 
a necklace of many strands of soft gray 
pearls. 





Materials Lack Forces Cutback 
In GE Appliance Production 


Because of materials shortages, the 
General Electric Co. is being forced to cur- 
tail production greatly on all small ap- 
pliances, C. K. Rieger, general manager 
of the small appliance division, has an- 
nounced. 

“The materials situation is really tough,” 
Mr. Rieger said, disclosing that the com- 
pany is stopping all production of its 
roaster and waffle iron. 

He said that sales were running very 
high. “We are sold out on most items,” 
he revealed, “and shall have to go back 
on allocation soon.” 





H. L. Mfg. Co. Names Distributor 
The H. L. Mfg. Co. of Long Beach, Calif., 


announced recently the appointment of two 
distributors to handle their newly developed 
watch-band tray in the Western states. 

Named to represent the firm were the 
Friedman-Gessler Co., 220 W. 5th St., Los 
Angeles, and the E. W. Reynolds Co., with 
offices in Los Angeles, San Francisco, 
Phoenix and Honolulu. 
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24 Hour Service 
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EXPANSION BRACELETS 
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LIKE FACTORY NEW 

| Prices from 75¢ 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 611 5 S. Wabash Ave. 


CHICAGO 3, ILL. 
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BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dent. C Peoria, Ill. 
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We SPECIALIZE... 


rr special order wool Sead ud your 


specifications. W. 4 submit a design 
without obligation. 





SCHUMER BROTRERS CO. 


Meanufa cluring Jewelers 


5 EAST THIRD STREET 
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FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnati, Ohio 
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q Holiday jewelry business will be excep- 


tionally good this year according to local 


manufacturers and wholesalers, all of 
whom were very busy during October, with 


considerable overtime work being neces- 


sary to insure the prompt filling of orders. 
Salesmen now covering their territories 
also report that retailers are optimistic 
because of present high employment at 
top wages. - 

q Among those recently returned from 
road trips were Joseph Faigle of Joseph 
Faigle and Sons, manufacturers, 2219 
Quebec Ave.; A. R. Jester and L. F. 
Rohan of A. R. Jester, manufacturer, 510 
Vine St.; Harold B. Cohan of the Kaufman- 
Kassel Co., manufacturers, 434 Elm St.; 
Percy D. Lucas and Robert H. Stocker 
of Rosfelder Brothers and Co., manufac- 
turers, 413 Race St., and Robert Seifert 
and James Marshall of the Albert & Seifert 
Co., wholesalers, 18 West Seventh St. 

q The Gerwe Brown Co. had a mezzanine 
display and two additional showrooms on 
the llth floor of the Deshler-Wallick Hotel 
in Columbus for the recent convention of 
the Ohio Retail Jewelers Association. 
Company personnel in attendance included 
George Brown, Jack Gerwe, Emmett Fitz- 
patrick, Charles McCarthy, Con Dillon, 
Robert Brown, Robert Gauche, Frank 
Remke and Ed. Karg. A nice volume of 
business was reported. 

q Late summer vacationers included Al 
Schneider, retailer, 3936 Spring Grove 
Ave.; George A. Gerwe, Robert Brown 
and Ruth Leisring of the Gerwe Brown 
Co., wholesalers, Temple Bar Building; 
Theodore Gangl, retailer, Union Trust 
Building; Mrs. Pearl Thelen of Louis F. E. 
Hummel, retailer, 1 East Fourth St: 
Adolph Wiebell, Sr., retailer, 1739 Vine 





QUEENLY GIFTS 





Shown with a number of gift packages con- 
taining electric housewares she is giving 
her friends for Christmas is Dolores Gray, 
star of the Broadway hit "Two On The 
Aisle,"" who was chosen recently as the 195! 
Electric Housewares Queen of the Theatre. 
Shown with her is J. P. Mcllhenny, chairman, 
Sales Promotion Committee of the Electric 
Housewares Section of the National Elec- 
trical Manufacturers Association. 
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St.; H. R. Greenwald, retailer, Seventh 
and Vine Sts.; George Detzel, retailer, 
3644 Warsaw Ave.; Joseph Detzel, Bond 
Jewelry Co., retailers, 604 Walnut St. 
William Tonsmeyer of the Frank Herschede 
Co., retailers, 8 West Fourth St.; Edward 
Spitznagel, manager, George H. Newstedt 
and Co., retailers, Fourth and Race Sts; 
John Schira, Jr., of Schira Brothers, manu. 
facturers, 530 Walnut St., and Irvin B, 
Goodman, president, the I. B. Goodman 
Mfg. Co., 205 West Fourth St., who was 
on a month’s combined business and 
pleasure trip to California. 


q E. R. Clarke, Shreveport, La., retailer, 
was the winner of a drawing in the Dallas 
office of the Gerwe Brown Co. in connec 
tion with the recent Dallas Gift Show. 
He had his choice of a five-day, all-expense 
tour for two to Mexico City, or a similar 
trip to the Southern Methodist-Notre Dame 
football game, and chose the former. More 
than 500 persons registered at the Gerwe 
Brown office during the show. 


q More than 300 guests, representing all 
factors in the industry here, attended a 
dinner sponsored by the Sunbeam Corp. 
in the Hotel Sheraton Gibson roof garden. 
Andrew Huff, local Sunbeam representa: 
tive, presided for the showing of new com: 
pany products. 

q New 1952 catalogs of the Wallenstein- 
Mayer Co., wholesalers, 31 East Fourth 
St., were to be ready for distribution on 
Nov. 1, company officials announced. 


q The Coast Guard had to break out an 
extra long hammock for Robert Brown 
of the Gerwe Brown Co. when he joined 
up recently. He is six feet, four inches tall. 


q Maury Solomon, William Jacobs and 
Ed. Jacobs of D. Jacobs Sons Co., whole- 
salers, 811 Race St., attended the recent 
Ohio Retail Jewelers Association conven: 
tion in Columbus. 


q Robert Faigle of Faigle Brothers, whole 
salers, 528 Walnut St., who had been ill 
for several months, was warmly welcomed 
by his customers on his first road trip in 
nearly a year. 

q Ray C. Eifert of Klein Brothers, whole 
salers, 626 Vine St., recently flew in from 
Texas for a weekend, and returned imme 
diately to continue his road trip. 


q Elmer T. Herzog, retailer in suburban 
Covington, Ky., has remodeled his store 
by the installation of a new front and 
modern fixtures. 

q Andrew Zint, billing clerk for the Harry 
Greenwold Co., wholesalers, 18 West 
Seventh St., is hospitalized in the Veterans 
Hospital in Fort Thomas, Ky. 


q Chris Schulz of the Gerwe Brown Co. 
shipping department, who recently won 4 
new Chevrolet at a church festival, sold 
the car and applied the proceeds as part 
payment on a new home. 

q Al Schneider, retailer at 3936 Spring 
Grove Ave., has remodeled and modernized 
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his store with the installation of a new 
front and fixtures. 

q Edward Schulz, son of Henry Schulz, 
manager of the Motch jewelery store in 
suburban Covington, Ky., and in the armed 
forces, spent a brief furlough with his 
parents prior to reassignment to a Cali- 
fornia base. Pfc. Thomas R. Meyer, whose 
brothers, August and Jack Meyer, are em- 
ployed in the store, also spent a furlough 
at home. 

q The cars of Emmett Fitzpatrick and 
William Owen, salesmen for the Gerwe 
Brown Co., were wrecked recently in high- 
way accidents, but neither was injured. 

q Charles Dispeker, a retired jewelry sales- 
man and a member of the Town Criers, is 
recovering from an operation. 

4 Ed. Roetker, a jeweler with Schira 
Brothers, manufacturers, 530 Walnut St., 
was married recently. 

q Anton Gangl, retailer in the Union Trust 
Building, has resumed business activities 
following a minor operation. 

q Catherine Foote has replaced Marjorie 
Thompson in the silverware department of 
the Gerwe Brown Co. 

q Ronald Brinker is a new member of 
the staff in the Elmer T. Herzog retail 
store in suburban Covington, Ky., and 
T. J. Weber has been added to the sales 
staff of Charles Richter, retailer at Sixth 
and Main Sts. 

q W. G. Kueffner has opened a new retail 
jewelry store at 6902 Plainville Pike in 
suburban Silverton, O. 

q George Brown of the Gerwe Brown Co. 
attended a recent meeting of directors of 
the American Jewelry Distributors in Los 
Angeles. 





Ohio RJA Convention Gets Good 
Publicity in Columbus Papers 


During the recent convention of the 
Ohio Retail Jewelers Association, held at 
the Deshler-Wallick Hotel in Columbus, 
two local papers (on two separate days) 
carried front page pictures and _ publicity 
stories on the glittering array of jewelry 
on display at the conclave. The J. A. 
Deknatel exhibit made the front page with 
a picture of model Loretta Thomas adjust- 
ing a necklace for “Mrs. Ohio of 1951,” 
in private life Mrs. Juanita Kerestesy of 
Cleveland, who also acted as a Deknatel 
model during the show. 

The exhibit of the Rudolph Deutsch Co. 
of Cleveland also came in for special men- 
tion as part of another front page conven- 
ion story. The Deutsch exhibit, estimated 
to have a value of a half million dollars, 
featured the famous “Moon of Baroda” 
diamond, valued at $100,000, and an 
Oriental , elephant containing precious 
jewels set in gold. The latter piece carries 
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a valuation of $50,000. Accompanying the 
store was a large photograph of Alvin J. 
Brock, diamond setter with the Rudolph 
Deutsch Co., who was shown working on 
the setting of a $75,000 emerald cut 
diamond. 





Edward F. Herschede, Sr., Dies; 
Headed Cincinnati Jewelry Firm 


Edward F. Herschede, Sr., 70, chairman 
of the board of directors of the Frank Her- 
schede Co., Cincinnati, Ohio, died Septem- 
ber 27 in Toronto, Ont., from complica- 
tions following a fall sustained while re- 
turning from a vacation with members of 
his family at Turtle Lake, Ont. 

Mr. Herschede became associated in 
1898 with the business established by his 
father. He had been president of the com- 
pany for 26 years prior to becoming board 
chairman in 1948. 

Mr. Herschede was a Registered Jeweler 
and Certified Gemologist of the American 
Gem Society and was one of the founding 
members of that organization. He was also 
extremely active in the affairs of the Gemo- 
logical Institute of America. 

He was a founder and past president of 
the Cincinnati Better Business Bureau; a 
past president of the Cincinnati Retail 
Merchants Association, and a board mem- 
ber of the Cincinnati Credit Bureau. 

Survivors inclue his widow, a son, Ed- 
ward F. Herschede, Jr., owner of the Cin- 
cinnati Gemological Laboratory, seven 
daughters, 19 grandchildren and two great 
grandchildren. 





Judges Consider Entries 
In ‘Inspection Time’ Contest 


Entries in the third annual “Watch In- 
spection Time” contest, sponsored by The 
Watchmakers of Switzerland, are now in 
the hands of the judges’ panel. 

J. P. Sommer, president of the American 
National Watchmakers Association, and A. 
C. Wallenstein, president of the National 
Wholesale Jewelers Association, have ac- 
cepted invitations to serve on the panel, it 
has been announced by Paul Tschudin, di- 
rector of The Watchmakers of Switzerland 
Information Center, Inc., in New York. 
Previous acceptances had been received 
from Leslie E. Dewey, president of the 
United Horolegical Association of America; 
H. A. Goldberg, president of the National 
Association of Credit Jewelers; Leo F. 
Henebry, president of the American Na- 
tional Retail Jewelers Association; S. W. 
Prague, president of the Watch Material 
Distributors Association of America; and 
Alfred S. Rowe, president of the Horologi- 
cal Institute of America. 

The 15 winning entries will be an:- 
nounced during December, according to 
Mr. Tschudin, who voiced his group’s ex- 
treme satisfaction with the jewelry and 
horological trade’s reaction to this com- 
petition. 

Each entry in the Swiss-sponsored. con- 
test completed the sentence, “I prefer using 
Official Swiss Packaged Watch Repair Ma- 


terial because .. .” in 50 words or less. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 
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“Value Is Ever Victor” 


Creators of Famous GEM-ART Diamonds. 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher’ 
you can now learn the fine techniques 
4 Engraving at Home—in your spare 

me. 


The “Silent Teacher’ enables. you to 
see your own errors ... correct your 
own work ... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 


Tracy & Admiral, Dept. E Kansas City 6, Missouri 




















ANTIQUES WANTED 


Silverware—Gold and plated jewelry 
—old costume jewelry—Watches— 
movements—watch bands, any kind, 
any type, in any condition. 
Diamonds, any kind or size—Gem 
and semi-precious stones. 

Gold Scrap—filled and plated scrap. 
No consignment too large or too 
small. 

Our check sent immediately. Your 
consignment will be held intact for 
10 days, subject to your approval of 
our offer. 

Reference: Whitney National Bank, 
Morgan Branch, New Orleans, La. 


THE JEWELRY SALVAGE COMPANY 


114 Baronne Street New Orleans, La. 
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GEM TESTING LABORATORY 


Has only X-Ray equipment in the West for 
pearl identification. Testing of all stones. 
Appraisals for the trade. Same day return of 
shipments. 
KENNETH F. MacKENZIE, F.G.A. 
Gemologist 
707 So. Hill St., Los Angeles 14, California 
Appraisals and Gem Testine Exclusively 
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| q Allendale Jewelry Store, 3002 28th Ave., 


Oakland, Calif., has been purchased by 
Keith Christophersen. Mr. Christophersen, 
a veteran of Naval service during World 
War II, will specialize in watch and clock 
work. 

q It was moving day recently for John H. 
Brandon when he transferred his retail 
jewelry store from 50 Post St. to his new 
address at 62 Market St., San Francisco. 
q Mr. and Mrs. Clifford J. Jenkins have 
opened a new jewelry store in San Juan 
Capistrano, Calif. This small Southern 
California community, long famed as the 
site of California’s “pearl of the missions” 
and a tourist center, has had a strong 
srowth during the past four years as a 
residential and business center. 

q Shan Jewelers have moved into new fa- 
cilities at 1528 E. Florence Ave., Los 
Angeles. The firm, which is owned by Joe 
and Loretta Shan, has been located at 1602 
E. Florence for the past four years. 

q Bays Jewelers, 608 S. Myrtle Ave., Mon- 
rovia, has been purchased by Fred Hurst. 
q New location of the Thomas Jewelry 
Store is 6524A Pacific Blvd., Huntington 
Park, Calif. Former address was 6048 


Pacific Blvd. Owner of the firm is Thomas" 


Schneider. 

q Formation of a new material and jewel- 
ers’ supply house has been announced by 
George Chern and Jim Britton, partners 
of the new firm which will be known as 
Chern-Britton Co. and will operate at 424 
S. Broadway, Los Angeles. In addition to 
carrying a ccmplete line of watch mate- 
rials, bands, tools, and jewelry supplies, 
the firm will maintain a service department. 
q Pacific Platinum Works, 253 S. Broad- 
way, Los Angeles, is now solely owned 
by Murel Willingham, following dissolu- 
tion of the partnership established four 
years ago by Mr. Willingham and Martin 
Hannum, Jr. 

q Young’s watch repair shop, Oakland, 
Calif., has been purchased by Clarence A. 
Vernon, who will specialize in jewelry and 
watch repairs. 

4 A new jewelry and watch repair shop 
has been opened by Edward Bakken at 
10 La Cruz Ave., Millbrae, Calif. Mr. 
Bakken has been active in the jewelry 
field for over 25 years. 

q The formal opening of the new and more- 
conveniently located quarters of La Jolla 
Jewelers was held Friday, October 5th, at 
7914 Girard Ave., La Jolla, Calif. The 
concern, formerly known as_ Arcade 
Jewelers, had been located for the past 
three years at 1035 Torry Pines Road in La 
Jolla. Owner of the firm is Carl M. Gotts- 


mann, master goldsmith. 

q David Klor, owner of Monterey Jewelers, 
402 Alvarado St., Monterey, Calif., recently 
renewed his store lease after his former 
four-year contract had expired. The store 
is located nearby several large Army and 


Navy 


installations. Before he moved to 





THE 


California, Mr. Klor had for 15 years 
been associated in the Jewelry business ip 
Indianapolis, Ind. 

q Clifford Scott, formerly manager of the 
watch repair department of the Watch and 
Jewelry Bar in the new Lakewood shopping 
district of Long Beach, has opened his own 
jewelry store at 9616 A. Long Beach Blvd., 
South Gate, Calif. 

q A father and son enterprise is the new 
Steenstrup Jewelry store at 7107 Reseda 
Blvd., Reseda, Calif. Fred J. and son, 
Fred D., formerly operated a jewelry shop 
in Los Angeles at 2523 W. Washington 
Blvd. 

q Joseph A. Tarabek has purchased Rialto 
Jewelers, 132 Riverside Ave., Rialto, Calif,, 
and is remodeling the entire store. - Mr. 
Tarabek was formerly in the watch repair 
department of Kaufmann’s Department 
Store, Pittsburgh, Pa. 





California Horologists 
Elect Wells President 


New officers who will guide the des- 
tinies of the Horological Association of 
California during the coming year were 
elected at the group’s annual convention 
held recently in Long Beach. 

L. F. Wells, Inglewood, was elected to 
the post of president. Serving with Mr. 
Wells will be: Morris Wolf, Long Beach, 
vice-president; Norman Luth, Compton, 
secretary; Sylvan Gurney, Los Angeles, 
treasurer. Trustees of the local guilds 
are: John Watson, Santa Ana; Marcus 
Borland, San Diego; Glenn Meyer, San 
Fernando Valley; Frank Buchan, Long 
Beach; and Douglas Hively, Los Angeles. 

In addition to the business session which 
saw the election of new officers, the Cali- 
fornia watchmakers also discussed up-to- 
date technological developments, viewed 
latest films on watch-making, and _ out- 
lined plans for next year’s convention. The 
1952 convention will be held in Santa 
Barbara. 





Goldberg is Guest Speaker 
At California 24-K Meeting 


“There are 65 different lines of business 
that converge in the average retail jewelry 
store, so there is a great need for greater 
cooperation and unity in our industry,” 
declared H. A. Goldberg, president of the 
National Association of Credit Jewelers, at 
a recent meeting in Southern California. 

As honored guest before a special meet- 
ing of the 24 Karat Club of Southern Cali- 
fornia, held at the Elks Club in Los 
Angeles, Mr. Goldberg gave a highly im- 
portant, concise message. In introducing 
him, the club’s past president, Jules 
Lindenbaum (King Jewelry Co., Santa 
Monica), outlined the many important 
capacities over a long period of years in 
which Mr. Goldberg has served the in- 
dustry. 
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In outlining current developments in 
Washington, Mr. Goldberg told how the 
old jewelry setup was in the hands of the 
wholesalers and manufacturers while now, 
due to work done by the retailers’ organ- 
‘zations, the retailers are now in the ma- 
jority. The NACJ is now working with 
all types of businesses and through these 
connections the jewelry trade is thoroughly 
represented in the nation’s capital. 

Inventories in retail stores are still high, 
yet with it all business is picking up 
steadily. Mr. Goldberg sees an increase 
in money available for jewelry buying. 
However, he feels the smart retailer will 
find where his particular field exists and 
thoroughly develop that field. 

In common with many economists, Mr. 
Goldberg strongly favors a national sales 
tax. 

After the regular meeting, all retailers 
met under the chairmanship of the club’s 
president, Emanuel Lippett, for an inti- 
mate discussion of their particular prob- 
lems with Mr. Goldberg. 

Regrets were wired to the club by Wm. 
Wagner, secretary of the NACJ . . . over 
his inability to be present at this meeting. 





Waltham Gets Defense Contract 


Teviah Sachs, president of the Waltham 
Watch Co., announced recently that the 
firm has been awarded a $250,000 Ord- 
nance Department contract. The contract 
calls for immediate production of a 17- 
jewel service watch to government speci- 
fications. It is said to be the first contract 
of its kind placed with any manufacturer 
since the end of World War II. 

Waltham has also recently received two 
other defense contracts, each in excess of 
$250,000. 





Film Star Lends Personal 
Touch to Feature Ring Contest 


More than 250,000 jewelry store custom- 
ers of Feature Lock Ring retailers in New 
York City received a “personally” written 
letter last week from Jane Wyman, film 
star, on her personal stationery and post- 
marked Hollywood. The direct-mail pro- 
motion is part of a national tie-in between 
the Feature Ring Co. and Paramount Pic- 
tures’ “Here Comes The Groom.” 

The Wyman letters, a perfect facsimile 
of hand writing, are carefully timed to 
coincide with the picture’s release in each 
city for maximum impact and response to 
the participating retailer who is mentioned 
as the local Feature Lock Ring source in 
Miss Wyman’s postscript. 

In addition to the Wyman letter, the 
Feature Lock Ring program, scheduled for 
more than 300 cities and towns, is success- 
fully using specially prepared window dis- 
play and counter material to plug the 
movie and it’s own letter-writing contest 
for “perfectly mated” couples. In each 
situation, the retailer is provided a 600 line 
ad mat. Store merchandising assistance, 
publicity and contest mechanics are being 
handled by field men in 68 cities. Their 
services are made available free to retailers 
by Feature Lock to relieve them of promo- 
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tion details. As judges, however, the re- 
tailers come in to award local contest win- 
ners with diamond engagement, wedding 
and groom ring sets. National prize is a 
vacation or honeymoon trip to Hollywood or 
New York with all travel, hotel and enter- 
tainment expenses paid by Feature Lock 
Rings. 





Have You Repaired This Watch? 





The only available means of identifying 
a dead person found recently in the under- 
brush in Ventura County, Calif., hinges 
solely on the watch repair records of some 
jeweler or watchmaker in this country. 
Found on the unidentifiable person was 
the 18/0 size Elgin ladies wrist watch 
shown above which has been retouched 
slightly for photographic purposes. 

Inside the watch case are the following 
three etch-marks: 329418C, 122234W, and 
2148JF, the letter “J” being joined with 
two flags, resembling the two letters “JF” 
combined. From all deductions, these 
etch-marks were placed in the case prior 
to November, 1949. 

The International Research & Identifica- 
tion Bureau, in cooperation with local 
authorities, is offering a reward leading 
to information on the original records of 
these three etch-marks. If you have ever 
repaired this watch or have any informa- 
tion concerning it, please contact Chas. R. 
Terry at the Bureau’s offices, 143 South 
Fairfax Ave., Los Angeles 36, Calif. 





New Jersey RJA Endorses 
Proposed Retail Emergency Tax 


The New Jersey Retail Jewelers Asso- 
ciation endorsed recently the proposed 
defense emergency tax at the retail level 
at a uniform rate “across the board” in 
place of existing excise taxes. This action 
was taken by the group at its first fall 
meeting held September 24th at the Essex 
House in Newark. : 

The association’s legal counsel, Col. 
Daniel DeBrier, was instructed to contact 
Leon Henderson, of the Jewelry Research 
Foundation, as to how New Jersey jewelers 
can cooperate in fostering this tax in place 
of the present excise tax. 

The date of Sunday, November 4th, was 
approved for the annual Pre-Christmas 
Conference to be held at the Essex House 
in Newark. President William Schoppy is 
proceeding with plans for this affair which 
will include a forum on current problems, 
suggestions for more Christmas sales, an 
elaborate cocktail party, banquet and 
dance. 
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JEWELERS’ BOXES 








Cotton Filled 


Satin Lined 


Set-up and Folding Boxes 
for Flatware, China, Glass 


Fancy Wrapping Paper 
Seats, Stickers 
WRITE FOR CATALOG 
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PICTORIAL 


PAPER PACKAGE CORPORATION 
AURORA, ILLINOIS CHICAGO OFFICE: ISG MERCHANDISE MART 


COMPLETE REPAIR SERVICE 
TO THE TRADE 















JEWELRY REPAIRING 
New Shanks— New Bezeles — New 
Prongs. 


DIAMOND SETTING 

WATCH REPAIRING 
1 year guarantee. 

ENGRAVING 
All styles of block, shading and 
script. 


PLATING 
Jewelry, silverware, etc. 
All work at moderate prices. 
With 25 years of serving the trade we 
can meef all your repair problems. 


PROMPT 24 HOUR SERVICE 
PAUL H. LOTTHAMER 


44 Graham Avenue Brooklyn 6, N. Y. 
: Phone EVergreen 8-1294 











TITANIA GEM STONES 


(Rutile) 


SEMI-PRECIOUS STONES 


CUT sdelticl, 


Amethysts — Aquamarines 
Topaz — Tourmalines — Garnets 


direct from our cutting plant in Brazil 


Widest selection in stock, including ring 


sizes, round stones, heart shapes, etc. 


WhGAeOLMaliads. 


Lecding Producers and Importers 


48 W. 48th Street New York 19, N. Y. 
Phone: Circle 6-943! 
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prinklers 


Raised hand-made roses and 
violets in all their garden 
beauty. Perfect as Sprinklers, 
Flower Vases or Decorative 
Pieces. 


left to right: 


WATERING CAN—5" high.............. $3.50 each 
WATERING CAN—4" high.............. 2.50 each 


Write for circulars of 
other prestige imports 


LIPPER & MANN, rvc. 


225 Fifth Avenue New York 10, N. Y. 











yy Importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


FONDEVILLE & €0O0., INC. 
149 Fifth Ave. New Yerk 10, N. Y. 
AL. 4-0104 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 

ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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A partial view of the new and tastefully decorated quarters of Biggard & Co., wholesale 
jewelers of Pittsburgh, is shown here. Standing, left to right, are: Lawrence Biggard, Bertram 
Biggard and Martin Schulherr. 


A gala “open house” celebration on Sun- 
day, October 14th, marked the formal open- 
ing of the new and spacious quarters of 
Biggard & Co., Inc., wholesale jewelers 
of Pittsburgh, Pa. Although the firm has 
been occupying its new quarters for some 
time, the formal opening was postponed 
until all modernization was completed. 

On hand for the “social get-together,” 
as company officials described it, were 
numerous jewelers from the Tri-State area, 
as well as their wives and store associates. 
Buffet luncheon and cocktails were served 





in the attractive display and salesroom on 
the third floor of Biggard’s new quarters 
at 800 Penn Ave. 

In moving into the new: location, Big.- 
gard’s mark an important milestone in 
their 68-year history. All modern display 
and salesroom features are embodied in 
the tastefully decorated quarters, includ- 
ing daylight lighting and attractive show- 
cases. Everything was designed to facili- 
tate customer service, allowing for larger 
and more comprehensive displays and 
stocks. 
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NEW ENGLAND 
(From page 217) 


ing a wholesale line of jewelry, watches, 
rings, giftware, and cameras. William 
Portman, formerly of 27 School St., Boston, 
is in charge. 

q The Thomas Long Company’s Employees 
Association held a Halloween Costume 
Party and Ball at the Hotel Essex on Octo- 
ber 31, with dancing by Ken Reeves’ 
orchestra following the dinner, and with 
associates at the Chestnut Hill branch store 
attending. Samuel Levy of the _ store’s 
wholesale department is recuperating from 
serious illness at the Beth Israel Hospital. 
Miss Reina Blanchard of the retail china 
department, is home from the hospital con- 
valescing from an operation. 

q Herbert Guiness, formerly with Louis 
F. Guiness, Inc., 711 Jewelers Building, 
was home on a few days’ leave recently 
from Dow Field, Air Force Base, Bangor, 
Maine. Miss Charlotte Koch, bookkeeper 
with the firm, was given an engagement 
shower recently. 

q Franklin Jewelry Co. of Melrose, Mass., 
has moved to a new location in Stoneham, 
Mass. 

q When it comes to “marrying jewelers” an 
unusual incident is reported in Farmington, 
Maine, where the sister of a jeweler mar- 
ried a jeweler, who, in turn is the brother 
of a jeweler. This sister of Lindsay G. 





Trask was married on Sept. 21 to W. A. 





McKenney, jeweler, formerly located in 
Athol, Mass., who is a brother of Harry B. 
McKenney, jeweler of Machias, Maine. 

q Arthur Buckley, for many years manager 
of Olympia Jewelry Co., New Bedford, 
Mass., retired from the firm the end of 
September. 

q Donald Lynch, formerly with the trea- 
surer’s office of the Smith-Patterson jewelry 
store, is now with the treasurer’s office of 
the Jordan-Marsh department store, Boston. 
Hugh Matheson, watch sales, has a hobby 
of modeling old horse-drawn fire engines. 
He recently made a model steamer and a 
hook and ladder, and presented them to 
that young “sparky,” Herbert W. Stranger, 
Jr., of the Herbert W. Stranger Co.—whose 
hobby is following up fires. 








TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE : 
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CRYSTAL by BRODEGAARD 

trom SWEDEN « Made in U. §. A. 

Stemware — Drinkware — Accessories 
Send for new 1951 Catalog 

R. F. BRODEGAARD & CO,., Ine. 


225 FIFTH AVENUE NEW YORK 10, N. Y. 
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November 


9—Boston Jewelers Club, Annual Meet- 
ing and Beefsteak Dinner, Hotel Statler, 
Boston, Mass. 

7—Golden Roosters of Chicago, Fall 
Stag Dinner, La Salle Hotel, Chicago, II. 

7—Greater Washington (D. C.) Retail 
Jewelers Association, Fourth Annual Ban- 
quet, Shoreham Hotel, Washington, D. C. 


January, 1952 


3-11—Keystone China & Glass Show, 
Fort Pitt Hotel, Pittsburgh, Pa. 

3-11—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

5—Chicago Jewelers’ Association, An- 
nual Banquet, Hotel Stevens, Chicago, Ill. 

12—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New York. 

13-18—New York Lamp Show, Hotel 
New Yorker, New York. 

20-23—Southern Jewelry Show, Peach- 
tree-on-Peachtree and Ansley Hotels, At- 
lanta, Ga. 

20-25—California Gift Show, Merchan- 
dise Mart, Brack Shops, Alexandria and 
Biltmore Hotels, and Individual Show- 
rooms, Los Angeles, Calif. 





27-February 1 — Mid-Winter Market | 
Week, Parker House, Boston, Mass. 


February 


4-15—Chicago Gift Show, Palmer House 
and LaSalle Hotel, Chicago, Ill. 

4-15—Registered California Gift & Din- 
nerware Show, Morrison Hotel, Chicago, 
Ill. 

4-16—Merchandise Mart Gift 
Merchandise Mart, Chicago, III. 

17-22—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

24-29—Registered California Gift & Din- 
nerware Show, McAlpin Hotel, New York. 

25-29—New York Gift Show, Hotels New 
Yorker and Statler, New York. 


Show, 


March 


2-7—Parker House Gift Show, 
House, Boston, Mass. 

3-7—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

10-14—Mid-South Gift and Jewelry 
Show and Mid-South Variety Show, Gayoso 
Hotel, Memphis, Tenn. 

16-19—Washington Gift 
Willard, Washington, D. C. 

23-26—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


Parker 


Show, Hotel 


April 


20-21—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Yorktowne 


Hotel, York, Pa. 


May 


18-23—New York Stationery Show, Ho- 
tel New Yorker, New York. 





Set Dates for California Show 


Plans for the 34th California Gift Show 
have been announced by the Los Angeles 
Trade Fair, Inc., sponsors of the event. 
The show will be held January 20-25 at 
the Los Angeles Merchandise Mart, Brack 
Shops, Alexandria and Biltmore Hotels, 
and individual showrooms. 

Attendance at the January show is ex- 
pected to surpass all previous records and 
accommodation reservations are urged as 
early as possible. 





"Take Active Part in Community’ 
Gruen President Tells Jewelers 


“A jeweler’s position in a community 
must be like a banker’s—both must have 
the public’s confidence in order to exist,” 
Benjamin S. Katz, president of The Gruen 
Watch Co., said in an address before the 
Greater Detroit Jewelers’ Association on 
October 8. Katz explained that there is 
no industry in the world, including bank- 
ing, that depends on confidence of the pub- 
lic as much as the jewelry industry. He 
advised jewelers to take an active part in 
community activities and to become well 
known as good citizens. 

In his speech on “How to Attract More 
Customers to Your Store” the Gruen presi- 
dent reminded jewelers that half of their 
advertising and selling job is being done 
for them every day of the week by manu- 
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facturers of brand name jewelry items. 
“Nationally advertised brands create con- 
fidence in your store and everything you 
carry. It pays in prestige as well as in 
profits. It’s only good business to identify 
your store with the products that are pre- 


sold,” Katz said. 





Elected 
Vice President 
of Swank 


SAMUEL M. 
STONE, JR. 





¥ ; * } 


J. Carlton Bagnall, president of Swank, 
Inc., manufacturers of men’s jewelry, 
leather and other accessories, announced 
recently the election of Samuel M. Stone, 
Jr., as vice president. 

Mr. Stone is the son of Samuel M. Stone, 
Sr., one of the founders of the company 
who served as president for more than 
50 years. He has been on the board of 
directors of Swank since 1944. 

The newly-elected vice president holds 
several offices and directorates in business 
concerns in Attleboro. 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA * GLASS ” TABLEWARE 
EARTHENWARE oe GIFT and ARTWARES 
Domestic and Foreign 
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IVORY CHINA 









| Lamberto 


Aner distributed by 
in FISHER, BRUCE & CO. 
made in hina © Phila.: 221 Market Street 





New York: 1107 Broadway 
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FINE ENGLISH 
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Send for illustrated pampblets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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The Self-Winding Watch 





Featured prominently in today’s watch merchandising, the self-winding 
movement is not a new feature. This article which tells of the history of 
this movement and technical advances in its principle was first published 
in the Revue Internationale de l’Horlogerie in Switzerland. 


‘Te self-winding watch today features so 
prominently in the advertising of many watch firms that 
one might be led to imagine that it is the outcome of a 
new principle. This is far from being the case however. 

The famous Leroy watch, described as “winding 
itself,” was made somewhere in the ten years between 
1750 and 1760. Furthermore, the history of watchmaking 
reveals that the principle of inertia of a rotating weight 
was first applied to the winding of a watch movement by 
Abram Louis Perrelet about 1770. Then again, watches 
fitted with a similar type of winding device were made in 
the 18th and 19th centuries and now are included in a 
number of outstanding collections. It is true, however, 
that until recent years this technique never went beyond 
the experimental stage or, at least, beyond that of a 
specialty product made part by part and only to order. 

It was in 1924 that two Englishmen, Harwood and 
Cutts, applied for Swiss patent No. 106,583 protecting a 
self-winding watch. This device was to constitute the 
basic factor—a primitive one, it is true—of the present 
evolution in the adaptation of this principle on an indus- 
trial scale. By the end of 1924, the success enjoyed by 
Harwood and his collaborator encouraged Swiss horo- 
logical research workers. Since that time, three hundred 
patents to date have been taken out in Switzerland to 
cover self-winding devices and 150 of them are still 
operative. 

As is well known, the automatic winding of a movement 
is obtained through a pivoting metal weight, called in 
technical language the oscillating weight. This weight is 
oscillated or moved by the conscious and unconscious 
movements the wearer of the watch makes with his arm. 

The number of movements a man makes every day with 
his left wrist on which he usually wears his wrist watch is 
extremely variable, running between 7000 and 40,000, 
according to the wearer’s temperament and occupation. 
This represents one movement every 12 or 2 seconds 
respectively. 

The constant trend in modern watchmaking is to reduce 
the size of movements in order to lessen the diameter 
and thickness of watches and achieve elegance in styling. 
Nevertheless, to drive the gear train of the automatic 
device which tends the mainspring, so heavy a weight 
was required that its volume could scarcely be reduced 
without compromising the performance of the watch. 
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Technicians were thus faced with a serious contra- 
dictory problem; how to reduce the size of the movements 
and yet adapt the self-winding system. 

The problem was solved by incorporating a special 
heavy metal in the oscillating weight. This method was 
first introduced by A. Schild, S.A., of Grenchen, Switzer- 
land, a firm which has over 20 years’ experience in the 
manufacture of rough movements for  self-winding 
watches. In 1924, Schild made the first self-winding 
wrist watch called the “Harwood.” 

The importance of this innovation and its influence on 
the force of inertia of the weight is explained by the 
comparison of the specific weight of the metals employed: 


brass . 
GLB, . Cn  hacdhaathaiuk cjdadbdddddddddddduyis , 
TE: 2 ole 
Ys : Yj wl 3 
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Weight: 1.7 g. 

















Weight: 3 g. 


heavy metal 


Fig. |. Heavy metal increases weight of the oscillator nearly double 
that of brass without any increase in size. 


8 for the brass, 16 for the special heavy metal. In other 
words, for the same size, the special metal is twice as 
heavy as the brass. However, despite its having a density 
twice as great, the weight of the heavy metal oscillator is 
not quite double that of an ordinary one, owing to the 
former’s frame of brass. This is illustrated in Figure 1. 

The value of this innovation can be measured by the 
extreme rapidity with which its application has been 
generalized. It constitutes a solution to the double prob- 
lem of reducing size and improving the self-winding 
system. It has finally made possible the creation of 
slimmer and smaller (ladies) self-winding calibers—an 
essential quality in itselfi—and secures harmonious styling 
for this type of watch without endangering its reliability 
of performance. , 


TWO SELF-WINDING SYSTEMS 


The modern horologist employs chiefly two systems of 
self-winding with oscillating weight: See Figure 2. 

a. With run limited by a banking stop mounted with 
springs to absorb shock of the weight and to trans- 
mit a portion of the energy accumulated to the main 
part of the mechanism. 

b. With free run, the weight being free to complete one 

(Please turn to page 234) 
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““PRIME*’ QUALITY, COLD-ROLLED STEEL : fi 


AT NO EXTRA COST 


EXTRA PROTECTION AGAINST DAMAG 
EXTRA RESISTANCE TO HEAVY WEIGHT. 
NO CRACKING, NO WARPING. 
A GROUND SPRING (In Circle) 
MINIMIZES INTERFERENCE FROM 
NEON AND FLUORESCENT LIGHTS, 
POWER LINES AND OTHER ELEC- 
MY, TRICAL DISTURBANCES. 


noe 
DETAILS 
a an a It's the many small things which, when assem- 


bled into an instrument, determine its value. 
It pays In the WatchMaster, it’s the ‘fork’, BEST for 























om i unchanging accuracy; the drum, BEST for re- 
ton dasa, liability of watch records; the sapphire-tipped 


if you wish) stylus, BEST for clear “dot” recordings; the 
BEST of electronic component parts; the excel- 
lency of each detail of engineering, proved 
BEST in service; — these have built the Watch- 
Master’s world-wide reputation for operating 
advantages and long life. 


Better watch liming 


Continuous Researe. 





American Time Products, Inc. 


580 Fifth Avenue New York 19, N.Y. 


OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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_permgnengprenee HEALTH—Is there anything in 
what we sometimes hear, that watchmakers’ work 
is unhealthful; especially that it may be a cause of tuber- 
culosis? (Question No. 6171) T. J. D. 


A nswer—We will state our opinion based upon many 
years of acquaintance with a great many watchmakers, 
that there is nothing in the occupational conditions sur- 
rounding the watchmaker’s work, that causes or predis- 
poses watchmakers to have lung diseases. It goes without 
saying that in watchmakers’ as in any other work, neglect 
of common-sense hygienic precautions might have bad 
results. For example, a dirty, unventilated shop, or 
crowding, or contact with diseased persons, or careless 
posture at work, might predispose a workman to poor 
health. But that couldn’t be considered an “occupational 
disease.” 


a, BALANCE—Would like to have any general 
directions on truing monometallic balances, including 
removing staffs from them. (Question No. 6172) G. A. 
Answer—lIn general, we will say that a monometallic 
balance can be trued (in repair work) only in the flat; 
and if it is out-of-true in the round (except when there is 
a visible flattening of a portion of the circular rim) the 
error has been caused by someone doing a poor job of 
replacing a balance staff. If the original staff is knocked 
out in removing it, as some do the job, this will leave the 
hole in the soft metal balance arm out-of-true, even in 
cases where no injury is visible. Then, after a new staff is 
staked in, the balance will be out-of-round and because 
there are no cuts in the rim, it will be impossible to true 
the balance in round. 

About the only way to make it right will be to use a 
new balance, or a new complete balance and staff. So the 
thing to do is to be sure, in replacing a staff, to turn 
down the hub so that the staff will just drop out, with no 
chance of straining or “shearing” the balance hole in the 
arm. Then, if any truing at all is needed, it will be only 
in the flat. The work should be done in this, just the 
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same as on a compensating balance. Usually, however, 
if the old staff is removed as explained, and the new one 
staked in skilfully, the balance will need truing neither 
in flat nor round. 

In selecting a new staff, it is important that the hub 
or “riveting shoulder” fits the balance arm hole very 
exactly, with not the least side-play. If you cannot find a 
staff in stock that fits exactly, then take one with a diam- 
eter too large and reduce this to an exact fit. Then, if 
the balance has been true prior to refitting staff, it will 
be found to need truing in very few cases; and very little, 
if any at all. 


= WEIGHTS—I wrote the Borgfeldt firm as you 
advised, but they cannot supply weights for the 
chime clock, and I must make them. But I need advice 
how to calculate the amount of weight for each of the 
trains. Hope you can help me out. (Question No. 6173) 
EK. F. 


Answer—Sometimes inquirers seem to think that 
determining the amount of weight for each train must be 
a matter of engineering or mathematical calculation. This 
would be impracticable in doing individual jobs under 
repair shop conditions. Even when calculations are em- 
ployed in designing clocks for manufacturing in large 
numbers of the same model, the final word as to the exact 
weight is given by trial of more or less different amounts 
of weight, applied experimentally. 

The first requirement is to have each of the separate 
trains of the clock in perfect mechanical order so that it 
will require the least possible weight to move it. Then 
have for each try-out weight, a metal can of any con- 
venient shape, hung to the cord pulley. Gradually place in 
each of the cans pieces of any weighty substance of con- 
venient size to be easily “adjustable” in quantity; lead 
shot of any size, as used for shotguns, is ideal for the 
purpose, and can be used to fill the eventual weight shells 
“as is,” or may be melted and poured into the shells. 
Into each tryout can, gradually place weight until heavy 
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enough to operate the striking and chiming mechanisms; 
to raise the hammers promptly, without delay or sluggish- 
ness, but no more. On the time-train weight, this must 
he sufficient to give to the pendulum motion enough to 
carry the pallets a little beyond the point where drop-lock 
occurs. 

Having thus found the exact amount of each of the 
weights, next obtain from a metal dealer some brass 
tubing for outer shells or casings for the weights. The 
dimensions can be judged by the volume or size of the 
mass of shot in each tryout weight; usually the time 
weight and the strike weight can be accommodated in the 
same size tubing. The chime-barrel weight needs some- 
what larger diameter tubing; the length (height) can be 
made equal for all three weights. Make bottoms of brass 
plate about 14 inch thick; from this, a rod passing up- 
ward through the lead and the top plates, with a bent 
hook to engage the bow on the cord pulley. Thus, the 
weight is borne directly by the bottom of shell, through 
the rod te the pulley. 

No doubt in your city there are dealers in brass mate- 
rials who can supply brass tubing, plate and rod of sizes 
needed. 


EFINISHING TOILETWARE—Please inform how to 
refinish imitation ivory ioiletware, that is scratched 


and discolored. (Question No. 6174) W. A. 


Answer—The treatment to give this job depends 
upon the specific condition of the goods. If there is no 
deep discoloration, ‘and only shallow scratches on the 
surfaces, a very effective treatment can be given with a 
ready-prepared polishing cream made by E. I. DuPont 
de Nemours Co., Wilmington, Delaware; or similar prep- 
arations marketed by some of the manufacturers of toilet 
ware made of Pyralin, etc. Your regular jewelers’ 
supply house or material dealer could supply you with 
one of these polishes. But if there are deep scratches on 
the goods, or stains that have penetrated somewhat deeply 
into the material, the first thing to do will be to grind 
these out, down to a clean, smooth surface, with emery or 
other abrasive paper or cloth, using a rather fine-grained 
grade for the final rubbing. Then the work must be 
polished. Tripoli or fine pumice or putty powder may 
produce as good a polish as is required; but if this is to 
be an extremely high gloss, jewelers’ rouge in powder 
form should be used. The coarser powders may be used 
on a felt hand-buff, or a felt buff in a polishing lathe; 
and the rouge on a rag lathe-buff. or on rag or chamois 
skin used by hand-rubbing. 


Mf AINSPRING FAULTS—What faults are caused by 
made in large factories in Switzerland, and which 
thin? (Question No. 6175) L. M. 

Answer—A mainspring too long yields an insufficient 
number of turns of the barrel, so that the watch will not 
Tun as many hours as it should. One too short has the 
same effect. One too thick gives the balance an excessive 
amount of motion, and may cause roller-jewel to strike 
the outside of fork and then rebound, destroying iso- 
chronism and good timekeeping. One too thin gives the 
balance insufficient amount of motion, destroying good 


timekeeping, and causing stoppage prematurely when the 
oil thickens, 
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LOCK REPAIR BUSINESS—I would like a careful 
reply to this question: would it pay to start a busi- 
ness specializing in clock repairing? If so, what might 
be done in advertising, to build business without delay? 
(Question No. 6176) C. R. W. 

Answer—We believe that in most large cities, there 
is a real need for shops that specialize in clock repairing 
—and give exceptionally good service. This, because 
many retail jewelers, even those who maintain good ser- 
vice in watch repairing, do not make much effort to take 
equally good care of clock work. Whereas customers 
bring in and call for their watches, clocks must often be 
sent out for, and then delivered to homes and set up; 
regulation then means further visits, and unless this sort 
of business is really organized, it amounts to what is re- 
garded as an unprofitable nuisance by many jewelers. 
In some cities, therefore, the field is open for whoever 
can and will make a specialty of competent clock repair- 
ing, to build up a good business. 

Concerning advertising, after you have set up your 
shop, the best advertising effect of all is of course from 
satisfied customers who recommend your service to their 
friends. The latter in turn advise their friends to patron- 
ize you; this process continues and establishes your repu- 
tation and continually builds up business volume for you. 
This kind of advertising not only is the most effective, 
but costs you nothing, in fact, the work involved in it is 
directly profitable, besides indirectly profitable in the ad- 
vertising sense. 

But in addition to this, your acquaintance of the com- 
munity with your good service, may be speeded up by 
other forms of advertising; by mailing a form letter to 
a local address list, newspaper advertising, etc. This 
should be written so as to bring out the fact that clock 
repairing is your sole businss; that you are prepared to 
give exceptionally good and prompt service, etc. Testi- 
monial letters from customers whom you have pleased, 
may be made part of this propaganda. Such statements 
are usually more convincing than merely what one says 
about himself and his abilities. One feature of a circular 
letter campaign could be an enclosed addressed postcard, 
on which recipients could notify you to call and examine 
and make an estimate on repairing clocks, or to call for 
clocks to be repaired. 


a SYSTEM—Which parts of watches are 
made in large factories in Switzerland, and which 


in the small factories? (Question No. 6177) W. H. G. 


Answer—Your question refers to the “ebauche” sys- 
tem of manufacturing that is largely followed in Switzer- 
land, where several large factories make the watch parts 
that require heavy machinery, such as plates, bridges, 
barrels, trains, balances, escapement parts, etc.; and 
sell these ebauches, or sets of more or less unfinished 
parts, to hundreds of smaller factories or shops, in which 
the jeweling, hairspringing, and finishing are done, to 
make up the “line” of watches that bear the name of each 
of these smaller shops, as manufacturers. 

In this completing or finishing work, the different 
manufacturers use a variety of grades of jewels, hair- 
springs, and workmanship, depending upon the prices 
at which their lines of watches are to be sold. Some of 
the ebauche-finishing factories have an established trade 
in high grade movements, and some in cheaper grades 
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of finished watches, whereas each of them may use the 
same quality of ebauches to begin with. 

Besides this ebauche system, in Switzerland there are 
factories which make everything in their own plants, as 
in the U. S. A. These are, of course, firms with much lar- 
ger manufacturing plants than most of those that buy 
ebauches and finish them for the market. Among the 
larger complete factories referred to are the Omega 
Watch Co. at Bienne, and the Tavannes (Cyma) Watch 
Co. at Chaux-de-Fonds. 


oo SIZES—How do we get the sizes of Swiss 
watches; where is the correct place to measure; 
with what gauge? (Question No. 6178) A. M. 


Answer—Measure the diameter of pillar-plate (the 
lower plate) of the watch with one of the scales most ma- 
terial dealers furnish to customers. All watches not round 
in shape are measured across the smallest diameter to 
give the size. A “ligne” is .0888 of an inch; or 2.255 of 
a millimeter. 


EMOVING RUST—(1) How can rust be removed 

from steel watch or clock parts; and how can it be 
prevented? (2) What tools are used for truing train 
wheels? (3) Is it better to use oil or water for hardening 
steel? (4) How can I anneal steel, to make it easier to 


file and saw? (Question No. 6179) M. G. A. 


Answer—(1) Rust may be removed easily enough by 
immersing parts in kerosene, then brushing with a brass 
scratch-brush. This will not remove the “pits” left in the 
steel eaten out by the rust. These must be removed by 
grinding the metal to a fresh surface with iron laps or a 
dental brush in the lathe, using oilstone powder and oil. 





The surfaces should then be polished, if that was the 
original finish, by use of laps made of bell-metal, tin, oy 
ground glass, with diamantine or rouge and oil. 

(2) Train wheels are trued in calipers, bending them 
true just as in truing balances. 

(3) For hardening steel as this is done in repair work, 
water is better for quenching than any kind of oil. After 
hardening, heat parts, for tempering, on a hot metal plate. 

(4) Annealing steel is done by making it red-hot and 
then cooling it very slowly by burying it in ashes or any 
other powdered substance that will conduct heat slowly, 


peep CRYSTALS—Would appreciate any 
information about No-Break crystals. Do they have 
a tendency to discolor dials? And would plastic crystal, 
have this effect? What about Lucite? (Question No, 
6180) D. E. T. 

Answer—Let us point out that what you refer to as 
“No Break” crystals, are evidently made of some mate. 
rial other than glass, but sold under a brand or trade. 
name. This does not indicate of what type material these 
crystals are made, so we cannot say anything about the 
characteristics of them, as to the effect of them on dials, 

We can say, for instance, that watch crystals made of 
celluloid, will not only soon change color, become dark, 
and thus obscure sight of the dial, but these will also in 
time discolor the (metal) dial, because of chemical eman- 
ations from the celluloid material. Lucite does not have 
this effect. 

You also ask whether “plastic” crystals discolor dials. 
We will point out that this word is not one that means 
some particular material; there are many substances of 
quite different nature that all come under the classifica- 
tion “plastics.” Lucite is one of them. 





Self-Winding Watch 


(From page 230) 


or several revolutions around its axis, according to 
the impulse received. 

















b) 


Fig. 2. Two types of self-winding oscillating weights. 


The output of these two systems is very much the same. 
The first method leads into a finished movement perhaps 
more robust, whereas the second lends itself better to the 
manufacture of calibers of reducing sizes, owing to its 
slight height. The other little differences between them 
pertains to the domain of pure technics, into the details 
of which we cannot enter here. 

The automatic movement was frequently criticized for 
the intricacy of its winding mechanism and for the diff- 
culties experienced by the watch repairer. It was natural 
therefore, that manufacturers of rough movements should 
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devote their attention to this problem and try to eliminate 
this inconvenience. A type of construction had to be 
found which would make repair work easier. 

One such answer to this problem is that achieved by 
A. Schild S.A., in the manufacture of a new caliber, a 
forerunner of technical progress which combines all the 
firm’s “Rotomatic” qualities: a heavy metal oscillating 
weight, a simple winding mechanism, and one that is 
easy to repair. 

This construction in particular, allows the dismantling 





Fig. 3. Simple construction allows easy removal of mainspring. 


of the barrel and protection of the mainspring without 
having first to remove the self-winding mechanism. 

As shown in Figure 3, to replace the mainspring, all 
that has to be removed is the ratchet wheel (one screw) 
and the barrel bridge (two screws). 
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QUICKLY PAYS FOR ITSELF 





. - in improved production 
--in health protection 
.-in recovery of precious metals 


By installing the Leiman ‘“‘All-in-one’”’ Unit, you improve 
the quantity and quality of your grinding and polishing— 
protect yourself and workers against dangers of inhaling 
dusts—keep clothing and premises clean—earn handsome 
dividends in recovery of precious metals. Leiman Grinder- 


Polisher— Dust Collectors are 
low in cost, take little space, 
are quiet-running, precision 
machines that last for years. 


WRITE FOR FREE DETAILED BULLETIN 


showing various models and prices. No 
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LEIMAN 
BROS., Inc. 


171 Christie Street, Newark 5, N. J. 























LEIMAN 


GRINDER--POLISHER 


o]U}y mele] FE te fe): 
"All-in-one’”’ Unit 





MODEL 47F. Needs only 18 x 
29 inches floor space. ideal 
for small shop, small work or 
restricted space. Has 3 h.p. 
motor for wheels or buffs up 
to 4”. Also Y% h.p. interior 
motor, suction fans and dust 
collectors. Adjustable dust 
hoods have wet pumice pans 
and electric light sockets. Very 
quiet running. May be used 
with your own polishing 
motor. Plugs into any stan- 
dard 110 volt outlet. 





MODEL A. Needs only 2 x 4 foot floor space. Top production 
machine for all classes of jewelry and silver work. Accommo- 
dates two wheels or buffs up to 8”. Adjustable dust hoods 
with electric light sockets. Available either with Y2 h.p., 110 
volt motor or 1 h.p. 220 volt motor. Two dust collecting cabi- 
nets permit separate collection of gold, platinum or other dust 
for recovery. 














RARE OPPORTUNITY 


To buy old established cash and credit jewelry 
store in Providence, Rhode Island. Finest 
location in City. Very reasonable price to 
right buyer. Can be had immediately. Valid 
reason for selling will be given anyone seeking 
personal interview. 


ROGERS JEWELRY CO. 


248 Westminster Street Providence, R. I. 
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COMPLETELY REVISED 
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FOR SALE 


Entire inventory of Jewelers’ & Watchmak- 
ers' Lathe Parts including 3000 Webster- 
Whitcomb (WW) and Magnus Collets. Also 
drawings, patterns and special tooling for 
Jewelers’ Lathes. Available for Inspection. 
Call or write 


CLEMENT LATHES INC. 


80 Bacon Street Waltham 54, Mass. 
WAltham 5-6397 
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Sheaffer's Conducts $2,000 
Christmas Display Contest 


A $2,000 Christmas window display con- 
test for dealers is being conducted by the 
W. A. Sheaffer Pen Company. The contest, 
open to all Sheaffer retailers, ends Decem- 
ber 31 and features 272 cash awards. 

Four first prizes of $100 each are being 
offered. Although dealers can use any 
Sheaffer display material, the pen company 
is making available a special exhibit fea- 
turing the for-your-signature pen and pencil 
line for use in Christmas windows. 

Retailers competing are required to send 
a photograph of their windows to the pen 
company’s headquarters. Each dealer can 
enter as many displays as he wishes. 

“Our Christmas window displays go hand- 
in-hand with our national advertising,” said 
Karl Dinnauer, the pen company’s advertis- 
ing manager. “At the same time that dealer 
windows will be decorated for the display 
contest, Sheaffer’s is pushing a record 
Christmas ad campaign reaching 309,000,- 
000 readers through 106 newspapers and 
magazines.” 


A "Day' in the Life 
Of a Benrus Prophet 





The Benrus Watch Company must have 
a prophet on the payroll. There is no other 
explanation for it. Way back in mid- 
August, when those miracle Giants trailed 
the hated Dodgers by a seemingly hopeless 
134% games, Benrus President, Mr. Oscar 
M. Lazrus, made a decision of faith and 
vision. 

“Why not,” said he, “sign Laraine Day 
for a Benrus commercial.” “The Giants 
might win the pennant and with the wife 
of the Giant’s manager, Leo Durocher, we 
might have the most famous girl in the 
country for Benrus at World Series Time.” 

Trusting in the impossible, Benrus and 
the J. D. Tarcher agency went ahead pro- 
ducing a television film for the Benrus 
Embraceable Watch, with lovely Laraine, 
who is a famous screen and television star 
in her own right. 
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First National Ads To 
Plug Dealer Club Plans 
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HOLMES & EDWARDS ‘iste ud Soran 


Club Plan selling of silverware has be- 
come one of the biggest sales stimulants 
in the field. But it has always until now 
been promoted at the local level only. Now 
full pages appear in October 29 Life, No- 
vember McCall’s, and November Today’s 
Woman reading: “NOW! Join your deal- 
ers Club Plan . .. Now! Everywhere! 
Holmes & Edwards dealers are running club 
plans...” This is real retail-type adver- 
tising seldom seen in national magazines. 
And intensive effort is being made to ar- 
range as many local tie-ins by Holmes & 
Edwards dealers as possible. States Leo 
Dowd, sales manager of Holmes & Ed- 
wards: “More silverplate and sterling are 
sold on club plan than any other way. It 
is easy to see the tremendous value to the 
dealer of a local club plan promotion timed 
to tie in with our national ads in these 
three leading magazines.” 


Joe DiMaggio Receives 
Cyma Honor Award Watch 





Joe DiMaggio, star of the New York Yankee 
baseball team, receives Cyma Honor Award 
Watch from Samuel Perlman, chairman of 
the board, Cyma Watch Company, Inc. 





Gift Certificate To Aid 
Electric Housewares Sales 


A specially designed electric housewares 
sift certificate is one of the selling aids of. 
fered to dealers in connection with the 
Electric Housewares Gift Campaign to 
stimulate more gift sales at Christmas and 
throughout the year. The campaign, which 
is a long-range merchandising and promo- 
tion program, is sponsored by the Electric 
Housewares Section of the National Electri- 
cal Manufacturers Association. 

The gift certificate has been developed to 
help dealers in two ways. It closes sales 
quickly when a customer is undecided and 
it creates the double traffic of giver and 
recipient. 

A pink 3 in. x 9 in. “check,” listing elec- 
tric housewares gift suggestions on the 
reverse side, comes in a three dimensional 
box effect folder. A plain white envelope 
is included with the gift certificate for at- 
tractive presentation or for mailing. The 
cost is $9.00 per 100. 

To order, write: Electric Housewares See- 
tion, National Electrical Manufacturers As- 
sociation, 155 East 44th Street, New York 
17, New York. 


Colorful Motion Display Aids 
Promotion of Timex Watches 





The United States Time Corporation 18 
offering @his colorful motion display to 
assist retailers in the promotion of Timex 
watches. The new display graphically 
demonstrates the shockproof and _ water 
resistant features of two actual Timex 
watches. One is dipped in water and the 
other is struck sharply on the base of 
the stand. “Timex” flashes in red across 
the top of this blue and gold display. 
It stands 14 in. high and operates oD 
AL. ow DA. 

For further information, contact the Ad 
vertising Dept., U. S. Time Corp., 500 
Fifth Avenue, New York City. 
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Hamilton Wins ‘Oscar’ For 
Annual Financial Report 


In the final ratings of the independent 
board of judges in the Financial World 
Survey of Annual Reports the Hamilton 
Watch Company was judged as having the 
best annual 1eport of the watch and clock 
industry. The bronze “Oscar of Industry” 
trophy was presented recently to Charles 
C. Smith. 

A total of 5,000 annual reports were con- 
sidered this year in the international com- 
petition, the eleventh in the series of 
surveys, and these were judged in one 
hundred industrial classifications for the 
“Best-of-Indusiry” awards. 

During the eleven years that Financial 
World magazine has judged the reports of 
all industries, Hamilton has received five 
“Oscars,” placed second four times and 
received two honorable mentions in its 
classification. 

The jury who made the final selections 
is headed by Dr. Carman Blough, research 
director of the American Institute of Ac- 
countants, and he was assisted by Dr. 
Pierre R. Bretey, president of the National 
Federation of Financial Analysts Societies; 
Elmer Walzer, financial editor of the 
United Press; Denny Griswold, publisher 
of Public Relations News; and Guy Fry, 
past president of the National Society of 
Art Directors. 


New Deluxe Lighter Display 
Brought Out by Ascot 





OP 
se 


A.S.R. Ascot has produced a sales com- 
pelling deluxe lighter display case which 
will be presented gratis to all jewelers upon 
the purchase of an A.S.R. Lighter Assort- 
ment consisting of 3 table lighters and 9 
pocket lighters, at full dealer’s discount. 

The display case is an ideal sales aid as 
it may be used either in or on the showcase, 
or as an ideal night trim for the window. It 
is highly styled in a natural pickled oak 
and has a high gloss finish. The lighters 
are set into a removable tray for most ef- 
fective customer presentation. 

A.S.R. Ascot Lighters will again be ad- 
vertised through December on “The Show 
Goes On,” the Robert Q. Lewis television 
program now seen in all important market 
areas throughout the nation. 





New Catalog Issued by Leif Bros. 


A new 26-page catalog, complete with 
pictures and descriptions, has been issued 
by Leif Bros., 2 West 47 St., New York. 
A manufacturer and originator of quality 


rings, the firm invites requests for the new 
catalog. 
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Gemex Introduces New Stylette Straps for Women 





Gemex's newest line features simulated pearl or plated ends which dress up both watch and 

strap. These screw-type ends can be attached easily without any trouble. The jeweler can 

now sell a wardrobe of two or three straps as easily as one. It comes in fine suede and retails 
from $3.25 to $3.95. 














Gold and Platinum Catalog 
Issued by R. Pearlman 


R. Pearlman, Inc. of New York has just 
issued a new 48-page catalog of gold and 
platinum jewelry for the trade. This book, 
the fifth of a series, is entitled “Book 5, 
Modern Creations in Gold and Platinum.” 
It is being used by jewelers to supplement 
their own displays by having the customer 
select from its pages items which the 
jeweler does not have on hand. Readers 
who have not received a copy may obtain 
one by writing to R. Pearlman, Inc., 62 
West 47th St., New York 19, or 83 Canal 
St., New York 2, N. Y. 


Color Displays for General Mills 
Iron and Toaster Now Available 





Themed to the national advertising cam- 
paign on its “The Shape That Makes the 
Difference” and “This Toaster Pops It 
Extra High,” individual matched displays 
in full color for the General Mills “Tru- 
Heat” iron and automatic toaster sponsored 
by Betty Crocker are now available. De- 
signed to “sell” customers and “train” 
retail sales people, these two displays give 
basic features of the appliances pictured 
on side panels of the unit. Other dealer 
help items are included in both packages. 
General Mills Home Appliances, 1620 Cen- 
tral Avenue, Minneapolis, Minnesota. 





Gotham Offers Dealers 
Five New TV Films 





Production shot taken at Academy Pic- 
tures in Pittsburgh, during the filming of 
five new Gotham TV films for dealer use. 
John H. Ware, President of Academy, is 
seated at front of camera; at left, Ralph 
M. Somerfield, advertising manager of 
Gotham. The Gotham TV film library is 
offered without cost to all authorized 
Gotham retailers. 


Platinum Group Metals Displayed 

During Metallurgical Congress 
During the World Metallurgical Con- 

gress, held at the Michigan State Fair 


Grounds in Detroit recently, a diversified 
showing of the applications of the precious 


platinum metals (platinum, palladium, 


rhodium, ruthenium and iridium) was dis- 
played by The International Nickel Com- 
pany. These precious metals are recovered 
during the refining of the company’s pri- 
mary products, nickel and copper. 

Through the cooperation of many manu- 
facturers, more than 250 items were dis- 
played, illustrating the variety of uses of 
these rare, precious metals in the chemical 
and electrical industries, dentistry, jewelry 
and research. 
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New Plans Set by Mautner Display Service 





Planning Board Meeting in New York of Mautner "Imagineers" group. In the center, seated, 

Jesse Mautner. Left to right, standing, Albert Weisberg, advertising counsel; Marty Sim- 

mons, sales manager; Jose Zsuffa, design engineer; Ted Edelstein, executive secretary; and 
Jack Krol, production engineer. 


The Mautner Company, Inc., 20 West 
47th St., New York City, leading jewelry 
box and display specialists, announce the 
inauguration of an entirely new, free ser- 
vice dedicated to helping the jeweler 
achieve maximum sales returns through 
more effective display methods. 

Based on the company’s “Imagineering” 
production concepts, the new service will 
be built around an expert staff of Mautner 
“Tmagineers.” They will visit jewelers— 
who ordinarily can’t afford costly display 
men—and apply scientific display prin- 
ciples to each individual premises. 

As the registered name implies, “Imagi- 
neering” combines creative tmagination 
with Mautner technical engineering know- 
how. 





According to Jesse Mautner, president 
of the company, these “Imagineers” will 
carefully examine and evaluate the indi- 
vidual jeweler’s store layout and window 
space. Then, on the basis of their expert 
observations, will make .“custom-tailored” 
recommendations to improve the selling- 
effectiveness of the available display space. 

Mr. Mautner plans to have his staff of 
“Tmagineers’” cover the larger metropolitan 
areas first . . . but will reach the smallest 
trading areas. Mr. Mautner emphasized 
that he will be glad to send one of his 
“Tmagineers” to any jeweler on request. 

The home office is located at 20 West 
47th Street, New York City, with show- 
rooms in Los Angeles, Calif., and extensive 
factories in Buffalo, New York. 





Remington Rand's New Register 
Is Boon to Busy Retailer 





A low cost cash register, with new trans- 
action record controls, and designed for 
economical use by jewelers and similar re- 
tailers is now available from Remington 
Rand Inc. Smart in appearance and sturdily 
constructed, this multi-feature Remington 
Rand Cash Register is designed for regis- 
tering over-the-counter retail sales. 

Designated as Cash Register Model Num- 
ber 71-CR, it makes it possible for the 
small business concern to maintain a com- 
plete record system control of daily busi- 
ness transactions—a real Cash Register ad- 
vantage. 

The dimensions of the cash drawer are 
designed for placement in the safe at close 
of business. 
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1952 Engel Catalog 
"Year's Best Seller’ 


“One of our customers gets the credit for 
giving a genuinely descriptive name to our 
1952 ENGEL Catalog,” writes Jay G. Engel, 
president of J. Engel & Co., Inc. in Balti- 
more. “He calls it ‘the year’s best seller’ 
and goes on to explain that it is the means 
of helping him select merchandise that sells 
and produces regular profits for him.” 

The 1952 ENGEL Catalog was mailed to 
jewelers about the middle of October. It 
is somewhat larger than previous additions. 





‘All-America’ Ball Players 
Awarded International Watches 





Ed Sullivan presents International watches 
to Look magazine's "All-America" baseball 
players on "Toast-of-the Town" television 
show. Left to right: Gil Hodges, Brooklyn; Sal 
Maglie, New York Giants; Ed Sullivan; Roy 


Campanella and Don Newcombe, Brooklyn. 





C. & E. Marshall Co. Distribute; 
Fall 1951 Moulded Crystal Kits 


The C. & E. Marshall Company is ship. 
ping its fall 1951 Moulded Crystal Kits to 
owners of Watch-Craft Moulded Crygta] 
Systems. This kit contains 68 new crystals 
“Tailor-Made” to fit latest popular mode] 
watches. 

Distribution of these 68 new moulded 
crystals is a part of the service which ae. 
companies every purchase of a Watch-Craft 
Crystal System. The C. & E. Marshall 
Company continually analyzes records of 
watch popularity trends to determine which 
crystals will most likely be in demand dur. 
ing the coming months, and which crystals 
are becoming obsolete. The Company then 
informs its customers which old crystals to 
stop buying for stock, and which new ones 
to order. In this way, Watch-Craft Crystal 
Systems, like all other Marshall Add-A-Unit 
Systems, are guaranteed never to become 
obsolete. This is just a part of the “Free 
Lifetime Stock Control Service.” 

The 30 ladies’ and 38 men’s new crystals § 
being shipped to Watch-Craft System own- 
ers are in individual black plastic boxes, 
labeled for easy identification and ready for — 
insertion in the cabinets. A sheet explain. 
ing where the new crystals are to be placed 
in the cabinet is included with each ship- 
ment. A bound supplement to the Marshall 
Crystal Catalog is also sent to the owners 
of Watch-Craft Crystal Systems. This in- 
corporates the new crystal models and 
clearly differentiates between “Popular” 
crystals which the jeweler stocks and “Ser- 
vice” crystals, those that are becoming 
obsolete. The Company carries these “Ser. 
vice” crystals in stock as another part of 
the service for the jeweler. 

With this “Free Lifetime Stock Control 
Service,” the jeweler has the latest crystals 
in advance and can service his customers 
watches immediately. No time is lost and 
no good will is lost. 
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Wadsworth's Eye-catching 
Watch Display Makes Bow 
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A colorful “flasher” display unit is now 
available for exhibiting the new Wadsworth 
Watches. Designed by display specialist 
Ken Matsumoto, the realistic plaster hands 
have a soft background of aqua bengaline 
while the two side pieces are made from 
limed black rift oak. Dainty black lace is 
an added touch at the ladies’ wrist, ex 
hibiting the ladies’ Wadsworth in a grace: 
ful setting. There are five alternate back- 
ground cards featuring effective selling 
messages for Wadsworth’s new low-priced 
line “A Good Watch at a Better Price.” 
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Semca Clocks in Class 
Magazines for Holiday Trade 


& em Cc al convertible’ 


desk-boudoir clock that travels! 








a @, desk ar table, o handsome fime-piece.” 
dust snap it shut and it becomes a ddim, trim 
traveling clock! Doubly smort — doubly useful. 
? jewel Swiss alarm movement to keep 
you right on time at hame or obroad. 
$13.95 plus tax, 


On Weat Coort aad in Canada slightty highe: 
47 GOOD STORES EVERY went 


18 you cannot obtoin Semco shocks at your fovorite siore, 
write Dept, € for same of nearest dealer’ and falder of 
complete iine of Samco clocks, iilustoted in full cofor. 


SEMCA CLOCK COMPANY, INC. 
i N.Y, 


ring Place. New York, N_ 
‘Per. pendtag in U.2.A. end ober count ig, 


Semca Clock Company, Inc., New York, 
will inaugurate a national advertising cam- 
paign in leading consumer magazines this 
Fall, with initial advertisements scheduled 
for Esquire’s December issue (out Nov. 
9th), the November issues of Fortune and 
Harper’s Bazaar and the December 2nd 
issue of the New York Times Magazine. 

Clocks featured in the opening adver- 
tisements are the “Convertible” Desk- 
Boudoir Clock (No. 730), the “Twin Dial” 
Desk Clock (No. 7852), “Travel Tune” 
musical traveling alarm clock (No. 742) 
and the Phinney-Walker division’s travel- 
ing alarm clock (No. PW27). Retailers 
will be supplied with point-of-sale ma- 
terial tying in with the campaign, includ- 
ing counter cards presenting each adver- 
tisement and identifying the magazine in 
which it appears, together with a set of 
three attractive folders for mail and count- 
er distribution, illustrating in full color the 
featured clocks together with a number of 
other popular Semca and Phinney-Walker 
numbers. 
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Elgin Expansion Program 
Underway at Lincoln Plant 








Jz G. Shennan, president of Elgin Na- 
tional Watch Company, bolts the first 
upright girder for a two-story addition to 
the organization’s plant at Lincoln, Ne- 
braska. The expansion program will double 
production space at the Lincoln plant, 
which was opened in 1946 to supplement 
production at the factory in Elgin, Illinois. 


FOR NOVEMBER, 1951 





Columbia ‘Tru-Fit' Diamonds To 
Aid ‘National Kids’ Foundation 


The National Kids’ Foundation, an 
organization that is devoted to fighting ju- 
venile delinquency and in helping under- 
privileged children, announced that Co- 
lumbia “Tru-Fit” Diamond Rings will be 
used as awards in their nationwide contest. 
The National Kids’ Foundation is one of 
the largest charities of its kind. Among 
the board members of the Foundation are 
—Bob Hope, Bing Crosby, Senator Robert 
Taft, Vice-President Alben W. Barkley and 
other leading citizens. — 

As part of the campaign to raise money 
for the Foundation, over $25,000 in prizes 
will be awarded in over 6000 theatres 
throughout the country. The contest starts 
October 14 and continues until January 15. 
During that time Columbia “Tru-Fit” Dia- 
mond Rings will be featured in motion 
picture trailers on the screens in over 6000 
theatres. Further Columbia publicity will 
appear in over 20,000 posters that will be 
placed in theatre lobbies and windows of 
retail stores. The posters will include a 
large illustration of Columbia “Tru-Fit” 
Diamond Rings. 


New Gruen Watch Box 
Comes in Shape of Military Cap 





A novel package idea for the promotion 
of gifts to servicemen is the new Gruen 
Watch box in the shape of a military cap. 
The box is designed in antique ivory- 
colored plastic with royal blue velvet top 
and freedom red velvet lining. It can be 
converted into an attractive jewel case by 
removing the watch pad. The removable 
box cushion permits insertion of a photo- 
craph. Gruen is using this new box to 
merchandise special water-resistant watches 
designed for military requirements. 


Fisher Catalog of Sport Charms 
And Medals Now Available 
J. M. Fisher Co. of Attleboro, Mass., has 


annoumced 2 new catalog of sport charms 
and medals. Hundreds of charms shown 
are arranged by groups, organized so that 
selection is easy. The catalog shows how 
prize medals can be secured on a special- 
order-stock basis for all sports or sport sub 
divisions, male or female, in a variety of 
medal shapes. Sport balls and charms are 
shown in a variety of sizes and with special 
decorations and inscriptions. 

This catalog is available only through 
wholesalers of the Fisher line. 





‘Tree of Life’ Jewelry 
Introduced by Gold Bros. 











Gold Bros., manufacturers of gold and 
platinum novelty jewelry, 7 West 45th 
Street, New York City, are presenting to 
the trade for the first time a complete line 
of 14 kt. gold jewelry with the symbol of 
the “Tree of Life with your Lucky Birth- 
stone” and the new “Charmed Trees of 
Life” motif which enables many combina- 
tions of individual birthstone for both men 
and women in cuff links, earrings, pendants, 
pins, bracelets and many other pieces. They 
are priced from $3.75 up in 14 kt. gold. 

A miniature booklet explaining the com- 
plete story of the “Tree of Life” and the 
ancient blessing it carries for long-life, heal- 
ing and protection to the wearer accom- 
panies each piece of jewelry. 


“New Catalog on Jewel Boxes 


Issued by Tory Company 


Tory Jewel Box Co., 10 West 33rd St., 
New York, N. Y., announces that their new 
1951-1952 catalog is off the presses. The 
catalog illustrates and describes musical 
jewel boxes, travel jewel boxes and regular 
jewel boxes. Catalog available upon re- 
quest. 


ne 


Arrow Box Selected To Carry 
Eversharp's New Pen and Pencil 





An Arrow custom-tailored package has 
been selected to carry another nationally 
famous product to American consumers. 
Eversharp’s new THIN Pen and Pencil Set 
is presented in this elegant gift package. 
Sleek and streamlined, this metal box is 
finished in handsome simulated alligator 
leather, lined with peach moire. 
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Special Notices 


“Situation Wanted”—Regular type enly $1.25 
first 2S words; additional words, 5S cents per 
word. Heavy type $5.00. 


“Help Wanted’—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 tirst 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word, 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and ahbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month, 

Te avoid unnecessary correspondence men- 
tion your lecatien in the advertisement, 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of 1 dati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New Yerk 17 








Situations Wanted 





WATCHMAKER, aged 65, good, willing 
workman; salary or commission; South 
or West preferred. Address “J., 2275,” 
care J C-K., 


DIAMOND expert; top notch cutter, 
grader, assorter; 14 years’ experience; 
age 33; excellent references. Address 
*S., 2283,” care J C-K. 


YOUNG man, single, 29, four years ex- 
perience retail trade, desires hetter op- 
portunities; best references. Address 
“A., 2378,” care J C-K. 


JEWELER and diamond setter; 28 years’ 
experience; seeks position in a retail 
store; reference. Address “S., 2149,” 
care J C-K. 














RELIABLE saleswoman, wishes position 
in jewelry store; 20 years’ experience; 
New Jersey preferred. Adele H. Reichel, 
12 Everett Pl., Cliffside, N. J. 





LADY, many years’ experience in buying, 
assorting, and picking melee, also filling 
orders; highest references. Address “P., 
2336,’’ care J C-K. 


WOMAN; adaptable; experienced with 
wholesale ring concern, full charge of 
orders and general detail work: refer- 
ences. Address “S., 2338,” care J C-K. 


MASTER watchmaker, 25 years at bench: 
fine references; excellent habits; cap- 
able of close timing; state salary; 
available immediately. Address “M., 
2296,” care J C-K. 


YOUNG watchmaker wishes position in 
Middle West; school graduate: three 
years bench experience: available im- 
a Address “N., 2298,” care 














DIAMOND setter; 33; eight years’ ex- 
perience, desires change to a position in 
office of jewelry concern. Edward Bram- 
ge 2068 E. 22nd St., Brooklyn 29, 





ENGRAVER, highly skilled, desires per- 
manent position in high class store; 
long experience, monogram and letter- 
ing; A-1 reference. Address “k., 2290,” 
care J C-K. 





YOUNG man, 29, single, four years as- 
sistant manager, experienced credit 
jewelry, desires position in Southern 

California, or Arizona: references fur- 

nished. Address “O., 2285,’’ care J C-K. 


DIAMOND = salesman, experienced in 
round and ‘“‘Il‘ancies’ seeks position with 
New York house; finest re.erences aud 
following; also consider traveling. Ad- 
dress “V., 2341,’’ care J C-K. 





Al watchmaker; sober and reliable; 18 
years experience; all types ot Swiss 
and American made watches; desires 
position in Bergen County, N. J.; own 
tools. Address “D., 2382,’’ care J C-K. 





YOUNG woman, thoroughly experienced 
with diamond rings and co.ored stone 
rings, in wholesale line; can take com- 
plete charge of order and repair depart- 
ment. Address “N., 2334,’’ care J C-K. 


DIAMOND expert, reputable gentleman; 
possible promotional exploitation of 
practical diamond cutting; availab-e at 
$10,000 or percentage basis. Address 
“S., 2356,’ care J C-K. 


WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely; is seeking position with estab- 
lished concern. Address “‘C., 1035,’’ care 
J C-K, 


MANAGER, aggressive, with over 25 
years’ experience in credit jewelry busi- 
ness; thorough knowledge all phases 
credit business, display, advertising, 
credits, collections ; promotional minded. 
Address “H., 2327,’’ care J C-K. 


BOOKKEEPER - accountant, female; 
credits, collections, financing; expert 
knowledge of every phase of the jewelry 
business ; highly capable executive with 
most outstanding record. Address “A., 
1641,” care J C-K. 


BOOKKEEPER, head, office manager, 
long, heavy experience in jewelry busi- 
ness; competent all phases office pro- 
cedure, including production depart- 
ment; top references ; seeking executive 
position. Address ‘‘A., 1833,’’ care J C-K. 




















DIAMOND jewelry and watch salesman; 
31 years in jewelry; finest references; 
a high calibre gentleman, soon to be 
qualified for certified gemologist; avail- 
able immediately. Write or wire, Neal 
Duffield, P. O. Box 172, Ashland, Ky. 
Phone 1643. 


WATCHMAKER: or manager of watch 
repair department; now employed, but 
can be available soon; years’ experience 
in the retail jewelry business, and fine 
watch repairing; sober and dependable: 
best of references. Address “L., 2348,” 
care J C-K. 


ASSISTANT jewelry buyer-salesman; 
young man, presently employed, 
knows all phases chain store opera- 
tion; resourceful, conscientious; 
diversified experience; finest refer- 
ences; desires opportunity. Address 


*O., 2335,” care J C-K. 


DESIGNER; outstanding creative ability, 
thoroughly experienced all kinds of 
jewelry, rings, watch cases; practical 
factory and bench experience; recently 
with one of largest jewelry manufac- 
turers, desires interesting connections; 
full or part time. Address “L., 2331,” 
care J C-K. 




















EXPERIENCED diamond setter and re- 
nairman, desires a permanent position 
in retail store, or trade shop in South- 
ern States only: over 28 years’ exneri- 
ence at bench, with abi'itv to desien; 
also sales experience in retail jewelrv: 
own complete set of tools: sober and 
reliable. Address “C., 2264.” care JT C-K. 


SUCCESSFUL background in Buying, 
merchandising, sates promotions, for 
chain jewelrv store operation doing 
over two million annually: presentlv 
emploved, but seeks change: am 
vears old and married: wnrefer remain- 
ire in East. Address “H., 2226,” care 
J C-K. 








* RETAIL salesman and manager; gemolo- 


gist; 28 years’ experience; thorough 
knowledge of diamonds and colored 
stones: fine jewelry and watches: spe- 
cial order work: presently employed; 
desires change; employment with rep- 
utahb'’e firm only: minimum = salary, 
$6,500. Address “D., 2203,” care J C-K. 


DIAMOND expert, experienced buyer 
assorter; long exceilent background 
handling loose goods and bunch 
rings; valuable man for an active 
concern; with present firm many 
years; appropriate salary essentiaj. 
only direct replies wilt be consider. 
ed, Address “A., 2186,” care J C-K, 








MANAGER-salesman; 34 years old; mar. 
ried; experienced in all phases of retgjj 


operation; window’ trimmer, buyer, 
merchandise or A-l salesman, watch 
estimating, appraisal, special order 


make-up work, silver, personnel map. 
agement; knowledge of discount busi. 
ness; presently employed; will go any. 
where if offered a good proposition, Ad. 
dress “‘P.,’’ 2281, care J C-K. 








MANAGER-salesman; 40; single; 15 
years’ retail credit jewelry, ladies-men’s 
clothing, house furnishings, all electrica] 
appliances, thorough-y experienced cred- 
its, collections, windows, promotions, 
seeks permanent connection with pro. 
gressive, promotional-minded, fast track 
organization; excellent references; sal- 
ary, commission, overide, bonus, ete, 
Address “M., 2349,” care J C-K. 








TWO watchmakers, fast, skillful work- 
men, eight and 30 years’ experi- 
ence; recommended by past and 
present employers; small compii- 
cated watches, position adjusted, 
and electronic timing; commission 
or manage large repair department; 
salary each, $5000 or up, yearly, 
Address “C., 2201,” care J C-K. 








TOP notch manager; large Midwest chain 
doing $100,000 volume, desires to re. 
locate, Eastern Seaboard, New York 
City; a go-getter; thorough knowledge 
every phase of operation, doubled vol- 
ume here; either my ability is proven 
or you are under no obligation; try 
me on trial basis; don’t answer unless 
you mean business. “I do.” Address 
“EF. 2130,” care J C-K. 





MANAGER-salesman ; now employed; for 
past 30 years manager of Midtown 
(New York City) jeweler; desires to 
make a change; complete know'edge of 
all angles of estimating repairs of 
watches, jewelry, silverware; jewelry 
appraising, window trimming, etc. ; long 
experience in buying diamonds, silver- 
ware, antique jewelry: New York and 
vicinitv. Address “D., 2303,”’ care J C-K. 





SALESMAN; young and neat appearing, 
desires to take a permanent position 
in January; have complete knowledge 
of watches, diamonds, jewelry and sil- 
verware, also all electric appliances, 
including white goods and te'evisions; 

.good estimator on watch and jewelry 
repairs, special orders: have the “know 
how” of properly consummating a sale: 
married: prefer locating about 200 
miles from New York. Address “C., 
2302." care J C-K. 








WATCHMAKER, wants position with 
well established firm; 20 years’ 
bench experience, all types watches, 
including railroads and_ chrono 
graphs; salary or commission; now 
employed but available immediate- 
ly: steady position with reputable 
firm more important than high 
wages; good references; go any: 
where, but prefer West Coast. Ad- 
dress “N., 2279,” care J C-K. 








MANAGER - salesman; currently em- 
ployed in New York City cash_and 
credit jewelry store, as manager, doing 
volume in excess of $60,000 vearly; 
25% increase over last year’s figures, 
‘collere craduate of retailing; thorough 
knowledge on estimating repairs; win- 
dow dressing and promotions are my 
specialties: prefer growing chain, will 
consider others; salary $125 per week; 
no objection to location. Address “B. 
2312,”’ care J C-K. 
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SITUATIONS WANTED—Continued 


a 


WATCHMAKER and jeweler, American, 
desires position with established reiiable 
firm in the South; I have 20 years ex- 
perience on the finest kind of work, 
Patek-Philippe, Vacheron, International, 
chronographs, R.R. inspection, etce., re- 
pairing and duplicating all types of 
parts; well educated and above the 
average in ability; at present in charge 
of a five man shop for one of the finest 
Southern jewelers ; would consider leas- 
ing or buying repair department; 
present employer aware of this adver- 
tisement. Address “K., 2330,” care J 


C-K. 





ARORA ALLELES ELLIE LAELIA STE EI 
Lines Wanted 








se enema 


PACIFIC Coast representative with fol- 
lowing, desires line for jobbing trade. 
Address “B., 2301,”’ care J C-K. 


Teena 


SALESMAN, selling Swiss movements to 
New York City importers, seeks reput- 
able watch case or watch band line. 
Address “E., 2316,” care J C-K. 


er 


PACIFIC Coast salesman, with finest con- 
nections, desires platinum or 14K line 
of jewelry, genuine stones; commission 
basis, Address “F., 1352,’’ care J C-K. 














DIAMOND line wanted; large potential 
following throughout U. S.; must be 
reliable A-1l firm that will assist in 
initial setup. Address “A., 2260,’’ care 
J 











YOUNG man, 29, retail experience, desires 
manufacturer’s or wholesaler’s line; 
have contacts in Western Pennsyl- 
vania; will take any territory. Address 
“P., 2286,” care J C-K. 





EXPERIENCED salesman, with follow- 
ing in East wants to represent A-l 
diamond house, (loose diamonds and 
diamond watches) ; references. Address 
“W., 2361,” care J C-K. 





MANUFACTURERS’ representative: ex- 
ceptional following better jobbers Mid- 
west through Pacific Coast, seeks im- 
portant line; no side lines. Address 
“T., 2359,” care J C-K. 


WESTERN representative, over 20 years 
in territory, desires prestige line 
watches, or fine jewelry ; highest moral 
and financial references. Address “G., 
1353,” care J C-K. 


MIDDLE WEST salesman, with Chicago 
Office and extensive following, wants 
line for jobbers and large outlets. Ad- 
dress Circular 226, Room 1415, Hey- 
worth Building, Chicago 2. 














MANUFACTURERS’ representative, Chi- 
cago office, desires established jewelry 
line to sell wholesale trade in Chicago, 
and Midwest. Address Circular 227, 
Room 1415, Heyworth Bldg., Chicago 2. 





PACIFIC Coast salesman wants connec- 
tion with diamond importer who has 
cheap and medium priced goods: best of 
references; strictly commission basis; 
calling on trade 20 years. Address “E., 
2266,” care J C-K., 


SALESMAN, covering Middle West 10 
years, fine jewelry stores, credit, de- 
partment stores; gold jewelry, mount- 
ings, semi-mounted; established manu- 
facturers considered. Address ee 
2315,” care J C-K. 








YOUNG salesman, living in Texas, 
with four years’ acquaintance best 
Jewelers South and Southwest, de- 
Sires first rate line or lines on com- 
mission basis; highest references. 


Address “H., 2310.” care J C-K. 


SALESMAN; with five years following 


among retail jewelers in Florida, Ala- 
bama, Mississippi and Georgia, desires 
good diamond line, priced to sell from 
reputable house for above territory; 
open for January 1952; best of refer- 
ences. Address "G., 2326,” care J C-K. 





PACIFIC Coast salesman, with a large 


following, desires a small side line of 
14K earring mountings and ring mount- 
ings from a manufacturer, or specialty 
item for retailers or jobbers; over 15 
years in this territory; commission 
basis. Address “D., 2265,” care J C-K. 





SALESMAN, with five years following 


among retail jewelers in Florida, Ala- 
bama, and Mississippi, desires good 
popular priced and boxed Swiss watch 
line, from importer, or nationally ad- 
vertised line from manufacturer; open 
for January 1952. Address “F., 2267,” 
care J C-K. 





EXPERIENCED salesman, at present 


carrying ladies’ highly — regarded 
gold mounting line, on the Eastern 
Seaboard, including New York City, 
calling on jobbers, wholesalers, and 
chain stores, desires non-conflicting 
rol Address “A., 2319,” care 





STERLING silver line; prefer known 


line; must meet competition; excellent 
coverage Virginia, North Carolina, 
South Carolina, Georgia, Florida, Ala- 
bama, Tennessee, Mississippi; am well 
known and firmly established with bet- 
ter jewelers and department stores. Ad- 
dress “B., 2321,” care J C-K. 





WANTED: small novelty items; inter- 


ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





CHICAGO and suburbs, Illinois; by ma- 


tured salesman of fine appearance, 
reputation; 25 years in trade, with 
friendly loyal following among fine re- 
tail jewelers; wants only quality line of 
national appeal; must be suitable, non- 
conflicting with gold-filled costume 
jewelry. Address Dakes, 8101 Wood- 
lawn, Chicago. 





ATTENTION manufacturers; available 


January 1, one of the best sales rep- 
resentatives in the country, selling 
to jobbers, credit stores, department 
stores, largest users; have direct 
contacts; what have you to offer; 
every State covered; New York to 
Michigan; commission basis only. 


Address “E., 2366,” care J C-K. 





ENGRAVERS, with ability to produce 


finest work, anxious to obtain plain line 
of cuff links, tie clips, key chains, iden- 
tification bracelets, signet rings, belt 
buckles, compacts and tab bracelets; 
can service Illinois, Indiana, Michigan 
and Wisconsin: fine line, fine engrav- 
ing, real selling aid: reliable firm, es- 
tablished 1893. Address “F., 2306,” care 


+ ,* 








AVAILABLE January 1, 1952; thor- 


oughly experienced traveler.of many 
years’ standing, covering principal 
cities of entire South and South- 
west; possess excellent and proven 
clientele among all better stores 
over entire territory; thoroughly 
versed in fine jewelry, but will con- 
sider any allied line, if tops in its 
field and which will permit earnings 
of $15,000 or more per year. Ad- 
dress “*Y., 2362.” care J C-K. 





I 
Side Lines 


SALESMAN wanted to carry small line 
of men’s and ladies’ stone rings to 
jobbers and chains; all territories open; 
details in first letter, please. Address 
“E., 2305,” care J C-K. 








ALL territories, except West Coast, open 
tor a smail pocket line consisting of 21 
Masonic rings; pays 20% commission ; 
details in first letter. Address “C., 2381,” 
care J C-K. 





SALESMAN: Greater New York and 
Eastern cities, aiso Southern territory, 
for established manufacturer of ladies’ 
gold rings; to call on jobbing and 
wholesale trade. Address “C., 2313,’ 
care J C-K, 





SALESMAN, with resident office in Chi- 
cago, to cover Midwest wholesalers and 
chains for a progressive Newark manu- 
facturer, making a modern and com- 
petitive ladies’ diamond mounting line. 
Address “G., 2268,’’ care J C-K. 





SALESMEN ; side line opportunity; well 
established firm has several territories 
open for salesman calling on jewelry 
and department stores to carry well 
known line of leather watch straps; 
protected territory; liberal commission. 
Address “H., 2390,” care J C-K. 





SALESMAN: with a non-conflicting side 
line, to represent a manufacturer of 
wedding rings, diamond engagement 
rings, etc.; fine line and fast seller; 
strictly commission basis; state terri- 
tory, the line you are now selling; an- 
roy detail. Address ‘‘M., 2294,” care 
J C-K, 





SALESMAN wanted; excellent opportun- 
ity for top notch man with following 
among wholesalers in the Middle West, 
to sell outstanding line of ladies’ hand 
carved wedding rings, bridal sets and 
fancy rings for well established manu- 
facturer; commission basis; state full 
details. Address “‘C., 2322,” care J C-K. 





SALESMEN;; long established concern 
offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings 
to men with established retail fol- 
lowing; inquiries treated with 
utmost confidence. Address “B., 
2245,” care J C-K. 





SIDE LINE opportunity; profitable com- 
missions; New York manufacturer has 
several openings, national territories, 
for salesmen calling on jewelry and loan 
stores, to carry popular line of sun 
glasses; straight commissions; pro- 
tected territories; state age, experience, 
references, territory covered. Address 
“E., 2342,” care J C-K. 





SALESMAN, with following among better 
retail jewelers and department stores, 
for imported compacts, cigarette cases 
and boxes, pill boxes, cigarette holders, 
lipstick ho!'ders, four color pencils, gar- 
net jewelry, in sterling, gold filled and 
gold, etc.; exclusive and best quality; 
West, Southwest and East Coast open. 
Address “F., 2343,” care J C-K. 





SALESMEN; established concern 
offers attractive, well advertised, 
strong side line diamond wedding 
and engagement rings, to men with 
real following among retail jewel- 
ers; easy to carry in a few trays; 
prices very competitive; coopera- 
tion and excellent followup system 
for reorders; give full details and 
er Address “H., 2345,”’ care 
J C-K. 





(Continued on page 242) 
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SIDE LINES—Continued 





SEVERAL East and Midwest territories 
open; jewelers, department stores, gift 
stores; expanded activities permit more 
concentrated coverage by old line man- 
ufacturer with reputation of finest prod- 
ucts in their field, some being sold by 
every jeweler and department store 
from coast to coast; line consists of 
cabinets, wood novelties and authentic 
reproductions of Seventeenth Century 
American small wood crafts; experi- 
enced men with following should write, 
“K., 2277,” care J C-K. 





WATCH band salesmen to call on the 
wholesale trade; we are a_ well- 
known and long-established manu- 
facturer of a popular priced line of 
metal and leather watch bands; only 
experienced men who have a fol- 
lowing with the wholesale jewelers, 
watch material jobbers, and watch 
importers, will be considered; side 
line on a commission basis; a few 
choice territories open; replies held 
in confidence; state full particulars. 


Address “P., 2353,” care J C-K. 








Help Wanted 





WANTED: A-l1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 


WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 








SETTER and jeweler combined; nice 
place to work; state age, experience 
and where in the past employed. Ad- 
dress “V., 2293,” care J C-K. 


WANTED: first class watchmaker; per- 
manent position; give full details, ex- 
perience and references. Lilley’s Jewel- 
ers, Milford, Mass. 


WANTED: watchmaker, or combination 
watchmaker and jeweler; give full de- 
tails in  ffirst letter. Gardenhire’s 
Jewelry Store, Fayetteville, Ark. 


WANTED; A-1 watchmaker and jewel- 
er, some engraving; good salary and 
commission; plenty work. Harts’ 
Jewelry, Baxley, Ga. 











_, 


WANTED: first class watchmaker; pleas- 
ant surroundings; South Shore, Long 
Island; complete details in first letter; 
references and salary expected. Address 
“F’., 2325," care J C-K. 


REPRESENTATIVE, Swiss watch line, 
experienced, with following, for Chicago, 
Ill., Michigan, Ind.; write stating refer- 
ences, experience, conditions. Address 
“H., 2287,” care J C-K. 


JEWELER, diamond setter wanted; 
steady, year around opportunity for ex- 
perienced man; long established firm: 
state salary desired and experience. Ad- 
dress “B., 2379,” care J C-K. 


CERTIFIED Master Watchmaker, cap- 
able of doing quality repairs and close 
timing on all grades of watches: send 
full information first letter. Brock’s, 
Inc., Rome, Ga. 


JEWELER-engraver; first class, experi- 
enced. for fine, old established store; 
good hours and salary; congenial work- 
ing conditions: attractive city. Carpen- 
ter-Matthew, Asheville, N. C. 


JEWELER and setter combined and capa- 
ble of managing a shop of five people; 
American: very fine opportunity for a 
man age about 40; give information in 
detail. Address ‘“J., 2292,’ care J C-K. 




















ASSISTANT manager, for credit jewel- 
ry and clothing store; excellent op- 
portunity for right party; good 
salary and bonus. Zett Bros., 715 
Madison Ave., Covington, Ky. 





WANTED material man; long established 
California wholesale jewelry firm has 
opening for experienced material man; 
State age, qualifications, former connec- 
tions. Address “H., 2136, care J C-K, 





WANTED: experienced watchmaker, also 
watchmaker and engraver; permanent 
position; must be well qualified, no re- 
cent graduate; Southern city. Adams & 
Ortmann, 251 King St., Charleston, S. C. 


EXPERIENCED, retail jewelry sales- 
man; permanent; write qualifica- 
tions, salary expected, photograph, 
references; all replies confidential. 


Address “‘R., 2282,”’ care J C-K. 


EXPERIENCED salesman to cover East- 
ern Seaboard: New England, New York, 
Pennsylvania, Baltimore, Washington, 
Virginia ; contact Alfred S. Jaffee, Sales 
Manager, Feature Ring Co., Inc., 126 
W. 46th St., New York 19, N. Y. 


SALESMAN wanted by well known 
leather watch strap manufacturer for 
Eastern Territory including New York 
and Mid-west Texas area; representa- 
tion commission basis; for further ue- 
tails contact Strap the Wor'd Inc., 611 
Broadway, N. Y. 12, N. Y. 


WATCHMAKER; want finished work- 
man; state age, experience, references 
and salary expected in first letter; per- 
manent; six-day week, one week paid 
vacation annually. The C. L. Milton 
Co., Laredo, Texas. 


SALESMAN; to travel for largest Ohio 
costume jewelry house; only a man 
who has established territory with de- 
partment’ store connections; draw; 
wonderful opportunity. Mack Henfield 
& Sons. Schofield Bldg., Cleveland, Ohio. 


JEWELER, who is capable of doing spe- 
cial order work, or jeweler-diamond set- 
ter, combination workman; state salary 
desired and references in first letter. 
Clein Brothers, 74% Edgewood Ave., S. 
E., Atlanta, Ga. 


WATCHMAKER, experienced; five day 
week; ideal working conditions, in 
Northern Ohio city; permanent job; 
state age, experience, salary expected in 
a letter Address “R., 2165,” care 


























WANTED, experienced salesman (about 
50 years old) in retail jewelry store; 
one of South’s oldest and most reliable; 
references required; give detail! in first 
letter ; good opportunity for right party. 
Address “M., 2332,” care J C-K. 


JEWELRY repair and special order man, 
who can do bezel and prong setting; 
steady employment, between Pittsburgh, 
Pa., and Cleveland, Ohio; full particu- 
lars and salary first letter. Address “‘A., 
2311,” care J C-K. 


SALESMEN: to carry an excellent line of 
ladies’ 14K dinner rings, set and unset; 
exclusively designed and made in our 
own factory: no objection to a non- 
conflicting other line; drawing account 
can be arranged. Address “E., 2204.” 
care J C-K. 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City Schoo! of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas Citv 6, Mo. 

















SALESMEN wanted to sell high grade 
line ladies’ gold filled jewelry on liberal 
commission basis: territories open: 
Michigan, Ohio, Indiana and Illinois, also 
the Southwest; experienced men with 
contacts. Address “G., 2369,” care J C-K. 


SALESMEN: all territories; sell jewelers, 
gift and specialty stores, lily white, 
hand-dipped domestic pearl line, popu- 
lar priced and packaged; short dynamic 
display; high commission; rush reply. 
President, P. O. Box 365, Church St. 
Sta., New York 7, N. Y. 








WANTED managers; only qualified men 
with actual jewelry store management 
need apply; high type southern instal]. 
ment chain has the job with the oppor. 
tunity, have you the qualilicationg? 
Salary and proiit-sharing plan. Address 
*EK., 2222,’ care J C-K. 








WANTED: watchmaker and engraver, or 
watchmaker and jeweler combination 
man; nice university city; good gij- 
mate; good salary; we have watch in. 
spection work; stead position. Inquire, 
Lewis Jewelry Co., 200 W. University 
Ave., Gainesville, Fla. 








WANTED four diamond setters; four 
repairmen and four special order 
men; steady jobs guaranteed in air. 
conditioned factory; all modern im. 
provements. The Kudolph Deutsch 
Co., 1258 Euclid Ave., Cleveland 15, 
Ohio. 








JEWELER, age from about 30 to 35; one 
with ability to manage a shop; state 
experience and where in the past em. 
ployed; a wondertul opportunity for an 
energetic mechanic with business abil- 
ity; American. Write in detail to “Z,, 
2304,” care J C-K. 


SALESMAN; cultured pearl importer, 
long established, wants salesman with 
Chicago oftice covering Middle West ter- 
ritory; must have retail and depart- 
ment store contacts; state all details in 
first letter; commission basis. Address 
“R., 2355,” care J C-K. 


SALESMAN; Metropolitan New York; 
with following among retallers, or job- 
bers, to represent manufacturer gold 
and platinum diamond watch cases, 
bracelets, rings; competitive line; draw- 
ing against commission; excellent op- 
portunity for right man. Address “M.,, 
2278,” care J C-K. 


WATCH SALESMAN, for Gotham 
watches, to cover Indiana, II'inois, Mis- 
souri, Kansas, Iowa, Nebraska; splen- 
did opportunity for experienced sales- 
man with good following, write giving 
all pertinent details, qualifications, past 
experience, ete. Ollendorff Watch _Co., 
Ine., 20 W. 47th St., New York 19, N. Y. 


SALESMAN;; to represent nationally 
known ring concern, diamond and 
colored stones; with following in 
Texas, Oklahoma, Arkansas, Ken- 
tucky and Tennessee; have follow- 
ing too; all replies held in strict 
confidence. Address “G., 2344,” 
care J C-K. 


SALESMAN wanted by well rated, na- 
tionally known manufacturer of a com- 
plete line of rings and mountings; lu- 
crative territories; established over 25 
years, available; commission and draw- 
ing account; only experienced jewelry 
men will be considered. Address “C., 
2276,” care J C-K. 


A NATIONALLY known diamond ring 
house has several territories open 
for active salesmen with established 
following; very liberal drawing 
against commission: all information 
kept in strict confidence; our sales- 
men know of this ad. Address “G., 
2309,” care J C-K. 


ALL territories open, except West Coast 
and East Coast; highly styled and low 
priced line of men’s and ladies’ stone 
rings: no objection to non-conflicting 
other lines: liberal commission; state 
all details and territories covered in 
first letter. Address “F., 2367,” care 
J C-K. 


SALESMEN: Middle West. East, old 
established, well known manufactur- 
ers of mountings, semi-mounted, 
and complete diamond bunch rings, 
desires top notch men with gond fol- 
lowing in retail trade: splendid 
opportunity: state aualifieations. 


Address “A., 2375.” care J C-K. 
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: HELP WANTED. —Continued 





JEWELRY salesman, to cover Pennsyl- 
vania for largest importer of cultured 
pearls and complete line of simulated 
pearls; real money for live man, com- 
mission basis; no objection to carrying 
non-conflicting line; write in detail. Im- 
perial Pearl Syndicate Inc. of Michigan, 
914 Michigan Theatre Lbldg., Detroit 26, 

‘ Mich. ee ee ny ae 

JEWELRY manager, salesman, for re- 
tail credit chain store; excellent 
opportunity for aggressive salesman, 
and top merchandiser, in long estab- 
lished store in Middle West city; 
right man can earn $10,000 first 
year. Send experiences to “D., 
2323,” care J C-K. 

WA'TCH sa.esman for Gotham watches to 
cover Michigan, Wisconsin, Minnesota, 
Northern indiana, and Northern Illi- 
nois, including Chicago ; splendid oppor- 
tunity for experienced salesman with 
good following, write giving all perti- 
nent details, qualifications, past experi- 
ence. Ollendorit Watch Co., Inc., 20 W. 
47th St., New York 19, N. Y. 

WATCH salesmen, experienced with good 
retail following, wanted in Texas, Mi- 
chigan (we have a large number of 
existing accounts in this territory), 
West Coast, and Pennsylvania by es- 
tablished importer with complete low 
priced Swiss watch line; commission 
basis; no objection to non-conflicting 
line. Address “A., 2363,’ care J C-K. 


CREDIT jewelry store manager, in Pitts- 
burgh store; strong on the floor and 
have knowledge of all phases of credit 
operation; write stating age (30-40 
preferab:e), experience, qualifications ; 
excellent salary, plus commission and 
opportunity for advancement; state sal- 
ary desired. Address “A., 2256,’ care 
J 

















SALESMEN; manufacturer of sterling 
silver hollowware wants top-notch 
salesmen with strong following, sell- 
ing department stores, jewelers and 
better gift shops; all territories 
open; non-conflicting line per- 
mitted; commission basis; give full 
particulars and references. Address 
a 2324,” care J C-K. 

SALESMAN wanted to call on the better 
retail jewelry trade, by manufacturer 
of a gold and gold filled line, in the 
following states: Missouri, Kansas, 
Colorado, Nebraska; excellent oppor- 
tunity; firm has long established ac- 
counts; applicant must have car; would 
prefer resident of Kansas; give full 
details in first letter; replies confiden- 
tial. Address ‘“‘W., 1768,’ care J C-K. 

ESTABLISHED manufacturer of 
ladies’ gold mounting line, desires 
experienced salesmen for South and 
Southwest to call on jobbers, whole- 
salers, and chain stores; possibility 
of draw against commission for the 
right man; when answering ad ad- 
vise other lines being carried at 
present. Address “J., 2329,” care 
J C-K. 

TWO jewelry or silverware “top flight’’ 
salesmen wanted; manufacturers of 
popular priced line of silver plated, hol- 
lowware and electric table appliances 
are open for two “live-wires” who have 
a good fo'lowing; complete southern 
territory from Virginia to Florida, in- 
cluding Texas: drawing account or 
Straight commission: no objection to 
ic = line. Address “B., 2263,” care 














SALESMAN; Denver west, residing 
West Coast, with following among 
better retail jewelers, by established 
manufacturer of exclusive quality 
diamond rings; line accepted favor- 
ably by better jewelers; excellent 
opportunity; please state former 
associations and full particulars in 
first letter: strictly confidential. Ad- 
dress “E., 2194,” care J C-K. 











SALESMEN; open territories in Central 


and Southwestern States to carry our 
nationally known line of American 
Beauty diamond and stone set rings; 
seeking men with a following among 
cash and better credit stores and with 
a proven record of salesmanship carry- 
ing a comparable line; guaranteed 
drawings against commission; response 
is invited from qualified men. Unter- 
meyer, Robbins & Co., 136 W. 52nd St., 
New York 19, N. Y. 





SALESMAN, southern territory, resid- 


ing in territory, with following 
among better retail jewelers, by 
established manufacturer of exclu- 
sive quality diamond rings; line ac- 
cepted favorably by better jewelers; 
excellent opportunity; please state 
former associations and full partic- 
ulars in first letter; strictly confi- 
dential. Address “G., 2195,” care 
J C-K. 





AFTER January 1, we expect to have 


several openings in our sales force and 
operating personnel that should prove 
interesting to men with jewelry experi- 
ence, who are looking for the opportun- 
ity to get connected with a top whole- 
saler; write us your qualifications, edu- 
cation and background and enclose a 
late snapshot; also tell us your draft 
status; all replies will be held con- 
fidential. Address the President, A. C. 
Becken Co., P. Box I, Chicago 90, 
Ill. Branches in Detroit, Denever and 
Nashville 





SALESMEN; experienced, 


to repre- 
sent well established watch concern 
with a complete up-to-date, medium 
priced, fine Swiss watch line; only 
men with good retail following con- 
sidered; commission basis; draw- 
ing when qualified; good oppor- 
tunity for right man; no objection 
to non-conflicting side line; all in- 
quiries confidential; choice terri- 
tories open. Address “G., 2132,” 
care J C-K. 





SALESMEN; a progressive, nationally 


known and long established manufac- 
turer seeks an ambitious, forceful 
salesman with a good following among 
the cash and better credit stores in 
either North Central or Southwestern 
States; liberal drawings and attractive 
bonus to the right man with a proven 
record handling a line of mounted dia- 
mond rings; no applications considered 
without full particulars including ac- 
tual sales figures for the years 1948 to 
date; replies confidential. Address “B., 
2364." care J C-K. 





SALES opportunity; well established, 


nationally known manufacturer of 
complete mounting line, complete 
wedding line, complete stone ring 
line, loose diamond setup, plans to 
expand sales coverage; several ter- 
ritories available; interested in re- 
sponsible men with established re- 
tail following; opportunity for real 
earnings for right men; write in 
confidence, outlining your experi- 
ence, territory, background, earn- 
ings, etc. Address “A., 2377,” care 
J C-K. 








EXPERIENCED diamond ring salesman 


wanted to cover our mid-western ter- 
ritory: Arkansas, Illinois, Indiana, 
Iowa, Michigan, Minnesota, Missouri, 
Wisconsin; exceptional opportunity for 
salesman with strong background of 
experience and acquaintanceship in the 
retail trade; territory has been well es- 
tablished for a number of years and 
represents a fine potential for the 
Granat diamond ring line including 
Wed-Lok; liberal guaranteed drawing 
account; include business history, age 
and recent snapshot in applying. Granat 
Manufacturing Co., 114 Geary St., San 
Francisco, Calif. 





WANTED; salesman of excellent char- 


acter for Denver West and Pacific 
Coast, by old established and reput- 
able manufacturer of sterling, gold- 
filled and gold chains and jewelry, 
direct to retail and departmeut 
stores; must live in Los Angeles or 
San Francisco area; young; aggres- 
sive. hard-working and have good 
following with best stores; give com- 
plete experience and references in 
first letter; replies strictly confiden- 
tial. Address Binder Bros., Ince., 
607 Fifth Ave., New York 17, N. Y. 








JEWELRY salesmen; if you are looking 


for a jewe.ry line with the “real jewelry 
look” in styling, craftsmanship, eye ap- 
peal, at costume jewelry prices, if you 
have an established following among 
jewelry stores, specialty and department 
stores, if you are a plugger and must 
work to earn a living, write us with 
full details, territory you cover, etc.; 
we are long established manufacturers 
and wholesalers of smart costume 
jewelry, retailing from $1 to $15, and 
have several good territories currently 
available on a protected basis; straight 
commission. Address “S., 2156,” care 
J C-K. 








EXPERIENCED watch salesmen, cap- 


able of top earnings, for one of 
America’s leading nationally adver- 
tised watch companies; openings in 
several major territories for men 
who know how to sell top quality 
merchandise to credit jewelers, who 
know how to take maximum advan- 
tage of a million dollars worth of 
advertising and promotions; write 
giving former affiliations, territories 
you have previously covered or are 
covering now, references in credit 
jewelry field; top earnings available 
to right men; all letters held in 
strictest confidence. Address “J., 


2374,” care J C-K. 





BXCEPTIONAL 


opportunity for two 
salesmen; if you are an aggressive, ex- 
perienced wholesale jewelry salesmen, 
if you have a following among indepen- 
dent jewelry stores in either of these 
territories: Indiana and Illinois, or Vir- 
ginia, North and South Carolina, if you 
are interested in becoming a permanent 
member of a top-notch sales team, in 
a top-flight company of long standing, 
(established 1878), please send in con- 
fidence, complete resume of experience, 
qualifications and references; if you 
are the right man, you will sell a fran- 
chised, trade marked line that includes 
loyalty registered, insured, guaranteed 
perfect diamonds; Faith guaranteed 
diamonds and jewelry: nationally ad- 
vertised Faith unconditionally guaran- 
teed watches; p'us most of the major 
nationally advertised brands of jewelry. 
Address, Julian G. Schwab, Pres., A. G. 
Schwab & Sons, Inc., Duttenhofer Bldg., 
Cincinnati 2, Ohio. 


For Sale 


Stores, Stocks and Businesses 





JEWELRY store for sale; reason for 


selling, husband’s death. 14K Jewelers, 
11 West St., Danbury, Conn. 





JEWELRY and optical store in Toledo, 


Ohio, busy corner; estab’ished 30 years; 
little cash required. Address “T., 2168,” 
care J C-K. 





FOR SALE: small established jewelry 


store and repair business, in town of 
4000: ‘ow overhead: natir-nally adver- 
tised lines: western Oklahoma. Ad- 
dress “T., 2020,” care J C-K. 








(Continued on page 244) 
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FOR SALE—Continued 





FOR SALE or to let; well equipped dia- 
mond olfice; excellent North light in 
large office building on 48th St., oppo- 
site Radio City. Address “B., 2376,” 
care J C-K. 








JEWELRY store, established 32 years, 
prosperous agricuitural community in 
Eastern Michigan, town of 3000; good 
repair business, inventories $2,000; rea- 
son for selling, death of owner. Address 
“E., 2387,” care J C-K. 


JEWELRY factory for sale or rent, Mid- 
town Manhattan, completely equipped 
for immediate manufacturing, with 
casting, polishing, setting and assem- 
bling equipment. Address “N., 2352,” 
care J C-K. 








FOR SALL, small wholesale jewelry re- 
pair and engraving shop, in good loca- 
tion; Ccuuld ve buiit into large business; 
will seil at stock inventory. Write, 
Quality Engravers and Jewelers, Box 
bo, Kockingnam, N. C. 





WELL estab.ished active cash and credit 
jeweiry store, Central Florida; nation- 
ally advertised lines; railroad watch 
inspection; can sell without stock in- 
ventory. Address “M, K., 2372,” care 
J C-K. 


JEWELRY store for sale; due to ill 
health. I must sell my store; very mod- 
ern and weil established; $20,000 year 
business. Michael Mignella, Santa Fe 
Time inspector, 135 N. Cortez, Prescott, 
Ariz. 


JEWELRY store in thriving town of 
5000; good surrounding truit area; 
stock and fixtures about $10,000; rea- 
sonable lease; good repair work; owner 
wishes to retire. J. Wayne Haskell, 26 
ag Lake St., North East, Erie County, 

a. 


SOUTHWEST Michigan jewelry store; 
sell at inventory, about $12,000; no 
charge for fixtures; clean stock; low 
rent and good lease; newly decorated 
and air conditioned; industrial city of 
7x8 50,000. Address “V., 2021,” care 


IDEAL spot for watchmaker and wife; 
good location in a busy Oakland, Cali- 
fornia neighborhood, out of the high 
rent district; steady clientele; can net 
$2,500 during December with present 
stock; other interests force sale. Ad- 
dress “J., 2289,’ care J C-K. 


ILL health forces quick sale of most pros- 
perous store in Central Indiana city; 
once-in-a-life opportunity; low over- 
head; long lease; must sell before 
Xmas; $10,000 plus, or without inven- 
tory; no dealers. Address “L., 2291,” 
care J C-K. 


DIAMOND, antique jewelry store; long 
established; excel'ent reputation; one 
of best locations in Brooklyn; low rent, 
lease; diamonds, jewelry, old gold, etc., 
and estates bought; repairing and ap- 
praisals; good will and fixtures; stock 
optional: sacrifice, due to illness. Ad- 
dress “K., 2347,”’ care J C-K. 


CITY of Vallejo, Mare Island Navy Yard 
(near San Francisco); population 75,- 
000; no unemployment; small modern 
store for sale with immediate posses- 
sion; long lease, low rent, no percent- 
age; air-conditioned and carpeted; 
very finest location between chain 
stores. Nelson’s Jewelers, 419 Georgia 
St., Vallejo, Calif. Phone 2-3424. 


FOR SALE; two established jewelry 
stores, stocked with nationally adver- 
tised lines; modern display windows 
and fixtures; best locations in two Berk- 
shire County, Massachusetts, towns; op- 
portunity to gross $100,000 yearly; 
suggest expanding jewelry chain or in- 
terested individual investigate this out- 
standing offer; price $20,000 each store, 
cash. Address “T., 1738,’ care J C-K. 



































For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning 
machines, staking tools, etc. : we 
Gallien, 220 W. Fifth St., Los Angeles 


13, Calif. 





WATCHMASTER, also L and R heavy- 
duty watch cleaning machine; both 
used less than two months. Herman 
_ 9234% W. Cook St., Springfield, 





COMPLETE professional lapidary shop 
equipment (used, A-l condition); for- 
merly for 12 cutters; presently in stor- 
age. Witchner, 509 Fifth Ave. New 
York 16. Telephone Va-6 0890. 





WATCHMASTER timing machine; used 
very little; called back into service; 
will sacrifice at substantial saving; 
write for details. R. E. Comer, 112 S. 
Easton Road, Glenside, Penna. (Near 
Phila., Pa.) 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





M. C. MAXWELL, exclusive jewelers, 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phones 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 


GORDON BROTHERS oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


AUCTIONEER; 8 successful sales eon- 
ducted in 1950; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Te'ephone, Rector 2-5928. 


ROBERT E. JONES Sales Co., auc- 
tioneers, appraisers, liquidators for 
estates, trustees, stores; special sales 
conductors for reducing stock, rais- 
ing cash, etc.; sales in over 500 
stores in U. S. and Canada. 702 E. 
185th St., Telephone KE 1-8683 
Cleveland, Ohio. We buy surplus 
stock. 




















AUCTIONEER V. C. Kelley; just fin- 
ished liquidating five of the olq 
Loftis Jewelry Stores; I was selecteg 
as the man most capable of per: 
forming this huge task; my services 
are now available to anyone wanting 
top dollar for their stock or wilj 
pay spot cash for your stock and 
fixtures. Write or wire today, Y, 
C. Kelley, 6956 N. Ashland Blvd, 
Chicago 26, Iil. 








WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel. 
ers endorsing our methods of op. 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi. 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 








LOUIS LENHOFF, auctioneer; in 1950 
conducted four sales for Loftis 
Jewelry Stores, Pittsburgh, Pa., 
Omaha, Neb.; two sales Chicago, 
Ill.; all successful and many others; 
write for details and names you may 
have for reference; have been con- 
ducting auctions all over America 
the past 30 years; bank reference. 
Write, wire, phone, Louis Lenhoff, 
3010 W. Chicago Blvd., Detroit 6, 
Mich. Phone Tyler 6-0439. 





AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 


— 





CASH for you immediately; R. A. Zan- 
one & Co., will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 
5-0660. 








Wanted to Purchase 





JEWELRY store wanted in nearby town 
of Los Angeles, Calif. Address “H. 
2270.” care J C-K. 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








WANTED; up to 12 each tea cups and 
saucers, and full size dinner plates, 
French Haviland Symphony pattern, 
now discontinued. Address “A., 2299, 
care J C-K. 








244 


THE JEWELERS’ CIRCULAR-KEYSTONE 





eS SO 6 bee eee 


= a 











WANTED TO PURCHASE—Cont. 





————™ 


DESIRE jewelry store in small town of 
three to 10,000 population, where there 
is no other store, and carries standard 
lines. James Richardson, 7343 Hiway 
80 East, El Paso, Texas. 





EXECUTIVE; sales-engineering back- 
ground in precision casting, stampings, 
fabricating; will invest or purchase 
promising manufacturing business. Ad- 
dress “V., 2360,” care J C-K. 





————— 


FOR cash; used Hermes engraving ma- 
chine with type and attachments; 
must be in good condition and a 
good buy. Address “T., 23359,” 
care J C-K. 


USING several thousand watches an- 
nually; we are factors and reseli; 
desire contact or bids from _ iin- 
porters and/or prime representa- 
tives; all replies confidential. Ad- 
dress “G., 258Y,”’ care J C-K. 


IMMEDIATE cash for diamonds, watches 
(new or used), Sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references ; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry E.kins & Co., 59 EK. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 











SPOT cash instantly for your surplus 
stock, watches, diamonds and jewel- 
ry, check by return mail; all ship- 
ments held pending approval of 
payment; if check is unsatisfactory, 
shipment returned charges prepaid; 
references: Houston National Bank, 
Houston, Texas; Dun & Bradstreet, 
Inc.; Diamond Jewelry Co., 668 M. 
& M. Bldg., Houston, Texas. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, silver, 
gold and any other precious metals 
and jewels for highest prices; we 
send you a check at once and hold 
shipment intact for your approval; 
references: National Bank of Com- 
merce, Memphis, Tenn.; Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Weinman’s, Dept K, 108 Beale Ave., 
Memphis, Tenn. 
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Watch Work, etc., for 
the Trade 





a 


BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable; price list upon request; mail 
orders invited. David Migdal & Co., 
109-B Summer St. 





SPECIALIZING in repairing § chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





WATCH repairs; prompt, honest work by 
competent watchmakers; no appren- 
tices; at reasonable prices; Watch- 
master timed. Morton Nussbaum, 384 
Broadway, Schulte Bldg., New York 
City. Canal 6-5620. 








SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 


GUARANTEED precision watch repair- 
ing for the trade ; Watchmaster timing: 
established 1913. Ben Marinoff, 170 
Broadway, New York 7, N. Y. 








KNOW your vibrator; mail direct; 
re day es vibrating, staffing, 
jeweling. Hairspring Vibrating Co., 
406-32nd St., Union City, N. J. 


COMPLICATED and regular repairs ac- 
cepted for complete or partial work: 
trade price list on request. Howard 


"a" Huron St., Lake Ronkonkoma, 


BOSTON, Mass.; guaranteed trade watch 
repairing; chronographs a_ specialty; 
excellent service; electronic timing ; 
prices on request. Charles L. Birdsall, 

__ 603 Jewelers’ Blde., 373 Washington St. 











EXPERT watch repairing; eight to 10 
days’ service; all watches timed and 
tested on Western Electric Watch- 
master. L. Z. Orin, 225 Ft. Washington 
Ave., New York 32, N. Y. Lorraine 
8-6370 





ANY make or type watch repaired and 
timed on a Watchmaster; prices con- 
sistent with good workmanship; price 
list gladly sent. G. Curtis Sprang & 
Son, 607 S. Hill, Suite 401, Los An- 
geles 14, Calif. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





HIGH grade watch repairing; all makes, 
all models; five days’ service; all re- 
pairs Watchmaster rated; guaranteed 
dependable service; price lists upon re- 
quest. Bernard’s Watch Repairing, 921 
W. Wellington Ave., Chicago 14, Ill. 


EXPERT watch repairing for the 
trade; reasonable prices; prompt 
service; all work guaranteed; out- 
of-town and mail orders solicited; 
price list, references on request. A, 
Guarino, P. O. Box 42, Fordham 
Station, New York 58, N. Y. Mu 
7-6865. 


WE call and deliver, within 25 miles of 
New York City; all watch repairs, en- 
graving and watch crystals fitted; all 
work done in our shop, by certified 
watchmakers; guaranteed and insured; 
reasonable prices. Frank P. Englise, 
1625 W. 6th St., Brooklyn 23, N. Y. 
Dewey 9-1870. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed ; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 

















Special Order Work and 
Repairs for the Trade 





DIAMOND repairing specialist; using 
good commercial judgment. Joseph 
Hunt, 74 W. 46th St., New York City 
19, N. Y. Recutting and Repairing, 
Diamond Cutter. 


PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





COLORED STONES; direct importers 
at your service; replacing, recuiting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and _ sizes: also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etce.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 





SPECIAL orders; diamond setting, jew- 
elry repairs, sizing, watch repairing, 
quality workmanship, quick service; 29 
years’ experience. John G. Cronin, Coal 
Exchange Bldg., Scranton, Penna. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55B Eddy St., Providence, R. I. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted, 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





SILVERWARE replated, repaired like 
new; also gold, copper, brass plat- 
ing; the same high quality that 
made our baby shoe bronzing fa- 
mous; send your next job to The 
Bron-Shoe Co., 262 E. Broad, Co- 


lumbus, Ohio. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; stone 
cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 








To Let 





DESIRABLE office space for rent, 48th 
Street, opposite Rockefeller Plaza; 
suitable for watchmaker, stone dealer 
or sales representative. Call CI 7-1492, 
New York. 





OFFICE for rent in the heart of the Mid- 
town New York jewelry district; estab- 
lished for many years for watch re- 
pairs, and selling semi-wholesale to the 
trade. Address “A., 2358,” care J C-K. 





198 Market Street, Paterson, N. J., occu- 
pied for over 30 years as a jewelry 
store, A-1 location; immediate occu- 
pancy. Inquire, Nathan Rabinowitz, 
tere! 5 Colt St., Paterson. Sherwood 
-8532. 





Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students: $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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News of Personnel 

















A. P. Bolton has been appointed man- 
ager of the General Electric Company’s 
small appliance service centers, it has been 
announced by J. D. Phillips, product ser- 
vice manager of the Small Appliance Divi- 
sion. 





Bruner-Ritter, Inc., New York, manu- 
facturers of Bretton watch attachments, 
recently announced the following changes 
among its sales representatives: Harry O. 
Ferester, who had been working New 
England, now represents the company in 
the New York City metropolitan area. 
Robert R. Ritter, will call on Bretton 
dealers in the South and Southwest. 
Frank X. Donovan has replaced Mr. 
Ferester as representative for the New 
England states and New Jersey. 


HARRY O. 
FERESTER 


Bruner-Ritter, Inc. 


FRANK X. 
DONOVAN 


Bruner-Ritter, Inc. 


ROBERT R. RITTER 


Bruner-Ritter, Inc. 


Herb Lewis of the Bulova Watch Com- 
pany sales department recently moved his 
family from Hartford, Conn., to Augusta, 
Georgia. Mr. Lewis is now covering most 
of Georgia and the eastern part of South 
Carolina. His new home address is: Coun- 
try Club apartments #14D, Augusta, 
Georgia. 





Murray Salzman was recently named 
a salesman for Vacheron & Constantin- 
LeCoultre. Mr. Salzman will cover the 
states of Alabama, Louisiana, Mississippi. 
and Tennessee. 





Caleb K. Hurst, formerly with Coca- 
Cola and the New Haven Clock Co., has 
been appointed New England sales mana- 
ger for Lux Clock Mfg. Co., with head- 


quarters in Boston. 











McTeigue & Co., Inc., New York, has an- 
nounced the addition to the firm of a third 
Walter McTeigue, grandson of the 
founder. Mr. McTeigue will represent the 
firm in areas outside of New York City 


WALTER McTEIGUE 
McTeigue & Co. 








RICHARD MEITZKE 
Whitaker Co. 


BEN WURTZMAN 
Whitaker Co. 


Bert Beard, a member of the sales staff 
of the F. Whitaker Company, Providence, 
Rhode Island, has been named regional 
sales manager. He will cover the mid- 
western and central states area. At the 
same time, the Whitaker Company an- 
nounced that Ben Wurtzman was ap- 
pointed sales representative in New York 
State, with offices at 11 Westminster St., 
Rochester. Richard Meitzke, a member 
of the sales staff, will represent the com- 
pany in Ohio, with offices at 20202 Garden- 
view Drive, Maple Heights. 


BERT BEARD 
Whitaker Co. 





Ben Rosenthal was recently appointed 
sales representative in the West for the 
Newark Jewelry Mfg. Company, it was an- 
nounced by Louis Jacobitti, Sr. Mr. 
Rosenthal, with offices at 305 West 8 St., 
Los Angeles, will cover Arizona, California, 
Oregon, Washington, Idaho, Montana, 
Utah, and Nevada. 
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GLASS MENAGERIE 


Several months ago we had something to say here 
about honesty. More precisely it was about ethics. Both 
words have the same broad meaning, but the latter 
carries a connotation of application to the conduct of 
“respectable” citizens only, who are assumedly “honest.” 
Also, ethics usually represent a more highly refined code 
of human conduct covering practices within a particular 
science, profession, business or craft. 


Thus is born the paradox which makes it possible for 
a man to be unethical, without being labelled dishonest. 


It is unethical under certain circumstances for a Federal 
employee to accept a deep freeze or mink coat, but such 
an act is not stamped dishonest. Yet, if he accepted a 
cash equivalent, that could be dishonest. Actually, the 
line between unethical behavior and downright fraudulent 
conduct is very fine. So fine in fact, that in a recently 
investigated case there was much discussion on how big 
a ham should be, before it ceases to be a gift (unethical) 
and becomes a bribe (dishonest). 


A continuation of revelations such as have been made 
recently, will surely result in public repudiation of the 
elected Government administrators, under whose noses 
such practices have taken root. 


Therefore, the U. S. Senate’s interest in the problem 
which resulted in its recent report on “Ethical Standards 
in Government.” 


This report does not single out any individuals but 
arrives at the unavoidable conclusion that “low standards 
in the conduct of public affairs are a symptom of low 
standards in the country generally” ... (yet) ... “the 
standards of the public will be raised if leaders in public 
life practice vigorous integrity” ... (and) ... “they 
will be lowered if these leaders are lax in their personal 
or official behavior.” 


The report goes on to say that, “No group in society is 
in a position to point the finger of scorn at others. Influ- 
ence peddlers can exist only as long as businessmen or 
others are willing to patronize them. Gifts, improper pres- 
sure and bribes come from outside the Government. It is 
evident that we are all living in the same glass house.” 


Considering the relativity of “acts of ethical behavior,” 
this is we believe essentially correct. 


History supports the fact that Government and public 
morality are closely tied together—are usually consistent 
one with the other. 





Lhd a CZrecluciom s+. 


Therefore, rather than being satisfied by merely “throw. 
ing the bums out on the sidewalk,” let us also check our 
own business behavior against a strict code of ethics. 


It is safe, we believe, to proceed on the premise that, 
on the whole, there is very little downright dishonesty in 
business. The other members of any trade—and the 
public it is designed to serve—usually punish and destroy 
a dishonest concern. 

But there are some questions which every businessman, 
interested in the continuance of “the American way,” 


should ask of himself. 


In the close competitive race, have we unconsciously 
adopted practices which are dangerously close to the 
unethical ? 


Have we in the name of “dramatic advertising,” em- 
ployed devices which play on the public’s ignorance rather 
than developing the public’s knowledge? 


Have we, in order “to create store traffic” resorted to 
promotional stunts which might be more appropriate, to 
a traveling carnival? 

Have we in our efforts “to meet chiseling competition,’ 
actually lowered our operation to the level of that com- 
petition, which can only survive by means of chiseling? 


Perhaps the people who should ask these questions of 
their operation will never read these lines. (The people 
who could benefit most from church, never go.) How- 
ever, the fact becomes clearer every day, that the survival 
and growth of a person, a business, a government ad- 
ministration or a political system is dependent in the long 
run upon a foundation of high ethical conduct by the 
individual. 

Therefore, let us each make our own personal contribu- 
tion to the strengthening, and growth, of our industry, for 
we are direct descendants of one of the most ancient and 
honorable crafts the world has known. In us has been 
vested the all-essential task of perpetuating the finer things 
of life—of upholding the most profound sentiments of the 
human being. 


This is our heritage. 
That is our business. 
Our obligations to both are clear. 
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10K HAND SET 


Lvithitna Liste 






2K4561 Synthetic B 
stone, 10K. $15.50 
stone. 





2K2521 Synthetic Birth- 
stone, 10K. $10 Keystone. 










Ms F 2K2721 Synthetic Birth- 
~~ <F tone, 10K. $10 Keystone. 





Boost your profits by tying-in with the O-B 
“Partnership” Plan. By selling direct to you, 
—s it brings you extra benefits through 1) Better | 

: Values, 2) Lower Prices, and 3) Greater Than | 
Ever Merchandising Support. 





















24X981 Synthetic Birth- 
stone, 10K. $11 Keystone. 


\% FREE DISPLAY! 


Genuine gray Karess Velvet, 25X791 Synthetic Birth- | 
combined with rich natural stone with four Real | 
: White Zircons, 10K. $14 
wood. Free with order of Keystone. 
$200 or more ... to help 
25X621 Synthetic Birth- you ‘sell! 


tone with two Rose Di- 
pose 10K. $11.50 Key- 25X781 Synthetic Birth- 
stone. stone with four Real 
White Zircons, 10K. $14.50 
Keystone. 
2K4651 Synthetic Birth- 2X7071 Synthetic Birth- 
stone with two Real White stone, 10K. $9.50 Key- 
Zircons, 10K. $15.50 Key- stone. 
stone, 





25X002 Synthetic Birth- 
stone with four Real 
White Zircons, 10K. $13 
Keystone. 
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» OSTBY & BARTON COMPANY c 


Mark of Quality Since 1879 
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Community advertising . . . reaching 123,135,009 readers of 
America’s 15 top magazines . . . is a powerful stimulus to 
your holiday business! Tie-in with these memorable ads! 
Feature Community’s four famous patterns . . . and Community 


giftware ...and make sure of increased sales and profits! 


Here are the full-page, full-color ads for 
November and December... 


8 Inside-Cover Advertisements 
10 Back-Cover Advertisements 


FOR CHRISTMAS GIFT SALES, TOO... 
COME ALONG WITH 


THE FINEST SILVERPLATE 





